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Abstract Research on sport events and well-being yield inconclusive results with
some studies suggesting that well-being is increasing during major sport events while
other studies fail to establish such a relationship. The present study aims at investigat-
ing the relationship between sport events and life satisfaction more closely, while at the
same time avoiding some methodical pitfalls of prior research. The study uses a
representative sample from Germany and had a longitudinal design, covering the time
before, during and after the UEFA EURO 2016. Findings demonstrate a significant
increase in life satisfaction in Germany during the football competition (d = .17).
Further analyses reveal that satisfaction with life is elevated particularly among subjects
with a genuine interest in football in general and in the EURO in particular, whereas for
those respondents uninterested in football, changes in life satisfaction were mostly
insignificant and marginal in size. However, two months after the EURO life satisfac-
tion was already on the decline and drifted towards the baseline level. Hence, the
EURO did not produce a persistent change, but rather a short peak in life satisfaction
among football affine groups.
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Sport Consumption and Subjective Well-Being

Much research has shown that leisure-time sports activities are related to subjective
well-being (SWB) and psychological health (Bize et al. 2007; Gillison et al. 2009;
Schmiedeberg and Schröder 2017). The SWB effect of leisure has been justified by
claiming that leisure activities satisfy a person’s basic needs and growth needs, for
instance, a need for relatedness, aesthetic and mastery experiences, distinction, health
etc. (Sirgy et al. 2017). It can be argued that respective effects are produced by active
sports participation. However, only few studies have addressed how the passive
consumption of sport events in the media relates to SWB. Some authors have con-
vincingly shown that witnessing athletic success of a favoured team is associated with
positive emotions among fans and supporters (Kerr et al. 2005; Jones et al. 2012).
However, it is less clear if such experiences spill-over to general life satisfaction. Such a
Bbottom-up spill-over effect^ has been claimed to exist (Newman et al. 2014; Sirgy
et al. 2017), namely that singular positive leisure experiences first increase satisfaction
in leisure life and then generalize to a person’s satisfaction with life as a whole.

Many sporting events are only relevant for a relatively small number of fans and
supporters and may at best affect SWB in a small group. Only few events, in Germany
for instance Olympic Games, FIFAWorld Cups and UEFA European Championships,
are popular enough to have the potential to influence SWB at the national level. So far,
studies which analysed the impact of international sporting success for well-being in a
whole country have mostly came up with mixed findings (Elling et al. 2014; Kavetsos
and Szymanski 2010; Kavetsos 2012; Van Hilvoorde et al. 2010) or failed to provide
evidence that the presumed happiness effect exists (Pawlowski et al. 2014).

This paper is concerned with the possible effects of a major international sporting
event on life satisfaction in Germany. Theoretically, it can be argued that SWB is
heightened whenever the sport event leads to emotional, symbolic or social benefits.
Firstly, international sport events can be regarded as contrasting to the perceived
monotony of everyday life. According to Elias and Dunning’s (1993) seminal works
on leisure in modern society, a deep-rooted need for excitement has emerged in
modernity, as modern life usually proceeds in predictable, rational and routinized
ways. Sport events may offer an escape from these routines and provide the extra
dose of excitement, arousal and emotionality modern individuals are longing for.
Secondly, it seems plausible to assume that success of national athletes at
international sporting events is related to symbolic benefits. Sirgy et al. (2017) argue
that symbolic benefits can be reaped from leisure activities that symbolize a person’s
social self. Given that many spectators of international sport events identify with
athletes who represent their own nation, it seems very likely that success of these
athletes strengthens a person’s social identity. Research on ‘basking in reflected glory’
(Cialdini et al. 1976; Jensen et al. 2016) provides ample evidence for this assumption.
Hence, happiness can result from identification with victorious athletes and teams.
Thirdly, watching international sporting competitions may also foster a person’s sense
of relatedness, given that such events are often watched together with others, for
instance, family and friends or even in public spaces, bars, pubs, and Fan Fests
(Rowe and Baker 2012). Hence, leisure pursuits which involve socializing and provide
a sense of belonging satisfy social needs and, in turn, foster SWB (Sirgy et al. 2017).
Hence, it can be claimed with some plausibility that international sporting events can
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potentially affect the well-being of at least some people in a country and –maybe under
specific conditions – of a nation as a whole, too.

