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Stadiums vs Fan zones. The influence of attending place on UEFA Euro 2016's host cities' image

Assessing the potential effects of hosting major sporting events such as FIFA World Cup or UEFA European Championships on local communities has long been an important source of interest and debate for scholars. Within this field of research, an important set of academic works has been analyzing the relationships between major sporting events and destination

branding. The present study aims to move forward in this literature by considering the place where soccer fans attend the competition, namely stadiums and fan zones. Indeed, the vast majority of research works dealing with the effects of sporting events on host cities' image have been limited to stadium spectators. Because fan zones have become an essential component of major sporting -and notably soccer -events, it makes sense for both academics and event managers to explore the perceptions of this new kind of spectators. Hence, the goal of this paper is to analyze the influence of attending place on the image of cities hosting a major sporting event, by comparing the perceptions of stadium and fan zone spectators. The case studied is the UEFA Euro 2016 held in France. An empirical survey was conducted in which data were collected from both stadium and fan zone spectators in Lille and Lyon. A total of 373 usable questionnaires were collected for the analysis. A Principal Component Analysis, Student t-tests and a multiple regression were performed. Findings suggest that several components of city image depend on whether spectators attend the event in stadiums or in fan zones, and that these differences have various effects on spectator satisfaction, leading to new perspectives regarding the use of fan zones to achieve city branding objectives.

2 Stadiums vs Fan zones. The influence of attending place on UEFA Euro 2016's host cities' image.

Over the last 20 years, cities all over the world have become involved in international competitions; their common goal is to attract visitors, residents and businesses. In general, one can argue that a place with a positive image and reputation is more able to gain attention, resources, people, jobs and money. Consequently, destination 1 image has become a key element in cities' global strategies. In every case, destination brands have to manage complex relationships between their image or reputation and their identity 2 . For about two decades, one of the "soft" factors that a destination can use in order to build a positive reputation and image is sport, and especially soccer, as it is the most popular sport in the world. Major soccer events can be particularly useful, because they are watched worldwide, putting host territories under the spotlight. For this reason, many cities and countries have bid for soccer events such as FIFA World Cup and UEFA European Championships. The role of sporting events in branding a city, improving image destination or stimulating local economies has been studied in numerous publications [START_REF] Westerbeek | Key success factors in bidding[END_REF] . However, almost all these studies only gathered data related to stadium spectators. The original approach of the present study consists in extending the research focus to fan zone spectators -which now tend to surpass stadium spectators in number -in order to compare the influence of attending place on host city image. The case studied is the UEFA Euro 2016 in France, which is one of the world's biggest soccer events. A quantitative survey was conducted in two French cities: Lille and Lyon. A total of 373 usable questionnaires were collected for the analysis (191 in stadiums and 182 in fan zones) in order to compare the influence of attending place on host city image. The paper is structured as follows. First, a brief literature review of major sporting events' impacts on destination image is presented. Then, existing research related to fan zones is drawn upon in order to delineate the research question.

In the third section, the method of this study is described, including the research design, data collection, and data analysis. Finally, the findings are presented and discussed in light of both academic and practical considerations.

Literature review

Westerbeek et al. [START_REF] Westerbeek | Key success factors in bidding[END_REF] assumed that "increasingly, cities are basing their city marketing efforts around hallmark events in order to maximize the benefits to be achieved from event-driven tourism, sponsorship and media exposure" 5 . This sporting event-based option -also including participatory events [START_REF] Kaplanidou | Recurring sport events and destination image[END_REF] -which allows cities to be (re)branded, has also been supported by other authors [START_REF] Rein | Place branding sports[END_REF] . The sporting events that draw most attention are the Summer and Winter Olympic Games and the FIFA World Cup. They are reputed to have various kinds of impacts 8 , regrouped into broader economic [START_REF] Maenning | Attracting major sporting events' 10. Taks, Chalip and Green, 'Impacts and strategic outcomes from non-mega sport events for local communities[END_REF] or social categories 10 . With regard to image impacts, one should consider the case of Seoul. This city's branding strategy was designed in parallel with its involvement in international sporting events. Westerbeek et al. mentioned that this process started with the hosting of the 1988 Olympic Games in Seoul, and the 2002 FIFA World Cup in Korea and Japan 11 .

