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ABSTRACT

Fan attendance rates are a vital part to colldgetats. With most athletic
programs already losing money for universities,réeent decline in attendance rates has
added further stress to budgets (Fulks, 2010). Mbgte research on sports fans
examines the socio-motivational and psychologicativations for attending games. Fan
research has primarily focused on English soccerfanerican baseball, with little focus
being placed on college soccer. While sports lidéege soccer do not generate enough
revenue to sustain themselves, athletic departnséititeseed to maintain positive
attendance numbers at these events. Non-reventts ppovide free publicity and
advertisement for universities which is one reasbw colleges increased their
contribution to athletics by 28% in 2009 (Drape &omas, 2010).This creates a need to
understand college soccer fans. This study wilk labnine Clemson men’s soccer
matches using a one way analysis of variance férdnt psychological and physical
variables that influence a fan’s attendance. Thoggss will help identify what aspects
have an impact on live-match attendance and with&r explain the fluctuation in
attendance numbers. The study uses a multiple metgmproach to gather information
about a fan’s opinions on different variables. Sbhevey expands upon observable
motivations by examining the fan’s opinion on eatdment (quality, escape,
boredom/avoidance, social, entertainment, sporospimere, game data, game players,
and game weather). This expansion further devalopsinderstanding of what influences
a fans attendance to games by looking at whatifahsate determines their attendance

and what actually occurs during the course of a@earhe second part of the survey



examines social influences and other motivatioas ¢annot be observed: quality of the
game, escape, boredom avoidance, social, entegainand sport atmosphere. The
survey was compared to the six physical variablesither, opponent, team record,
giveaways/promotions, weekday and time of the evEms process helped identify what
aspects had an impact on live-match attendancéuather explain the fluctuation in
attendance numbers. The study revealed that dif@ge groups, gender, and
relationship to the university had significant di#énce as far as their motivation to attend
live matches. The results of this study noticedyaiicant influence when examining the
age of the participant, gender, and their relatignso the university (whether they were
an active part of the institution) in relation teetnine game variables: quality, escape,
boredom/avoidance, social, entertainment, sporospimere, game data, game players,
and game weather. By understanding the impactesietiyjame variables on the three
demographic groups (age, gender, and active memlyaversities can better account for
the rise and fall of fan attendance and institufferdnt strategies to overcome these

fluctuations.
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CHAPTER ONE
INTRODUCTION

Sport is a growing industry that has had a hugeachpn society. It can empower
civilizations and motivate people during troublesotimes by uniting them and building
up communities (Dhurup, 2010) like they did in Begjfor the Olympics. Due to the
controversy over China’s relationship with Tibéte {Olympics provided a platform that
allowed the country to improve its worldly percepti(Mcgillivray, Foley, & McPherson,
2011). Not only did this influence how the worldgaved China but how the Chinese
saw themselves. There was a rise in nationalisnpedd throughout the country
(Mcgillivray, 2011). Sports have the ability to teipeople together, providing a bond by
creating a sense of belongingness and connectisone@one or something (Baldwin &
Norris, 1999; Hutchinson & Wexler, 2007; Jones,20@cMillian & Chavis, 1986).

This community feeling can be seen by almost eteagn from observing the
camaraderie shared by fans wearing the same jeZsdlgge athletics also share this
ability to impact a community and unite studengssf, and the surrounding city. Alumni,
students, and fans unite together as one groulpeerdor what they have in common, a
fondness for the university.

While sports bring people together, intercollegetaetics very rarely make
money for their universities or even make enougsuggport themselves, unlike their
professional counter parts. In fact, they can caofieges to lose millions of dollars
(Sperber, 2004). In 2009, only 14 of the 120 Fob®awl Subdivision colleges

generated revenue with athletic programs (AssatiBtess, 2010). Without being able to



generate enough revenue to balance their expeatbéstjc departments could be in
financial difficulty. A monetary deficit could havagnificant implications for athletic
departments and universities alike. The Universitilaryland announced in November
2011 it would cut eight of its 27 varsity sportsoirder to alleviate financial stress
incurred by the athletic department (Prisbell, 201l eight sports were non-revenue
programs.

One way to manage expenses is through ticket dalésct one of the major
revenue sources for college athletic departmergengrated by ticket sales and alumni
donations. The two together make up over half efgénerated revenue for
intercollegiate sports with the most beneficialniggiicket sales (Fulks, 2010). Ticket
sales account for 29 percent of generated revehile alumni donations account for 26
percent of generated revenue (Fulks, 2010). Whdstrathletic departments rely on the
ticket sales from football and basketball gamegaioerate revenue (Fulks, 2010) it is still
important to attract fans to non-revenue sports $igccer. By attracting fans to these
programs, non-revenue sports can use ticket satealamni donations to help alleviate
some of the debt incurred from their operationsTihplies a need to maintain, if not
increase, attendance at all athletic events.