The present study investigates the relationship between the 2016 UEFA EURO and
life satisfaction in a nation-wide longitudinal study carried out in Germany. It is based
on a Germany-wide representative panel study, where each respondent was questioned
before, during and after the 2016 UEFA EURO. Given that Germany is Europe’s
biggest football market and football the unquestioned number-one sport in the country,
the EURO may indeed have the potential to affect life satisfaction among Germans.
However, if any general, nation-wide effect on SWB exists, the large-scale study
presented here further allows specifying effects for various sub-groups, i.e. for fans
and supporters vs. those uninterested in the football event. The panel design, the
representativeness of the sample and the exact timing of the data collection over the
course of the EURO are unique characteristics of the present study. These characteris-
tics and procedures allow for more reliable conclusions (compared to previous studies)
regarding the relationship between major sporting events and life satisfaction.
Moreover, the inclusion of a third measurement point two months after the EURO
allows for assessing the longevity of any sport-related effect on life satisfaction.

State of Research

One of the main constructs in SWB research is life satisfaction, usually conceived as a
cognitive and rather stable judgement of individual life quality (Diener et al. 1999;
Schimmack 2008). However, prior studies point to the reactivity of life satisfaction
ratings to incidental daily occurrences (Emmons and McCullough 2003; Reis et al.
2000), situational conditions (Gamble and Gärling 2012; Kämpfer and Mutz 2013;
Schwarz and Clore 1983) or single events like vacations and holidays (De Bloom et al.
2012; Gilbert and Abdullah 2004; Mutz 2016). Hence, there is an ongoing debate about
potential impacts of single events on individual ratings of life quality.

Hosting Major Sporting Events and Well-Being

These debates are also prevalent in the domain of sport where sociologists and
economists have increasingly addressed the relationship between major sport events
and life satisfaction. However, studies have provided mixed and inconclusive results.
Some studies have addressed the effects of hosting a major sport event on well-being. It
was demonstrated that life satisfaction increases at country level when this country is
hosting a major sport event like the Olympic Games or the FIFAWorld Cup (Kavetsos
and Szymanski 2010; Kavetsos 2012). Positive effects of hosting such events are also
detectable at the individual level. Two studies have shown that South Africans per-
ceived the FIFA 2010 World Cup to have increased community spirit, pride and well-
being (Gibson et al. 2014; Kaplanidou et al. 2013). Similar results were found in
Sydney after the 2000 Olympic Games (Waitt 2003). Smaller gains in subjective well-
being were reported for residents of Rio de Janeiro after the FIFAWorld Cup 2014, but
only if they perceived the atmosphere during the event positively (Pfitzner and
Koenigstorfer 2016). However, this effect lasted for less than three months. Finally,
Londoners reported increased levels of happiness and life satisfaction during the
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Olympic Summer Games 2012 compared to a baseline measure one year before (Dolan
et al. 2016). Moreover, the London data are also compared to a control group of
residents from Berlin and Paris, whose life satisfaction did not increase considerably
during the 2012 Olympics. This design lends additional support to the notion that
hosting the event has caused the effect.

(National) Athletic Success and Well-Being

Although major sport events may have a high potential for increasing well-being in the
host country, this is, admittedly, a very rare occasion for many nation states. Some
studies have thus focused on the potential role of athletic success. In a German study, it
was reported that two thirds of the Germans agree with the statement ‘I am happy if
German athletes win many medals at Olympic Games or World Championships’
(Hallmann et al. 2013). A Dutch study points to a small, short-term increase in SWB
during the 2010 FIFA World Cup, where a surprisingly strong Dutch national team
advanced to the tournament’s final (Elling et al. 2014). However, other major sport
events (e.g. 2008 Olympic Games, 2008 UEFA EURO) did not affect well-being in
The Netherlands. Using several waves of the Eurobarometer surveys, Kavetsos (2012)
showed that nations which reached higher stages in the UEFA EURO 2000 reported
significantly larger levels of life satisfaction afterwards. However, the assumed feel-
good effect of national athletic success finds little support in a recent analysis based on
data from the International Social Survey Programme (ISSP), were sporting success
was not directly linked to well-being (Pawlowski et al. 2014). Likewise, Doerrenberg
and Siegloch (2014), using data of unemployed people from several waves of the
German Socio-Economic Panel (SOEP), did not find support for the notion that football
tournaments positively impact life satisfaction. Instead, they even find a rather strong
negative effect of such tournaments in the case of unemployed men.