Sporting events and destination image

Bale and Dejonghe 12 state that the impact of sporting events (in stadiums) on a certain area has been widely covered by geographers. Among other considerations, it has been studied that hosting 113 hallmark events is a good way to attract tourists. According to Westerbeek et al. [START_REF] Westerbeek | Key success factors in bidding[END_REF] , people are often drawn to destinations because of the hallmark (sporting) events staged there, rather than the region itself. This being said, Chen and Funk 15 identified 16 image attributes (historical attractions, accommodations, shopping and cleanness of the city, etc…) which are important for sport tourists' intention to revisit the destination. Gibson et al. 16 studied the relationships between destination image, travel intentions and tourist characteristics. The 4 respondents perceived the Beijing Olympic Games positively and destination image was significantly predictive of the intention to travel to China. With regard to the image of host countries, Lee et al. 17 clearly demonstrated that hosting this kind of event was associated with a positive impact on tourists' perception of South Korea. Tourists who traveled for the 2002 FIFA World Cup had a more positive image of South Korea, were more satisfied about their experience and had a greater willingness to recommend South Korea to others. These results are in line with Tavakkoli [START_REF] Tavakkoli | Impact of city image, event fit, and word-of-mouth attempt[END_REF] . The latter studied host city image related to an international sporting event and predicted spectators' positive word-of-mouth (WOM) towards the city. Liu 19 found that awareness of sporting events hosted in Shanghai actually depressed the tourism atmosphere and service image of the destination from the non-sports tourists' perspective and thus suggested that the image impact of major sporting events may be different between sports tourists and other tourists.

At the same time, some publications aimed to study destination image in the opposite perspective.

Alonso-Dos-Santos et al. [START_REF]Destination image of a city hosting sport event[END_REF] investigated the influence of destination image on the intention to attend a sporting event. They found that destination image has a weak influence on intention to attend. The main motive of the travel is the event and not enjoying the destination itself. On the other hand, Lee et al. [START_REF] Lee | The Impact of sport mega-event on destination image[END_REF] mentioned that beside motivation to attend soccer competitions, spectators of the 2002 FIFA World Cup were heavily influenced by their perception that Korea was a safe and secure destination and had interesting and friendly people.

Pratt and Chan 22 found that Hong Kong generation Y's 23 interest in attending the 2020 Tokyo

Olympics is driven by destination image factors such as being a safe and clean destination. In this study, Japan is perceived as having many historical, cultural and environmental attractions.

It has to be noticed that a majority of publications studying the influence of sporting events on destination image deal with sport spectatorship. Few articles 24 aimed to analyze the influence of participatory events like marathons on destination image. Among them, Funk et al. [START_REF] Funk | International sport event participation[END_REF] revealed that participants from dissimilar cultures are more likely to perceive cultural learning as travel benefits, and that women perceived more benefits than men in terms of socialization, relaxation, and cultural learning.

Despite this growing academic interest in the role of sporting events regarding cities' marketing strategies, several issues are still to be further explored. For example, are participatory events more or less efficient to boost destination image than spectator sporting events? [START_REF] Derom | Leveraging sport heritage to promote tourism destinations[END_REF] What are the links between destination image and event image? [START_REF] Kaplanidou | Affective event and destination image[END_REF] A specific issue which has not yet been studied in the literature deals with the influence of attending place (namely stadiums vs fan zones) on host city image. Given the ongoing development of fan zones during major sporting events, this issue now appears as an important concern for both academics and managers.