Adding to the financial impact fans provide, famsldnome crowd support are two
very important issues for teams. The importanceiaiigence of fans provide a vital
research topic because of the immense power thdyahevents. While it is still
uncertain about the direct impact of home fieldaadage, there is a perception that fans

have the potential to influence the outcome ofghme (Charleston, 2008). Individual



fans also feel that they are contributing and mgikirdifference to the game by being in
attendance (Giulianotti, 2002). About one in evieyr Americans believe that they
personally have an impact on a game they are wag¢Miller Lite, 1983). Even though
fans feel they contribute to the outcome of the géy attending events, on-site
attendance has noticed a decline in recent yearol(@ 1991; Cusack, 2012).

Looking at teams world-wide, there is a noticeatdeline in fans for on-site
attendance as a whole. The Italian football (sQdeague has come close to filing for
bankruptcy do to the lack of ticket sales and tiss lin financial revenue that
accompanies those seats (Baroncelli, 2006). Tatlof bankruptcy still appears to be
an issue for the league due to star players ledwinigigher quality leagues (Bajaj, 2012)
and may also be attributed to the leagues recetthniaing scandal. This is also
affecting college and universities. A specific exdenof this is Duke University. Duke,
known for their intense student section at basHkleglaanes named the Cameron Crazies,
is another example of industry decline. The retak of student support at Duke has
resulted in the school selling student ticketd®deneral public to eliminate empty seats
and produce a packed house (Cusack, 2012). Thise@t attendance rates expresses a
need to understand what influences fan behavior.

While research in fan motivation is not a new cqcthere are still many aspects
of it that have yet to be explored. Most reseansler the years, has focused on European
soccer and American baseball (Borland & MacDon20f)3). Fan motivation studies
also focus on socio-motivational and psychologibabries of game attendance. There is

a lack of research however, that goes beyondnlusactually observing these



psychological motivators and comparing them with aletual occurrence of fan
attendance when certain parameters of the everghareged. Consumer theory
(consumer choice theory) which focuses on obserfiaglemand for a consumer when
parameters of consumption change (Barten & Bohr@2)L@ill be used in this study.
Using consumer choice theory, the consumption ofaoevents and how changing
aspects of the event affect attendance rates sigidamined through the eyes of the fan.
Consumer Choice Theory was used by the reseamlesiptore a fan’s reaction to
attendance at a soccer event when parameters afueigdme are changed. While the
majority of Consumer Choice Theory deals with pgbange, the same methods can be
applied to other variables that change the desitnabf a product. While there is data
about fan’s psychological motivations to attendr8pg events and support teams, very
little of this data has been conducted on collegear and even less research compares
this to actual game data. By examining the consiomptf soccer events in comparison
to the change in both psychological/socio-motivagiand observable variables, the
researcher was able to examine how these variabfegct the demand for the event.
The purpose of this study was to examine the infteehat socio/psychological
influences and game variables had on fan attendane® for men’s college soccer. The
survey was designed to examine the quality of #rmaey escape, boredom avoidance,
social, entertainment, and sport atmosphere. Ty $ooked at how fans rated these
variables (on a scale of 1-5 with 5 being stroraglyeed) and compared the results with
the actually fluctuation of fan attendance in olkagon with: weather, game time,

weekday, opponent, home team’s performance/reaodigiveaways/promotions. By



studying the effect of these game variables omdé#ece, athletic departments and teams
can prepare or find ways to encourage fans if thgyect a game to have low attendance
numbers. The study used ANOVA testing to obseredtifferent psychological
motivations for fans that attended college soccatches. This analysis allowed for a
more in-depth study on what fans hope to gainegdlmatches and what concepts were
important in influencing the behavior of collegeser fans.

The six observable game variables were comparadtovey passed out to sports
consumers at each event in order to analyze tigioitance and influence in behavioral
outcomes. These observable game variables werdausegand upon results of the
survey, looking at how weather, time of game, daweek, opponent, Clemson’s record,
and marketing/promotions and how these influenesdlvariables. Under the guidance
of Consumer Choice Theory, these variables expllamg@ortant influences for the
demand of collegiate soccer matches.