Studies following the ‘willingness-to-pay’-paradigm are based on the assumption
that the experiential value of sporting success can be expressed in monetary terms: The
higher the amount of money subjects are inclined to pay in a hypothetical scenario that
assumes that voluntary monetary contributions would guarantee sporting success, the
greater the symbolic and emotional value they attach to sporting success. Germans, for
instance, would pay 26 Euro, on average, to see Germany winning the FIFAWorld Cup
(Wicker et al. 2012) and about 6 Euro, on average, for a first rank of Germany on the
medal table of Olympic Games (Wicker et al. 2012). It is concluded from these findings
that national success in sport generates happiness and pride in the population. However,
it is a matter of debate whether or not willingness to pay for victories is a valid measure
for happiness.

Emotional and Psychological Correlates of Well-Being

Other research has focused on emotions. Studies have shown that witnessing sporting
success of athletes of the own nation increases patriotic pride (Elling et al. 2014; Mutz
2013; Mutz and Gerke 2017; Van Hilvoorde et al. 2010; Von Scheve et al. 2014).
Moreover, it was demonstrated that identification with athletes and sport teams is
associated with reduced feelings of loneliness and alienation (Branscombe and Wann
1991; Wann et al. 2005; Wann and Pierce 2005). Research has further shown a steep
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increase in negative emotions, particularly depression and anger, in English football
fans after the elimination of their national team in the 2010 FIFAWorld Cup’s Round of
Last 16 (Jones et al. 2012). In the same study, a reduction in negative affect has been
demonstrated among Spanish supporters when their national team advanced to the final
and won the World Cup. A study among supporters of Japanese football teams suggests
that wins leads to positive emotions among fans whereas a loss foster negative
emotions (Kerr et al. 2005). Further evidence for the emotionality associated with
sports comes from a study demonstrating that losses of local football teams are
associated with increasing rates of family violence (Card and Dahl 2011). Hence all
these studies lend support to the notion that sport events may impact on SWB by
triggering positive or negative emotions in individuals.

Aims of the Present Study

The study at hand contributes to the state of research especially because methodological
shortcomings of prior studies were avoided. Prior research on the relationship of
sporting success with happiness and life satisfaction has mainly applied cross-
sectional research designs, which cannot account for causality. Hence, panel studies
are called for (Hallmann et al. 2013). When existing large-scale data sets are used,
another problem occurs: Many respondents are interviewed weeks or months after a
particular sport event, so that any effect on life satisfaction that may have existed during
the event may have weakened considerably. Hence, studies should assess well-being
ideally during or immediately after a mega-sport event. Dohmen et al. (2006), for
instance, have conducted one of the very few surveys with exactly timed interview
periods embracing the 2006 FIFA World Cup. Finally, the longevity of any sport-
induced well-being effect has seldom been investigated – usually due to a lack of panel
data including a follow-up measure.

The present study avoids such methodological shortcomings and can thus provide
more reliable data on the relationship between sporting events and life satisfaction. It is
based on a Germany-wide representative panel study, where each respondent was
questioned before, during and after the 2016 UEFA EURO. Three assumptions guided
this research: First, it is hypothesized that life satisfaction increases during the EURO at
the national level.

& H#1: Self-reported life satisfaction among Germans is higher during the 2016
UEFA EURO compared to some weeks before the tournament.

However, it is assumed that any sport-induced effect on well-being should be more
pronounced among those segments of the population who are interested in football.
Those with indifference towards football are not considered to have a markedly
heightened satisfaction with life during the EURO and may thus form a natural control
group.