Fan zones: security issues and urbanization of sporting events

Compared to the amount of publications dealing with sporting events from a marketing perspective, fan zones in particular have been little studied over the last 10 years. Fan zones can be more generally called public viewing areas, defined by Haferburg et al. [START_REF] Haferburg | Public viewing areas: urban interventions[END_REF] found important discrepancies in event perception between different stakeholders groups (visitors, event right holders, event organizers). In a broader view, most of the publications investigated fan zones through two main issues: security and the reorganization of public space they engender [START_REF] Lauss | Governing by fun: EURO 2008[END_REF] . Initially, fan zones have been designed as a way to compensate the considerably growing demand for tickets as well as the reduction of the share of available tickets. Fan zones have also been made to better control spectators of an event (including hooligans) who ended up without tickets. As a result, and because emotions cannot be eliminated and fans be silenced, they require a form of channeling: "without supporter enthusiasm and fervor, the event loses its appeal in terms of the ambiance it offers as well as financially. At the same time, the emergence and movement of strong collective emotions-the euphoria of victory, the disappointment or even rage of defeat-give rise to outbursts that must be contained without necessarily being repressed" [START_REF] Berthoud | Euro 2008 in Geneva[END_REF] . This approach refers to the role of surveillance cameras, plain-clothes police officers, security controls at the entrance gate, etc... The central question is finding efficient solutions to provide the same security standards as in stadiums without diminishing the enthusiasm of the fans. A second set of publications analyzed fan zones in their spatial dimension and their ability to rearrange public space. Indeed, before the creation of fan zones, soccer events were spatially limited to the stadium. With the creation of these viewing areas, the boundaries between the event and the urban space are more porous. Berthoud et al. 34 note that "it is important to see the event not as isolated in time and space but rather as a larger context requiring a temporary recomposition of the city's order". Hagemann [START_REF] Hagemann | From the stadium to the fan zone[END_REF] talks about "urbanization of soccer events" on the one hand, and "eventization of the host cities" on the other. From a marketing perspective, this spatial interpenetration presents important challenges for managers as well as fecund research topics for academics. Indeed, as mentioned at the beginning of this paper, soccer events and host cities are involved in co-branding strategies. From both sides, there is a need to plan the event at the citywide scale. Hence, for scholars interested in sport spectators' behavior and destination image, there is a need to take into account that spectator experience of a sporting event no longer depends solely upon what happens in the stadium, but also on the strategic choices regarding fan zones [START_REF] Bar-Kolelis | Promotion of host cities of Euro[END_REF] . In this regard, one can notice that fan zones are not the only alternative place for attending events. Pubs and bars provide another fan experience. As pointed by Weed 37 pubs have become a regular venue in which to watch live sport (and particularly soccer) since the end of the 1990's. They notably address two important dimensions of the sport spectating experience: the need for a physical proximity to the event and the importance of the re-telling of the experience of being there (Weed 38 ). However, they have been excluded from this research because their experience is not under the responsibility of neither the host cities nor the organizing committee of the event, i.e.

beyond the managerial scope of the paper.

Therefore, this study explores the influence of attending place (stadium vs fan zone) on host city image through the case of the UEFA Euro 2016. The idea is that stadiums and fan zones may deliver a different spectator experience. More particularly, fan zones may constitute an opportunity for cities to valorize their image in a more genuine and distinctive manner than stadiums, since they can better adjust these areas to their specific objectives. On the other hand, the stadium experience may be more intense given the proximity of sporting competitions, which are at the heart of the service sought for by spectators. Hence, this study intends to answer two research questions: (1) does city image differ between stadium and fan zone spectators?

And (2) do such differences impact spectator satisfaction? In the following sections, we describe the methods designed to measure the components of city image, to compare spectators' perceptions and to determine the effects of city image on spectator satisfaction.

Methods

Data were collected from spectators of the UEFA Euro 2016, which is one of the biggest sporting events in the world (24 national teams, 2.4 million spectators and 2 billion TV viewers).
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Questionnaire and Scale Development

A questionnaire was developed that comprised a section related to city image as well as five other sections (which were not used for this paper). City image questions were adapted from Kaplanidou and Vogt 34 , including 15 cognitive items covering city infrastructure, accommodations, tourist information, hygiene, safety, cultural events (among others), and measured on a five-point Likert scale (from 1 = strongly disagree to 5 = strongly agree), as well as 7 affective items measured on a five-point semantic scale based on differential items (for example 1 = gloomy to 5 = cheerful -see Table 2 for a presentation of all items). Spectator satisfaction was captured with a single item, namely "I am satisfied with the overall experience of the event in this city", and measured on a five-point Likert scale (from 1 = strongly disagree to 5 = strongly agree). Additionally, for sample description purpose, the demographics section included five variables: gender, age, household income, education level and country of origin.