The survey will be able to examine influences teradance by having fans
discuss these variables. Using the two methodghegehe study will be able to
compare what fans say are important factors of titeendance to the actual size of the
crowd at a match. The multimethods approach dlswsfor factors such as social
components or entertainment to be studied singeafeeunobservable motivations. This
allowed for fans to indicate the importance of theariables since the researcher could

not observe their direct relationship to attendance



CHAPTER TWO
LITERATURE REVIEW

Today's Sport Culture

The billion-dollar sports industry is growing ancpanding at a rapid pace due to
a country that is obsessed with sports and sptitireu The Huffington Post reported that
in 2011 the Super Bowl broke the record for AmariGalevision viewing. It was
estimated that 111 million people tuned in to $wedvent. Throughout the season, 20
million viewers watched NFL games on CBS, Fox, BB, doubling the amount of
their prime time program’s viewership (Bauder, 20Nielsen Media Research
published that 954,000 viewers watched Fox SocteBsMexico telecast, by far the
most-watched soccer match on an English languadpde television channel since the
2010 World Cup (Haydon, 2011). Today, fans haves&to magazines, online websites,
blogs, and twitter updates about their favoriteypta and teams which allows them to
further gain knowledge and build a stronger bond team. They can gain extra
information that goes beyond the game and alloemitto learn more personal
components of their teams. About 54% of the Amerigapulation is thought to watch or
listen to sports news on television or radio anth38ad and gain updates from the sports
page of the newspaper (Miller Lite, 1983). Moreerty than 1983, it was estimated in
2005 that one in every three Americans watched\éteonal Football League, which
was an estimated television audience of 105,874 J608mparison, Major League
Soccer had an estimated television audience oflO@00 (Humphreys & Ruseski,

2009).The increase in technology and growth in s&te teams seems to imply that



attendance for games would increase due to thénrseposure, yet athletic departments
and sport teams seem to struggle with maintainnehadtracting athletic consumers.

While there is a strong interest in sports fronoastimer aspect, attracting fans to
attend games can be difficult. There are severdkehgubstitutes (or alternatives) that
compete for the same consumer base. When spoxdsroens were asked to identify the
sport they were most likely to watch from a list2df different sports, 54% picked
football, baseball, or basketball as the sportaice (Miller Lite, 1983). This was true
for professional sports in 2005 as well (Humphr&yRuseski, 2009). The competition
for consumers extends beyond rivalry sports teannsctude anything else that a person
might choose to participant in instead of attendirgame like: television shows,
amusement parks, etc.

The effects of technology on the sports industiy iieped to contribute to the
overall fan base of a team, but may be one ofdhdihg causes in the decline of on-site
attendance. Fans have the ability of watching gamig®ut having to be personally
present at an event. The National Football Leagukthe largest estimated televised
viewing audience for sports in 2005; however tlaglee ranked fifth for estimated
attendance at sport events. The NFL with an esticha?,011,986 was behind Major
League Baseball with an estimated 74,385,100 &dtahdance, NCAA Football with an
estimated 43,486,574 total attendance, NCAA Memrgiskgtball with an estimated
30,568,645 total attendance, National Basketbadbgmition with an estimated
21,369,078 total attendance, and National Hockeagle an estimated with 19,854,841

total attendance for their 2004 season (HumphrefRi&eski, 2009). Teams like



Manchester United have capitalized on their maskatre by using technology to develop
a strong global fan base. Manchester United hasedaupport from spectators outside
of their local area of England, making their naime most recognizable sports team in
the world due to a powerful brand name and stroadkating (Schwartz, 2010). While
teams like Manchester United have embraced techgpadtoaid in their growing fan base,
there has been a shift away from supporting lazainis due to increase in television
coverage and the Internet. This shift from localisapport is known as the process of
delocalization (Mason, 1999) and contributes todéeline of fan attendance. Support of
the local team is now no longer the only meangdos to watch sports. They can now
stream games on the Internet or watch games ongiele without having to travel to a
stadium in order to view the team. Fans can viemegand support teams that they live
miles away from, creating a bond and support fiaa they may never have the
opportunity to experience live. Manchester Unitaglishal recognition is so powerful
that half their followers are located in Asia, whigelps to make them the world’s most
valuable team (Schwartz, 2010). However, with fagisig located so far away, many
will be unable to make the trip to watch their teglay live, but thanks to technology
they can still follow the game and players.

Even though technology is a major contributor @ dlecline in attendance, in the
United States, soccer battles cultural issues #sMajor League Soccer in the United
States is battling to grow in popularity againsbantry that is interested in American
football, basketball, and baseball. In fact inlagtconducted that listed 24 different

mainstream sports, 55% of people indicated that ¢tbher were always interested or



usually interested in watching football games ab%h4f participants indicated that they
were always interested or usually interested irchiag baseball games. Soccer was
ranked as 2Din popularity with only 12% indicating that theyould be interested in
always watching or usually watching soccer game#fidM_ite, 1983). There has been a
recent increase in soccer of the past couple akybawever. The Major League Soccer
(MLS) has experienced a 5% increase in fan attesedimoughout the league. Some
teams like the Seattle Sounds have developed slaglalefan base, that the team actually
attracts over 42,000 fans per game (Oshan 2012yeWer, this recent rise in the
popularity of soccer does not mean that the egtoethe American culture has accepted
the sport. Chivas USA, a MLS team, noticed a 1@@gnt decrease in average fan
attendance between the 2011 and 2012 season. TBadain D.C. United notice a
9.64% decrease in their average fan attendanceebpt2011 and 2012, which was the
third worse of the league (Toronto FC suffered a163% decrease) (Oshan 2012).
While that study was conducted in 1983, collegespstill struggles for
popularity in the United States. When looking & thp 20 universities that recorded the
highest attendance rates for a particular spdter2010-2011 season, college soccer
ranked ¥ in on-site average attendance for NCAA memberashdCAA.org, 2011).
Men’s soccer placed behind BCS football (and FB&Hall), men’s basketball, women’s
basketball, men’s ice hockey, baseball, and volidyhhe only other sports listed with
available attendance rates for the 2010-2011 seasdmen’s soccer placed higher than

were softball, women’s soccer, and field hockey AMrg, 2011).