& H#2: The increase in life satisfaction is more pronounced in individuals with greater
affinity to football compared to those individuals who are indifferent towards
football.
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Given that studies critically discuss the longevity of sports effects on well-being
(Elling et al. 2014; Dolan et al. 2016), it seems worthwhile to investigate inasmuch any
initial well-being effect of sporting success can be sustained over two months.
Therefore, the hypothesis is tested, if life satisfaction after the EURO is still elevated
compared to the period before the event.

& H#3: Self-reported life satisfaction among Germans is higher two months after the
2016 UEFA EURO compared to some weeks before the tournament.

Of course, these hypotheses only make sense as long as the German national football
team performs rather successfully at the EURO. However, the German team performed
well during the competition with four wins and one draw in the first five matches.
Moreover, their style of play was considered attractive and confident by many ob-
servers. Only in the semi-finals the team was narrowly defeated by the French team.
Therefore, the EURO has proceeded rather successfully from a German point of view,
so that above-mentioned hypotheses seem justified.

Methods

Study Design

This study was part of a larger research project on the public perception of mega-sport
events in Germany (BMega sport-events and their effects on collective identifications in
the nation-state^). As part of this project, an online panel study around the 2016 UEFA
EURO was realized. Specifically, a representative sample was questioned by a web-
based questionnaire (CAWI), which respondents were able to answer on personal
computers, tablets and mobiles. Representativeness was accomplished by integrating
the study into an existing nation-wide online panel survey. Access to this survey was
provided by Infratest dimap, a leading organization in public opinion polling and
political consultation in Germany. The first assessment was carried out from May 9
to May 24, hence 18 to 33 days prior to the beginning of the UEFA EURO 2016 in
France (t1). The second point of measurement was during the UEFA EURO 2016 (t2).
However, respondents at t2 were not questioned all at the same time, but in six time
slots covering the whole tournament and the week immediately following the tourna-
ment (see Fig. 1). This procedure ensures that the responses extend over the whole
tournament and results are not biased by particular events during the competition. The
third assessment started about eight weeks after the end of the UEFA EURO and took
place from September 19 to September 30, 2016 (t3).

Sample

The initial sample size in t1 was N = 1556. The initial sample represents the adult
population living in Germany (>18 years) and matches the composition of the popu-
lation according to age, gender, educational level and residency (Tab. 1, column 1 and
2). From the initial sample N = 853 respondents (55%) could also be approached at t2
as well as t3. However, 47 cases had to be eliminated from the resulting panel data set,
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as a low overall response time indicated that these respondents did not fill out the
questionnaire thoroughly. After these data cleaning procedures, a final sample of N =
806 (52%) remained for the analyses.

Panel Attrition

Panel attrition is regarded as a major concern in longitudinal samples as it leads to
reduced generalizability of the findings (e.g. Fitzgerald et al. 1998). One particular
reason for attrition is that some groups of respondents cannot be reached easily or may

Table 1 Representativeness of the sample according to gender, age, education and residency

Population parametersa initial sample (t1 only) final panel sample
(t1 + t2 + t3)

Gender

male 48.3% 48.5% 51.2%

female 51.7% 51.5% 48.8%

Age

18–29 16.7% 15.9% 10.9%

30–44 22.1% 21.5% 19.9%

45–59 28.5% 27.8% 31.3%

> 60 32.7% 34.8% 37.9%

Education

lower secondary 38.3% 36.9% 35.3%

medium secondary 31.1% 32.9% 33.7%

higher secondary 30.6% 30.2% 31.0%

Residency

East Germany 17.5% 17.3% 17.6%

West Germany 82.5% 82.7% 82.4%

a Population parameters are calculated from German census data, published by the Federal Statistical Office of
Germany (www.zensus2011.de)
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lose interest in participating in later waves of the survey. To assess inasmuch non-
random attrition exists in the present study, (non-)participation at t2 and t3 was
correlated with a range of demographic and substantial variables (gender, age, educa-
tion, immigration background, satisfaction with life, interest in football broadcasts)
collected at t1. These analyses reveal that the final sample matches the main parameters
of the adult population living in Germany (see Table 1) with two exceptions: Higher
attrition rates were found for younger people who are slightly underrepresented in the
panel data set. Moreover, attrition was correlated with interest in TV football – 51% of
respondents with low interest but 59% of respondents with high interest in TV football,
according to t1 answers, are represented in the final data set. Although the attrition bias
is generally rather low and has not seriously distorted the representativeness of the
sample, inverse probability weights were still calculated and used in the analyses to
adjust for selectivity based on age and interest in TV football (Kalton and Kasprzyk
1986). However, all analyses in this paper were also performed with non-weighted data
for comparison reasons and these analyses show that inclusion of weights did not
impact on any of the results.