Data collection

UEFA Euro 2016 was held in 10 French cities. Paris was not selected for this study because it is already a well-known city which benefits from an important international audience, and because its image is already well structured. Two medium-sized cities were selected, namely Lille (234.000 of inhabitants, 149th biggest European city) and Lyon (506.000 of inhabitants, 60th biggest European city). They were considered interesting for this research because their international reputation and image are still under construction. Therefore, the UEFA Euro 2016 was a relevant way for them to strengthen their attractiveness and improve their image. An onsite survey was undertaken as detailed in the table below. The gathering of questionnaires was divided into 16 sessions in order to get a representative sample of the spectators attending the competition. The survey was administered by 13 trained students from a sport management university in

France. These students were fluent in English. In order to be able to distinguish between stadium and fan zone experience, only stadium spectators who had not been to the fan zone and fan zone spectators who had not been to the stadium were interviewed.

Stadium spectators were asked to answer the questionnaire outside the stadium after the match.

Interviewers were located all around the stadium. Every fifth person passing by was intercepted and asked if he/she was willing to answer the questions. Fan zones spectators were interviewed at half-time and after the match, inside the area. Students provided a brief background explanation. Questionnaires were presented to the respondents and they were asked to rate how much they agreed with each item on the scale. For spectators who were neither English nor French speakers, a glossary of important terms in German, Spanish and Italian was at the disposal of students. A total of 724 questionnaires were collected, among which 373 with foreign spectators. Given that the scope of this paper is on international image and reputation, only these latter were used for this study : 198 in Lille, 175 in Lyon, 182 in fan zones and 191 in stadiums. A majority of the spectators were male (67.7%) and 24-40 years old (55.4%). 63% had at least a university entrance diploma. The annual household income, for 35.1% of the respondents, was between $20.000 and $39.000 (below $20.000 for 24.6% and between $40.000 and $59.999 for 28.3%). 94.6% of spectators came from a European country.
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Data analysis

Procedures in SPSS 20.0 were utilized to calculate descriptive statistics, to conduct a Principal Component Analysis of city image, t-tests of city image factors between stadium and fan zone spectators as well as a multiple regression of spectator satisfaction on these factors.

Results

Principle component analysis of city image

A PCA was conducted to identify the latent factor structure and reduce city image items. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy value was .871 and Bartlett's Test of Sphericity (BTS) was significant (p < .001), indicating that the sample was appropriate for a factor analysis [START_REF] George | Discriminant analysis[END_REF] 

Influence of attending place on city image factors (t-tests)

Student t-tests were then performed to look for differences between stadium and fan zone spectators on each of the five factors. In order to do so, mean scores between each factors' respective items were calculated 42 . Significant differences were found for two factors, namely cultural resources and price (see Table 3). Both differences were in favor of fan zone spectators, meaning that these spectators seem to be more inclined to notice interesting cultural events and/or historical attractions, and that they perceive local prices more favorably than stadium spectators. Hence, stadium and fan zone experiences appear to generate some differences in city image perception. 

Multiple regression analysis of spectator satisfaction on attending place and city image predictors

In order to better understand how these differences can impact spectator satisfaction, a standard multiple linear regression analysis was run. Predictors included the five city image factors, the "attending place" variable (stadium vs fan zone), as well as all interactions between attending place and these factors. The context variable "Lille-Lyon", its interactions with the five factors as well as with attending place were also included to check for potential context effects. All predictors were centered, and interactions were calculated based on centered predictors. [START_REF] Aiken | Multiple regression[END_REF] Table 4 provides the results of the multiple regression. Predictors did not suffer from significant multicollinearity (all VIF < 2.225), and the Durbin-Watson test (d = 1.616) was satisfactorily close to 2 and within the upper and the lower bound. [START_REF] Gujarati | Multicollinearity: What happens[END_REF] Globally, the regression model predicts only 31% of the variance in spectators' satisfaction, which can easily been explained by the fact that satisfaction may also depend on many other variables (notably related to the event itself) that were not the focus of this paper.