Having a strong fan base does not guarantee fandamce at matches. Cameron
Indoor Stadium, host to the Duke Basketball teancpnsidered one of the toughest
playing environments for away teams. The reasothieris largely due to the enthusiasm
and overwhelming presence of the crowd and thedestt section nicknamed the
Cameron Crazies. However, Duke’s student sectiemb#iced a decrease in attendance
numbers over the last five years. Duke claims #lieng of student tickets is not due to
financial reasons but rather it is because the ggHts detract from the hostile stadium
atmosphere (Cusack, 2012). The university has bepsell its unused student tickets to
the general public to maintain a crowded stadiurséck, 2012). Mike Forman, the
Director of Marketing and Relations for Duke Unis#y, commented on the fact that
colleges nationwide are experiencing declines eir tstudent sections for home games
(Cusack, 2012). The lack of student attendancetisumisolated problem for just Duke
University. In fact, teams worldwide are comingwith new ways to attract fans to
games. The National Football League had all b@etheams (Baltimore Ravens,
Philadelphia Eagles, and Tennessee Titans) dute@@09 season that were forced to try
new sales approaches or freeze their ticket pnrcesder to maintain fans (Kaplin,

2009). The ltalian football league, which had 44lion fans, has come close to filing for
bankruptcy (Baroncelli, 2006). Average attendarates can also mislead leagues on this
subject. The impact of one large game can skevethesibers to show a drastic
improvement for fan attendance when in actualityddendance (with the acceptation of
when game) has not experienced any change. In Aofj@®09, the University of South

Carolina reported having an average attendancef&®51; however, if you remove the
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6,157 fans that attended the home match againstle University, the teams average
attendance rate drops to 1,464 (Kah, 2010). Dueigpattendance rates are something

that each league and team must pay attention to.

Fandom

When discussing fans, it is important to first urstiend and have a definition of a
fan. A fan is more than just a person who cheershi® performance of a team.
Researchers describe a fan as someone who hated xedationship and interest within
the sport or team (Borland & MacDonald, 2003; Neaf64; G. T. Trail & James, 2001,
G. Trail, Anderson, & Fink, 2000). Fandom oftenuigs financial support and a time
commitment for a person to be considered a dedidate Fans travel to games, watch
matches on television, and even wear apparelf ath@ch have some form of monetary
support. For live matches, the cost of a game gegsnd just the mere ticket price for
fans. They need to account for parking, food, djrdouvenirs, transportation, shopping
and the cost of alternative trade-offs (substijusesh as movies and other sporting
events (Hart, Hutton, & Sharot, 1975; Wakefield &a&h, 1995). Fans also have to
account for the length of the matches as wellageting time it takes to get to and from
the stadium.

Fans have an emotional attachment to a particedan tand often identify
themselves with that team. Fans associate pahneofdelf-image and self-esteem to their
team’s performance and overall result. This notibfan association is called BIRGing
and CORFing and is widely recognized in the fidldmorts. BIRGing is short for

basking in reflective glory, meaning fans assodigmselves with a team'’s success and

11



positive attributes. They claim affiliation andiatice with a successful outcome even
though they personally do not have a direct couatidn or effect on the team’s
performance (Cialdini et al., 1976). Since a teap@dormance has an effect on a fan’s
self-image, to maintain that positive self-idenféyns disassociate themselves with that
team after a loss. In a situation where a lossrs¢céans will disassociate themselves
from the team in order to protect their interndf-seage. This process is called
CORFing (cutting off reflective failure) (CampbdH., Aiken, & Kent, 2004). For fans,
the commitment to the team is more than just fir@nit is a defining aspect of

themselves.

The Importance of Fan Support

Fans are important to teams because of their parselationship with an
organization. While the increase in overall fans tisen due to television and Internet
publicity, teams should be worried about the desgea actual on-site attendance. The
majority of revenue for teams comes from broadngsgiights and television contracts;
however a decrease in ticket sales can have senqlisations. The Italian football
league experienced a major drop off in game atterwlirom 1999 to 2000 reporting
only a 40 to 60% stadium capacity. The total reesion the league dropped by 19% or
from €226.8 million (286.22 US dollars) to €183.8lion (231.58 US dollars)
(Baroncelli, 2006). The decrease may be worse fitaorted considering the study did
not take into account the money that was generhiedo high profile games like Italian

championship, Italian cup and the European Cupl&\this example focuses on the
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professional realm of sport, college athletics &s® severe implications if they do not
find a way to attract fans to games.