Measures

1) Life Satisfaction was measured with the conventional, well established question,
‘On the whole, how satisfied or not are you with the life you lead’. Respondents
could indicate their satisfaction on a 10-point rating scale with higher values
indicating higher satisfaction. Life satisfaction scores were collected in all three
waves, which allows for comparisons over time. In all waves, the question on life
satisfaction has been placed prior to the questions related to the UEFA EURO in
order to prevent football-related halo effects. Further on, so-called ‘focussing
effects’ (Dolan and Metcalfe 2010), resulting from respondent’s remembrance of
previous waves, should be low, given the distance of time between the three
surveys.

2) Interest in football broadcasts was measured with the question ‘Howmuch are you
interested in football broadcasts on television’. The question did not refer to the
German team in particular, but addressed general interest in football on TV. The
question was part of the survey at t1. Answer categories for respondents were
‘strongly’, ‘somewhat’, ‘hardly’ and ‘not at all’. Those who selected ‘strongly’ or
‘somewhat’ for their answer were labelled ‘football consumers’ and form the
football interested group of respondents (59%). Those who answered ‘hardly’
and ‘not at all’ are categorized as not interested in TV football (41%).

3) German team identification was measured with the question ‘Do you identify with
the German national football team’. Answer categories again ranged from ‘strong-
ly’, ‘somewhat’, ‘hardly’ to ‘not at all’. Those who identify ‘strongly’ or ‘some-
what’ were considered sympathizers of the German team (69%) and those who
selected ‘hardly’ and ‘not at all’ form the group of the non-sympathizers (31%).

4) Consumers of live TV broadcasts involving the German national team at the UEFA
EURO can be identified as another indicator for football affinity. Respondents
were shown a list of all matches of the German national team at the EURO that had
been broadcasted up to the time of the survey and were then asked to mark all
matches for which the ‘live broadcast’ had been watched ‘in full length’. Due to
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the fact that the survey at t2 involved six different time slots, the list of matches
differed between these slots. Therefore, the measure used here simply distinguishes
those respondents who did watch at least one match live and in full length (67%)
vs. those who did not watch a single live broadcast (33%).

Unsurprisingly, the three measures for football affinity – namely, general football
interest, German team identification, and TV consumption – are correlated with each
other. All correlations are in the range between φ. = 47 and φ = .54 and can thus be
considered medium to large. However, it still seems worth to consider all three
measures in the analyses, in order to check the robustness of the findings against the
peculiarities of a specific operationalization.

5) Covariates in the Generalized Linear Models (GLM) are gender, age, educational
level (in three groups, see Tab. 1) and immigration background. Immigration
background refers to first and second generation immigrants. Moreover, a dummy
variable was included which accounts for possible bias from summer vacations.
The variable separates respondents who have been on summer vacation shortly
before or at the time of the t2 survey from the rest. These covariates were selected
as all five may possibly influence football consumption as well as life satisfaction
and may thus bias the results, if not controlled for.

Analytical Approach

To assess differences between the pre-EURO life satisfaction scores (t1) and the
within-EURO (t2) as well as post-EURO life satisfaction scores (t3), paired-
sample t-test were run for the entire sample as well as subgroups of football
interested and football disinterested respondents. Changes in mean values and the
statistical significance of the changes are reported. Generalized linear models
(GLM) for repeated measurements were then run to test for the hypothesized
difference in the change of life satisfaction over time between respondents with
football affinity vs. respondents with indifference towards football (time*group
interactions). Additional OLS regression analyses were calculated to estimate
changes from t1 to t2 and t3 in specific groups. These analyses – which produced
highly similar results – are included in an online appendix supplementing this
paper.