A first and somewhat surprising finding was that attending place has a direct effect (β = 0.102, p < 0.049) on spectator satisfaction, in favor of fan zones. Given its slight level of significance, this effect has to be taken with caution, especially because it may have numerous lines of explanation (issue of the match, attachment to a national team, weather, etc…) which are beyond the scope of this paper.

More significantly, city affective image has an effect (β = 0.255, p < 0.000) on spectator satisfaction. While previous t-tests showed that there was no significant difference in affective image scores between stadium and fan zone spectators, an interesting finding is that attending place nonetheless appears as a moderator between this predictor and spectator satisfaction (β = 0.139, p < 0.027). More specifically, a simple slope analysis [START_REF] Aiken | Multiple regression[END_REF] shows that this predictor has a much greater effect on satisfaction for fan zone spectators (β = 0.324, p < 0.000) than for stadium spectators (β = 0.097, p < 0.000).

City cultural resources also has a significant effect (β = 0.246, p < 0.000) on spectator satisfaction. There is no moderator effect of attending place, meaning that this predictor has a comparable effect on satisfaction for both stadium and fan zone spectators. However, since previous t-tests showed that fan zone spectators had higher scores than stadium spectators on this factor, fan zones seem to constitute a more effective way for host cities to work on their cultural image.

14 City price has a slightly significant effect (β = 0.112, p < 0.036) on spectator satisfaction. In the same way as city cultural resources, there is no moderation with attending place, meaning that this modest effect exists both for fan zone and stadium spectators. Nonetheless, as shown by the t-tests, fan zone spectators have better perceptions on the price dimension than stadium spectators, which seems logical, notably given that fan zones' entrance is free.

The other city image and moderator predictors do not impact spectator satisfaction. It is the same for contextual predictors, what tends to indicate that at least some of these first results may apply to other cities in a relatively stable fashion. 

Discussion

These results fall within an increasing research area that explores the relationships between major sporting events and destination image. More particularly, it extends previous research works, which try to determine the influence of spectator characteristics on their perceived image on the host city and their satisfaction. [START_REF] Funk | International sport event participation[END_REF] In this respect, several findings have to be discussed.

Firstly, two city image dimensions which significantly impact spectator satisfaction -namely cultural resources and price -appear to produce better spectator attitudes in fan zones than in stadiums. Regarding cultural resources, it seems that fan zones are better able to valorize cities' cultural or historical attractions than stadiums. This may be explained, on the one hand, by the fact that fan zones generally take place at the heart of the city, near tourist sites. It was the case both in Lille -where the fan zone was in close proximity to attractions such as the Grand Palais, the Jardin des Géants or the Saint-Maurice Church -and in Lyon -where it was in the Old Lyon neighborhood, near the Hôtel Dieu, the Museum of Printing, the Museum of Decorative Arts or the Jacobins Place. A supplementary explanation may be that fan zones allow more leeway and space for cities to set up cultural attractions. Indeed, both Lille and Lyon developed a variety of animations (concerts, parades, sporting contests, garden parties) in their respective fan zones. This result is thus consistent with Bar-Kolelis et al. [START_REF] Bar-Kolelis | Promotion of host cities of Euro[END_REF] , who analyzed the use of fan zones for the promotion of two polish cities during the Euro 2012 and showed how the prestigious status and location of these fan zones constituted key elements to valorize city image.

Regarding the price dimension, the (slightly significant) difference between stadium and fan zone spectators may be explained by a classical assumption in consumer behavior literature, namely that consumer attitude depends on a comparison between the price and the perceived value of a given product or service. [START_REF] Zeithaml | Defining and relating price[END_REF] Hence, as the access to fan zones was free, spectators had probably not the same level of expectation than in stadiums where the prices ranged between 25 and 200 euros in both cities. They consequently stood less chance of being disappointed and more chance that the perceived value of the fan zone experience exceed its costs (transport, food and beverages).