Professional teams can offset cost of productiah waditional “buyers” which
are fans, television and media, the communitieshtbase teams and financially support
them, and sports involved corporations (Mason, 1998wever, college teams do not
have this luxury and unlike their professional deuparts, inter-collegiate athletic
departments cannot rely on the surrounding cibdsetp pay for athletic facilities. Their
financial support is acquired through fans, alumanug private donors, or the conference.
There is also research that supports the notidrstivae of these ideas, like corporate
sponsorship, can actually hurt an athletic departnmstead of aiding them. The public
starts to believe that universities make enougheyndrom these sponsorship deals and
will stop donating additional funds (Sperber, 200hletic Departments also deal with
strict regulations when it comes to sponsorshimfoutside entities. The NCAA has
strict guidelines and regulations that must beofeld when dealing with sponsorship
deals (The National Collegiate Athletic Associatigf11).

Contrary to popular belief, athletic departmentsifitercollegiate sports do not
make money for their universities and instead cae millions of dollars for their
institutions (Sperber, 2004). The majority of momegde by athletic departments is
through college football (men’s basketball wouldtbe next revenue generating sport).
However, non-revenue sports can aid in generabngesevenue and alumni donations
that can help alleviate part of the overall debt. &ample, Stanford’s non-revenue

programs combined to generate $9,741,073 to thidietec department (this does not
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include donations) (Equity in Athletic Data Analysind Cutting Tools, 2012). Ticket
sales are one way that a majority of these unitresshave to help alleviate debt
(Fulks,2008). With a decline in attendance ratesgeeen nationwide, this could have
serious repercussions for athletic departmentgotslhy when the expenses for
intercollegiate athletic departments have continwetse over the years (Fulks, 2008).
With the loss in revenue, athletic directors mutstes find an alternative solution to
increase revenue or face budget cuts and elimmafigports programs (James & Ross,
2004).

While non-revenue sports are programs that do e¢igte a profit and cannot
sustain themselves financially, athletic departmaiitl are willing to spend money on
these programs. One reason why Athletic Departneat8nue to support non-revenue
sports is due to the increase in exposure, espefriain television. This exposure is
something that universities feel outweigh the cdstming it as the “front porch” of
college universities (Drape & Thomas, 2010). bagh athletic directors’ and coaches’
hopes that these programs will market the univwetsinew students and encourage
alumni donations. While the direct link between stewenue sports and alumni donations
are difficult to identify, Richard McCarty, the prast at Vanderbilt University, describes
having a competitive program in all sports as thenective tissue that keeps alumni and
the university together (Drape & Thomas, 2010). N@AA also encourages universities
to support non-revenue sports in awarding the tep’snand women’s programs with the
Capital One Cup. This award is given to the prograrth the best combined on the field

performance for all NCAA varsity level sports (Deaf Thomas, 2010).
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Stadium Atmosphere

Having an active fan base goes far beyond jusinihieetary benefits discussed.
There is a notion that the presence of fans cdmen€e momentum, foul calls, and create
a difficult environment for away teams. While theesific link has yet to be identified,
fan attendance and presence creates a noticegtetigCharleston, 2008). The
atmosphere of the stadium can determine a fanisidado attend a match and
potentially influence a team’s home field advantdgeen for fans that support highly
skilled teams, stadium atmosphere can impact adaaision to return for future games.
Adding to this, the atmosphere created by a cragedique and special to each stadium
(Giulianotti, 2002). Fans that enjoy the stadiunthafir team are more likely to return to
watch a live match (Wakefield & Sloan, 1995). le study done on national and
international futbol leagues, fans noted that stadatmosphere was the second most
important factor for fan attendance, competitiviabee was viewed as the most
important (Koenigstorfer, Groeppel-Klein, & Kunke10).

The allure of certain stadiums can provide an grilee in attracting fans to attend.
Researchers have focused on how the physical emwént plays a role in fan
motivation. Parking, cleanliness, crowding, fantcol) food service, and attendance
intentions all have an impact on a fan’s decismatay throughout the duration of the
match or even attend (Wakefield & Sloan, 1995). M/hiost teams are quickly
expanding their stadiums to have more seats uhdeagsumption that bigger is better,
research has found the size of the crowd, stadize) and noise level were identified as

being major determinants for attendance. Stadiuittsemnpty seats have been shown to
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negatively impact the stadium’s atmosphere. Hasinignse fan audience and one that is
actively part of the game had the most impact amaphere and fan motivation

(Charleston, 2008).