Results

Changes in Life Satisfaction during the UEFA EURO (t1 to t2)

Mean values for life satisfaction reveal that respondents are very satisfied with their life.
In the present sample, life satisfaction scores at t1 (M = 7.10, SD = 1.94), t2 (M = 7.37,
SD = 1.77) and t3 (M = 7.20, SD = 1.79) are close to those values usually measured in
the German population (Organisation for Economic Co-operation and
Development 2015). T-tests for mean comparisons between t1 and t2 reveal a
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significant change in life satisfaction among subjects (Table 2, upper row). During the
UEFA EURO, respondents indicated significantly more life satisfaction compared to
some weeks before (Diff = .27; d = .17; p < .001). According to Cohen’s rule of thumb
(Cohen 1992), this difference represents a small effect. Further ANOVA revealed that
life satisfaction at t2 did not vary with the date of the interview (F = 1.25; η2 = .05;
p = .17). Hence, the general increase of life satisfaction is not due to a single match but
can be found throughout the whole tournament.

Hypotheses #1 thus finds support in the data. However, there are manifold possible
approaches on how to interpret the depicted increase in life satisfaction at t2. It may
reflect, as hypothesized, the collective joy triggered by athletic success at the EURO
2016 in France, but may also be due to the beginning of the summer, the start of the
holiday season or other singular events unrelated to the football competition. Therefore,
analyses were calculated separately for respondents who are interested in the EURO
and those who are indifferent towards the tournament. Three indicators were selected
for this purpose: a) general interest in TV football, b) identification with the German
national team, and c) consumption of the live broadcast of the German team on TV. For
all three indicators highly consistent results are revealed (Table 2).

First, it is shown that during the EURO life satisfaction increases significantly
among those who are generally interested in football broadcasts (Diff = .35; d = .21;
p < .001). There is also an increase among those indifferent towards football broadcasts
(Diff = .16; d = .11; p = .044), however this change in life satisfaction is much smaller.
Second, a significant increase of life satisfaction is indicated for sympathizers of the
German national football team (Diff = .39; d = .24; p < .001), but not among those who
identify hardly or not at all with the German team (Diff = .04; d = .03; p = .648). Third,
those who have viewed the live broadcast of (at least) one match of the German team in
full length also report a higher level of life satisfaction compared to the weeks prior to

Table 2 Life satisfaction: Mean values and changes during the UEFA EURO 2016 from t1 to t2

Life satisfaction

t1 t2 Diff SD diff d p

Full sample 7.10 7.37 0.27 1.58 0.17 <.001

Interest in football broadcasts

strongly/somewhat 7.11 7.46 0.35 1.65 0.21 <.001

hardly/not at all 7.09 7.25 0.16 1.46 0.11 .044

Identification w/ German team

strongly/somewhat 7.05 7.44 0.39 1.63 0.24 <.001

hardly/not at all 7.22 7.26 0.04 1.41 0.03 .648

TV broadcast of last match

viewers (live, full length) 7.13 7.50 0.37 1.50 0.25 <.001

non-viewers 7.07 7.14 0.07 1.71 0.04 .504

Indicated are mean values at t1 and t2, the change from t1 and t2 (diff), the standard deviation of individual
changes (SDdiff), the effect size Cohens d and the significance of the change (p)
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the UEFA EURO (Diff = .37; d = .25; p < .001). For non-viewers, the increase in life
satisfaction is much weaker and insignificant (Diff = .07; d = .04; p = .504). Hence, our
hypothesis #2 finds much support: Satisfaction of life increases among those groups
interested in football in general and in the UEFA EURO in particular, whereas mostly
marginal and insignificant changes are seen among respondents with limited interest in
football.