A second part of these findings relates to the moderator role played by attending place on the relationship between affective image and spectator satisfaction. This may suggest that stadium 16 and fan zone spectators' expectations are not only of a different level, but also of a different nature. Indeed, affective image seems to be a more important predictor of satisfaction for fan zone spectators, meaning that these spectators give a particular value to the cheerfulness of the city as well as to the friendliness of locals. This could be due to a greater propensity for fan zones to enable social interactions between spectators, what would make fan zones particularly appropriate places to prompt the feeling of celebration around sporting events, as defined by Chalip 49 through the notions of liminality and communitas. As a matter of fact, . Uunlike in stadiums, fan zone spectators can move around freely. They may also feel less surveilled. This may lead them to meet locals as well as people from various nationalities, and to participate in festive moments which are different from traditional supporterism. In this way, the energy (called liminality) that is injected into the atmosphere can better be spread outside of preexisting -i.e. friends or relatives -groups, thereby enabling for the forming of a sense of shared emotion (called communitas).

Simultaneously, while the absence of a significant difference around the tourist service dimension is not surprising, since fan zone and stadium spectators do not use separate infrastructures (roads, airports, etc…) or accommodations, the same result is more interesting regarding hygiene and security. It could actually indicate that fan zones can achieve a comparable level of safety and cleanliness than stadiums, what constitutes a major challenge for cities. [START_REF] Berthoud | Euro 2008 in Geneva[END_REF] Another last worth discussing point is the direct effect found of attending place on spectator satisfaction, which would mean that fan zone spectators are globally more satisfied than stadium spectators. This result does not necessarily imply that the fan zone experience is "better" than the stadium experience per se. Indeed, this was not part of the research question developed in this paper. In order to answer such a question, many other factors, notably related to the event, should have been taken into account. Furthermore, as this study tends to show that stadium and fan zone spectators have different expectations, a blunt comparison of their satisfaction is hard to make. Nonetheless, what can be drawn from this result is that fan zones are not perforce a second-class, consolation prize for people without tickets. It is a genuine experience, from which spectators are able to draw a real satisfaction, as was suggested by Schnitzer and Stickdorn [START_REF] Schnitzer | Key success factors for fan zones'. 52. Schnitzer and Stickdorn[END_REF] , and a positive image of the host city as pointed out in this paper.

Conclusion

The present study intends to contribute to the research on major sporting events and destination branding by analyzing the particular role and effects of attending place on host city image. In this regard, findings suggest that the image of cities hosting a major sporting event partly depends on whether spectators attend it in stadiums or in fan zones. Furthermore, these differences between the stadium and the fan zone experience have various effects on spectator satisfaction.

Several limitations have however to be acknowledged, and could serve as a starting point for future research. The most obvious is related to the generalizability of the results, given the three contextual specificities of the present methodology, namely the size of the event (major), the status of the host cities (medium-sized) and the sport (soccer). Hence, future research could challenge these results in other contexts, in order to contribute to a better understanding of the fan zone experience, which is neither comparable to stadiums' nor to TV's forms of spectatorship but has its own factors of satisfaction, as suggested in this paper.

Another limitation is that in this paper, the fan zone experience was opposed to the stadium experience (stadium-only and fan zone-only spectators were interviewed) for comparison purpose, while they often are complementary for sport tourists. Future research may gain in exploring how these experiences combine -along with the experiences of others attending places' like pubs as evoked at the beginning of this article -notably by using approaches based 18 on customer journey 52 . This could improve the predictability of cities' event based tourism strategies, notably by better capturing the determinants of returning intention, which is their main objective 53 . Indeed, as perceived image of the host city is an important part of returning intention, research should focus on the identification and the respective influence of the diverse fan experiences that shape this image. Furthermore, as testified by a certain number of respondents to the questionnaires, it seems that a part of sporting events' visitors only go to the fan zones. Obtaining more information on them (motivations, socio-demographics, journey, etc…) would be of use for both academics, event managers and tourism professionals, as they may constitute a new consumer segment. Other avenues may relate to sponsorship issues. As vaster and more adaptable spaces than stadiums, fan zones may give unique opportunities for sponsors to create positive and distinctive relationships with spectators.