Competitive Balance

There is a need to recognize the importance ofitivertainty of outcome for
sporting events and how it plays a role in fandbans are attracted to events where both
teams have a chance of winning the match (BorlaMda&Donald, 2003). Fans are more
likely to attend games where there is high buttiretty equal talent and skill. Certain
leagues have the opportunity to create a situatidmese there is an unpredictability
about the game with their competitive balance (@wl& MacDonald, 2003). While
teams typically do not have control over the leaghey compete in or even some of the
teams they play, this provides further informationwhy people chose to attend sporting
events. There is excitement in the rise and faleams within league or national
standings (Neale, 1964), meaning that games eitltlein the league or against a quality
rival can aid in the excitement of the game. Spgravents have an unpredictability
quality that allows a fan to experience excitemeunstress, and can affect self-esteem
through BIRGing (basking in reflective glory) an@RFing (cutting off reflective
failure). In a study conducted on the attractiversfsnational and international football
(soccer) leagues, fans were most influenced bgadhgpetitive balance of the league
(Koenigstorfer et al., 2010). Using the idea ofem@inty of outcome, this study can

examine the influence of an opposing team as omgoaent of attendance rate.
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Fan Motivation

Given the importance of fan attendance, fan matiwas a very popular research
topic. With a demanding budget and financial sitret dependent upon ticket sales,
teams are constantly looking for new ideas to etfiens to games. Departments also
want the crowd support for advertising and reangitiMost of the studies in the field are
on the psychological motivations of why fans seeksports entertainment such as their
need to escape stress and relieve boredom. Wittothenodification of sports,
spectators are able to view their relationshigetorts more as a customer base
relationship (Giulianotti, 2002). This means theray not be a loyalty to a particular
team but instead the desire to seek out personafite Understanding what benefits and
desires fans seek out can impact the attendarme @fent. While several researchers
have identified motivations like companionship aop affiliation, Daniel L. Wann’s
research tends to be widely accepted within tHd.fldis research on fans identified eight
aspects of fan motivation: eustress, self-estesoape, excitement, economic, aesthesis,
group affiliation, and family (1995, 1997). Eachecof these components explains why
fans seek out sports, to fulfill personal psychalabneeds. In the case of the first
motivation, eustress, fans attend matches forigesstress and anxiety that comes from
watching a sporting event and the creation of pashighs and lows throughout the
course of the game. This could include goals bsawged for or against the favorite team
or the finish of a close race. While the excitermaamd nerves created by a match does
vary for spectators between sports (James & R@§g8l)Zans seek out sporting events to

experience these thrills.
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The second motivation, self-esteem, relates batkemotion of having a
personal identity wrapped up in a team’s and playsgrformance. Fans associate
themselves with the performance of their team. Tdfesn seek out successful teams to
gain positive assessment of themselves (Cialdial.e1976; Kahle, 1996).

Fans express a need to provide a coping or restorgement to help deal with
daily life (Caldwell, 2005). This element is knows escape (the third motivation) and
provides a way to remove one’s self from the stofdife (Wann, 1975; Wann, 1995).
Athletic events can provide a way to reduce stagssget away from jobs, bills, or other
stressors.

Sporting events and consumerism provides excitefoeipeople (Wann, 1995).
This excitement (the forth motivation), createddblyletics, can fill a desire and need for
entertainment within a person’s life. Games ar#liting to view for fans and provide a
popular pastime that grabs attention much like pritme television, music, and movies
(Wann, 1995). There is an appeal to watching tliks s athletes, the drama of the
event, and the struggle to overcome the obstae#stirround the game (James & Ross,
2004). This desire for entertainment is seen aathsports and has the ability to be used
as a generalized marketing campaign between s@anses & Ross, 2004).

Economic, the fifth motivation, primarily deals Wwigambling on sporting events
which provides a competing environment for specsafd/ann, 1995). Gambling has
expanded from purely monetary wagers, to includéafsy leagues, March Madness,
office pools, as well as the typical Vegas styl#ibg. Economic motivations provide

away for fans to compete during games by playingegaof their own.
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Aesthetic value, the sixth component of fan motoratis the appreciation of the
sport’s natural beauty and the respect for thé dqluired to participate. Fans are more
likely to experience a better sense of aesthetigegaat a live event than they are viewing
the game on television (Cohen & Avrahami, 2005)kiMg sure that fans understand the
game and the rules may help to increase appreciatithe sport.

Group affiliation (the seventh motivation) providess with a connection to
people they view as similar to themselves. Thegnfgroups and cliques that they can
relate to and display a similar view point to thewn (Baldwin & Norris, 1999;
Hutchinson & Wexler, 2007). Group affiliation creata sense of belongingness within a
team’s fans (McMillian & Chavis, 1986). They havaation and understanding that
there is a benefit to being part of the group. Thesates a mind-set that it is better to be
in the group than outside and that there are hisrtefbbeing part of that group (Jones,
2000).