Additionally, General Linear Models (GLM) for repeated measurements were run.
This procedure tests for the significance of time*group interactions, hence whether or
not changes among respondents with football affinity from t1 to t2 differ from the
changes among uninterested respondents. Moreover, the GLM analyses also allow to
control for possible confounding factors, namely gender, age, educational level, immi-
gration background and, most importantly, summer vacations. Three GLM models
were calculated. They reveal a significant time*group interaction for those who identify
with the German national team vs. those who do not (F = 8.88; p = .003) as well as for
those who have watched a live broadcast of the German team vs. those who did not
(F = 8.04; p = .005; see also Fig. 2). The time*group interaction for those interested vs.
those uninterested in football broadcasts was marginally significant (F = 3.70;
p = .055). All of the other interactions (with gender, age, educational level, immigration
background and summer vacations) were insignificant in the three models. Overall, it
can be concluded from these findings that life satisfaction has increased to a greater
degree in football affine groups during the EURO 2016 compared to groups indifferent
towards football (H#2).

Changes in Life Satisfaction after the UEFA EURO (t1 to t3)

Mean comparisons between t1 and t3 do only point to a marginal increase in satisfac-
tion with life (Table 3, upper row) which fails to reach the .05 significance level
(Diff = .10; d = .06; p = .077). Hence, the increase in life satisfaction found during the
UEFA EURO was not persistent: The effect substantially declined at t3, about two
months after the tournament. Hence, the assumption of persistency over the course of
two months is rejected (H#3).

This effect is also found when football affine groups are analysed separately
(Table 3): Two months after the EURO life satisfaction is still somewhat higher
among those who are generally interested in football broadcasts (Diff = .13;
d = .08; p = .075), who sympathize with the German national football team
(Diff = .16; d = .10; p = .014) and viewed the live broadcast of (at least) one match
of the German team in full length (Diff = .15; d = .10; p = .020). However, com-
pared to the increased life satisfaction during the EURO, the level at t3 is already
considerably lower. The EURO effect on life satisfaction has thus lost substan-
tially in its magnitude. Mean comparisons for the respondents with lesser interest
in football and the EURO show that life satisfaction in this group has almost
exactly returned to the baseline level from May 2016.

Moreover, similar GLM analyses as for the t1 to t2 period were also calculated
for the t1 to t3 period. These models reveal no significant time*group interactions.
Hence, changes in life satisfaction from t1 to t3 found in football affine groups are
not significantly different from changes in groups disinterested in football (see
also Fig. 2).
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a Interest in football broadcasts 

⃝--- interested in TV football 

◊- - disinterested in TV football

IA t1-t2: p = .055 

IA t1-t3: p = .399 

b  Identification with German team

⃝--- high identification  

◊- - low identification  

IA t1-t2: p = .003 

IA t1-t3: p = .111

c Live broadcast of German team

⃝--- watched live broadcast(s)  

◊- - did not watch live broadcast 

IA t1-t2: p = .005 

IA t1-t3: p = .085

Fig.2 Estimated marginal means for satisfaction with life: Time*group interactions for groups with higher vs.
lower interest in football and in the German national football team. Note: Models include controls for gender,
age, education, immigrant background and summer vacation



Discussion and Conclusions

Based on a Germany-wide representative panel study around the UEFA EURO
2016, it was demonstrated that life satisfaction was significantly higher during the
football tournament compared to some weeks before (H#1). However, the overall
effect size must be considered as small (d = .17). The study further buttresses the
notion that football effects on well-being are more pronounced among those
individuals interested in football (H#2). In football affine groups life satisfaction
increased markedly during the EURO (d ≥ .21), whereas changes in life satisfac-
tion were mostly insignificant and marginal in size among respondents
uninterested in football (d ≤ .11). It can be concluded from these results that only
those sports events can potentially affect well-being in a country which are
followed by the large majority of the population. For minor sports events the
same mechanisms may apply, however only a small segment of the population
gets emotionally affected and may thus judge their life somewhat better. Hence,
only few major events are popular enough to affect well-being in a nation.