More generally, in face of a continuing increasing of major sporting events' hosting costsnotably due to the building or renovation of sporting facilities -fan zones can be considered either as complementary or as alternative strategies by cities in order to achieve a better economic impact of major sporting events. An interesting kind of "alternative strategies" has been observed during the UEFA Euro 2016, when French cities like Nantes, Strasbourg, and Rennes, which did not host matches in stadiums, nevertheless set up fan zones in order to attract both locals and tourists. Such strategies have the advantage to generate tourism revenues with much lower public expenses. For all these reasons, research related to fan zones may gain in importance in the sport management literature, because public viewing areas can accommodate many more visitors than stadiums, and because they can play an important role in valorizing city image. Notes 1. Can be defined as places that have tourism-oriented business. 2. Morgan et al., Destination brands. 

  as installations "offering a televised transmission of a live major s porting event, with enough space to welcome a large number of spectators". These public viewing areas are designed as temporary spaces allowing passionate expressions of fans' involvement. The first large public viewing areas were implemented during 2000 UEFA European Championships and FIFA World Cup in Asia in 200229 . The first official fan zones were created during the 2006 World Cup in Germany and were declared to be an official and integral part of the tournament in each of the 12 host cities, hence called "FIFA Fanfest". In less than 10 years, public viewing areas have become a major ingredient of mega sporting (and more particularly soccer) events. Bale 30 described them as a third spectator environment, somewhere between the stadium and the homes of television viewers. Using an important quantitative survey during the 2008 UEFA European Championships, Schnitzer and Stickdorn 31 identified the success factors of fan zones. They 6

  . To determine the factors and their associated items, the following criteria were used, based on Kim and Walker 41 : (a) factors with eigenvalues greater than 1.0, (b) enough factors to meet a specified percentage of variance explained (i.e., usually 60% or higher), (c) an item with a factor loading equal to or greater than .40, (d) factors shown by the scree test to have substantial common variance, and (e) an identified factor and retained items which are interpretable in the theoretical context.The initial 22 items were reduced to 14 under 5 factors meeting the retention criteria, explaining 68% of the variance. The resultant five factors were labelled: (1) affective image (5 items, α = .817), (2) hygiene and safety (2 items, α = .733), (3) tourist service (3 items, α = .718),(4) cultural resources (2 items, α = .791), and (5) price (2 items, α = .724; see Table2for factors loadings, Cronbach's Alphas and mean scores of each item).

  coefficients (β). *p < 0.05; **p < 0, 01; ***p < 0.001.

Table 1 .

 1 Questionnaire distribution.

	Date	City	Match	Stadium	Fan zones
				questionnaires	questionnaires

Table 2 .

 2 Factor loadings, Cronbach's Alphas and Mean scores for items describing spectators' perceived image of the host city (N= 373).

	Items and factors	1	2	3	4	5	Cronbach	Mean
							Alphas	Scores
	City affective image (1)						.817	
	City locals are friendly	.773						4.15
	According to you, the city is gloomy / cheerful	.760						4.12
	According to you, the city is dull / exciting	.720						3.87
	According to you, the city is unpleasant / pleasant	.632						4.11
	According to you, the city is distressing / relaxing	.560						3.74
	Hygiene and safety (2)						.733	
	This city has a good standard of hygiene and cleanliness		.742					3.79
	This city is safe		.788					3.76
	City tourist service (3)						.718	
	This city has suitable accommodations			.686				3.88
	This city has quality infrastructure (roads, airport, utilities)			.728				4.05
	This city has a good network of tourist information			.638				3.70
	City cultural resources (4)						.791	
	This city offers interesting cultural events (animations, entertainments)				.851			3.87
	This city offers interesting historical attractions (museums and/or art centers)				.802			3.90
	City price (5)						.724	
	This city's accommodations are reasonably priced					.835		3.55
	This city is an inexpensive place to visit					.842		3.61
								12

Table 3 .

 3 T-test comparisons between stadium and fan zone spectators.

	Factors	t	Meaning
	Affective image	,582	No difference
	Hygiene and safety	-1,922	No difference
	Tourist service	,832	No difference
	Cultural resources	2,521**	Fan zone > stadium
	Price	3,523***	Fan zone > stadium
	Note: t-statistics (t).		
	*p < 0.05; **p < 0, 01; ***p < 0.001.	

Table 4 .

 4 Multiple regression analysis of spectator satisfaction.