Family, the last motivation, is similar to grougilgtion. It focuses, however on
the need to belong to one’s personal family. Mgnyrts arenas have started focusing on
a family atmosphere for spectators. Arenas use etiackto promote a family event that
attracts fans that wish to spend more time witlir tlaenily. Several sporting events have
kid-focused activities, family ticket deals, andrsostadiums have even added in kid
focused areas. Together these motivations makeaqmW Sport Fan Motivation Scale
(SFMS) (Wann, 1975) and provide researchers anugvengaze inside a fan’s mind in
order to understand what fans seek out throughtsgbdemonstrates what

psychological components are needed in order tacafians to attend games.
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College Soccer

While the market has seen a decline as a whole'smsencer has seen an increase
in attendance in the last two years (excluding2®&2 season). All of the top 20
universities that recorded the highest averageddigce rates saw an increase in their
averages between 2009 and 2010 (NCAA.org, 2011ce8damerica, 2010). This
however, could all be attributed to one game skgwhie numbers. Ohio State average
fan attendance for 2010 was 1492. The school dstlyd 522 in 2009 (Kah, 2010)
creating a huge increase for the university. Howewben the school’s record setting
crowed of 7,255 against Akron in September is rezddvom the list, the school average
drops to 532 (Kah, 2010). Clemson University reedrd,423 in attendance to watch the
team’s first home game of the 2011 season agamsval the University of South
Carolina (OrangeandWhite.com, 2012). The game waagketed as an attempt to break
the school’s record for largest regular season drdwis may account for the school’s
rise in average attendance from 1,287 in the 2846 to 2,111 for the 2011 season
(NCAA.org, 2011). Adding to this potential for aage fan attendance to be impacted by
one game is the uncertainty about accuracy in déegithese numbers. Athletic
departments may estimate attendance numbers dgpedian there are hundreds or
thousands of fans in the stadium. Without the asswe of an accurate report being listed
for each game, it is difficult to claim that thesean actual rise in attendance rates.

Even if there is a rise in attendance rates acuolésge soccer, there is a wide
range of variation between games. For example, VWakest University’s soccer team

reported their lowest home soccer attendance aagainst Clemson University on
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November 11, 2010. Wake Forest had their highéshdance at 3,661 against North
Carolina on October 9, 2010 (Wake Forest Univer@042). The difference between
these two games can affect not only the revenus ficket sales for those two events but
also the atmosphere of the stadium and the teaom'®etield advantage.

This increase in attendance seen in the last taosyeefore the start of this study
(the 2010 and 2011 season) may also be due tdiaaltdte two previous years for the
2008 and 2009 seasons. Between 2007 and the deck@€8, the average attendance
rate for the top 20 highest average attendance uaigersities dropped from 2,092 to
1,863. This drop off persisted until 2010, whendkierage increase in attendance was a

little above 200 people from 2009, jumping from738o 2,318 (NCAA.org, 2011).

Clemson Men'’s Soccer Team

Clemson Men’s Soccer Team has a history of su@ms$$an support since its re-
creation in 1967. The team originally competed frtb®84-39 under Fred Kirshner;
however, the team only played 18 games total agather 4-year institutions. The team
is currently the only sport at Clemson Universityhwiwo National Championships: one
in 1984 and the other in 1987. The team'’s histdiyeing a top program extends to
include making the final four 7 times, Atlantic Gb&onference (ACC) Champions 13
times, ACC Regular Season Champions 14 times aisghing the season in the top 20 in
the nation 27 times. Over 49 players have contiraredfter Clemson to have
professional careers in the industry.

The success over the years may have contributie jpositive support by fans

for the program. Between the years 2000 and 20EMSON’s average attendance for
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home games ranked in the top 20 every year. Duhisgperiod, the team’s home
average attendance was ranked tenth or above sme(NCAA.org, 2011).

While there has been support in the past for thmfeontinued support is not a
guarantee. Looking at the season average attendatecgoes not show the highs and
lows throughout the season. It also does not a¢dounutliers that might skew the
averages as discussed earlier. This is why unaelisigathe fan motivation and their
effects on fan attendance rates are important.

The Clemson men’s soccer team had a 24 participatdr that incurred an
estimated operating expense of $7,010 per partitiipa the 2011 season. This is an
estimated $168,239 for the team (Equity in Athl&ata Analysis and Cutting Tools,
2012). As stated before, non-revenue sports dprovide enough revenue to sustain
themselves. However, these sports combined can arakepact on university’s
budgets. Clemson reported $6,213,305 total revgenerated by non-revenue sports that
excludes football and men’s basketball. Men’s newvenue sports portion contributed to
$2,667,114 of the 6.2 million dollars. These nurslr not include any donations or not
allocated revenue received by the athletic depantifteguity in Athletic Data Analysis
and Cutting Tools, 2012).