Moreover, the present study gives some empirical clues on the longevity of effects.
Some scholars have argued that increased levels of well-being and pride that result
from sporting success do not last for long and start to vanish shortly after a sport event
is over (Elling et al. 2014; Pfitzner and Koenigstorfer 2016). The data presented here
buttresses this notion and, at the same time, reject the assumption of persistency (H#3).
Sporting success seems to trigger short-term eruptions of happiness that start to decline
quickly after the end of the event. This finding may also help explaining inconsistent
results of previous studies. Some studies with insignificant results have focused on
surveys, where the majority of the respondents were interviewed weeks or even months
after a sport event (Pawlowski et al. 2014; Kavetsos and Szymanski 2010). Hence,
these studies must assume that well-being effects of major sport events can be

Table 3 Life satisfaction: Mean values and changes after the UEFA EURO 2016 from t1 to t3

Life satisfaction

t1 t3 Diff SD diff d p

Full sample 7.10 7.20 0.10 1.55 0.06 .077

Interest in football broadcasts

strongly/somewhat 7.11 7.24 0.13 1.62 0.08 .075

hardly/not at all 7.09 7.13 0.05 1.44 0.03 .568

Identification w/ German team

strongly/somewhat 7.05 7.22 0.16 1.55 0.10 .014

hardly/not at all 7.22 7.19 −0.03 1.53 −0.02 .793

TV broadcast of last match

viewers (live, full length) 7.12 7.27 0.15 1.47 0.10 .020

non-viewers 7.06 7.05 −0.01 1.70 −0.01 .956

Indicated are mean values at t1 and t3, the change from t1 and t3 (diff), the standard deviation of individual
changes (SDdiff), the effect size Cohens d and the significance of the change (p)
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preserved over longer periods. Such an assumption, however, cannot be buttressed by
empirical data presented here: The magnitude of effects decreased considerably even
among supporters and fans only two months after the EURO. Increased happiness may
thus be considered a by-product but not a ‘legacy’ of sporting success.

The findings come with implications for sport organizations and policy-makers:
High-performance sport is extremely costly. The belief in sports’ societal benefits and
its capacity to enhance public welfare are frequently utilized as key arguments for
legitimizing state subsidies of high performance sports (e.g. Atkinson et al. 2008;
Hallmann et al. 2013). Besides international reputation und prestige, national pride
and happiness are often-quoted outcomes of national sporting success at mega sporting
events. Data presented here generally underpins this rationale by showing that intan-
gible assets as, for instance, life satisfaction, can be produced by sports. However, as
the well-being effect seems to be non-sustainable, it is a matter of debate whether or not
the collective joy of a few weeks is worth the money invested.

Finally, this study provides further insights on the reactivity of life satisfaction
measures with regard to single events. The construct theoretically aims at a stable,
long-term and rational evaluation of life quality. Despite such claims, however, life
satisfaction is closely associated with current emotional states (Schimmack 2008).
Individuals report a higher satisfaction with life in situations where they feel positive
and they are less satisfied with their life in situations that induce negative feelings
(Schwarz and Clore 1983). Hence the degree of reactivity that was shown here is likely
to be triggered by the emotions induced by this particular sports event. This reasoning
is in line with previous research which has shown that survey responses generally are
influenced to some degree by current emotions, may they be triggered by football
(Dohmen et al. 2006) or any other external event (Kämpfer and Mutz 2014).

As a matter of course, the results of the German team at the EURO 2016 could
not be manipulated in this study. Many observers in Germany concluded that
although the public perception of the performance of the German team was rather
positive, the public celebrations during the tournament were not as euphoric as seen
in prior tournaments and the number of visitors at official Fan Fests was declining.
Hence, the emotional well-being generated by the EURO 2016 for the public was
considered lower compared to prior tournaments. There may be a number of reasons
for this declining spirit: It may be due to the high expectations among German fans
after the German team had won the World Cup in 2014. Psychologists have shown
that expected wins are emotionally less satisfying compared to unexpected wins
(Vandello et al. 2007). Furthermore, the press coverage of the UEFA EURO was
long dominated by fan riots – for instance, those on the opening weekend in
Marseille –, reports of (insufficient) security measures in the stadia and fears
concerning possible terrorist attacks. This may have blurred the atmosphere, too.
Finally, the increased number of participating countries and the new competition
system with more teams being progressed to the knockout stage has led to a number
of matches which were considered less suspenseful and mediocre in playing quality,
particularly during preliminary rounds. Keeping this in mind, the EURO 2016 must
be considered a rather conservative test case for assessing the well-being effects of
football events in Germany. Replications of this research approach are thus of vital
importance, not least to see whether effects are depending on the peculiarities of a
single tournament.
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