The men’s team also had two home games last séasadcasted on the ACC'’s
(Atlantic Coast Conference) regional sports netW&E&N). The first game against
Virginia was played on Friday, September 30 and2y4d1 fans
(virginiasports.cstv.com, 2011) in attendance. 3&eond game against Maryland, who

was ranked first in the nation at the time of theteh, was played on Friday, October 28
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in front of 1,257 fans (University of Maryland, 2D1(The Orange and White, 2011).
Due to the influence of television at both gamégnalance rates could have been
affected either positively or negatively. Fans rhaye decided to stay home and watch
the game instead of attending or may have comendudpes of being on television.
While this study does not specifically look intetéffect of television games on

attendance rates, it is an external factor thdtneikd to be recorded.

Study

Research has shown that there are key psycholagpakts that need to occur
for a fan to attend a game. While there is a larmgeunt of research on the psychological
of motivation, little has been conducted on how gasmriables influence attendance
rates. Sports practitioners are charged with th diuproviding an environment that
encourages fan attendance, however, even with laugelabout fan’s emotional
attachment to teams and sports, fan attendanceagatdinue to fall across the nation
(Cusack, 2012).

The two most researched fan areas in sport aregpeanosoccer and American
baseball (Borland & MacDonald, 2003). However|ditiesearch has been done on
American college soccer. With all of the resealdt has been done on the psychological
and sociological aspects of sports, implementatloyuld be easy and helpful. However,
due to the complexity of people, there is still tieed to observe how these ideas
influence behavior at college soccer matches. pajger has laid out evidence to support
that fans enjoy highly competitive games, highlskihd the opportunity to have the team

move within rankings (Koenigstorfer et al., 201@&ak\e, 1964; D. L. L. Wann, 1995; D.
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L. Wann, Schrader, & Wilson, 1999). Fans also noead a social and energized
atmosphere influencing their behavior (Charlesgf8; Koenigstorfer et al., 2010;
Wakefield & Sloan, 1995). Studies have shown thatweather and time of the game
have an effect, however, none of these studies emréucted on American college
soccer (Borland & MacDonald, 2003). The roles thase variables play on attendance
rates is something that needs further investigatiog example, understanding the
impact that a Tuesday game has on a crowd sizhalprpractitioners prepare for a large

crowd or increase their marketing scheme to engmuattendance.

Hypothesis

The purpose of this study was to examine the eémfte that socio/psychological
influences and game variables had on fan attendae® for men’s college soccer. Due
to the multimethods approach the study had 4 hgseth
The survey will answer the following hypotheses:

1) Female fans will differ in influence from male fafus the nine game variables:
quality, escape, boredom/avoidance, social, efmentnt, sport atmosphere,
game data, game players, and game weather.

2) The age of the fan will differ in effect for thene game variables: quality, escape,
boredom/avoidance, social, entertainment, sporbspimere, game data, game
players, and game weather.

3) The importance placed on the game variables: gualtcape,

boredom/avoidance, social, entertainment, sporbspimere, game data, game
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players, and game weather, will differ based oarésfconnection to Clemson
University.

4) Fans that purchase tickets through advanced tiskason tickets, or at the gate
will differ in the importance placed on the gameables: quality, escape,
boredom/avoidance, social, entertainment, sporbospimere, game data, game

players, and game weather.
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Chapter Three
METHODS

Overview

This study used a multimethods approach to exathmé@nportance of game
attributes on fans. The study focused on men’s hewaeer games over the course of one
season. The team held eight regular season gardemarpost-season game that were
spread out over four months with one game in Aughste games in September, three
games in October, and two games in November (masesegames will be included in the
survey analysis but not in the observable analy$is multimethods approach studied
fan motivation behavior at all nine home games daing the survey with observable

data.

Sampling and Administration

Using random systematic sampling, surveys wereguasut to fans as they
entered into Historic Riggs Field. Each gate passgdurveys allowing equal chance of
participating regardless of which gate the fan esnt®n average, 80 surveys were passed
out per game taking in to account non-responsdswitaffecting the needed sample
size. The surveys were only given to participa®ydars of age and older. In order for a
participant to receive a survey, entrance intosteium was a requirement. This meant
that participants standing outside the gate wetaltmwved to participate in the study,
even if they were watching the match.

The survey was two pages long ensuring that fadgitree to complete it before

the start of the game or during half time. Thig@ased accuracy by allowing fans time
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to answer the questions without distraction frommghame. The surveys were returned to
the gate upon completion or at the gate as fansdethe stadium. The survey was
pretested during the two exhibition games befoeestart of the official season. The only
changes to the survey were the addition of thetourepertaining to supporting someone
they knew on the team and the phrasing of the despbg: questions. Since only the one
guestion was added to the survey and no otherignestvere changed, the pretest was

used in the analysis.

Survey Development

The purpose of the survey was to identify differafluences of fan attendance
for college soccer attracts. College soccer hagptiiential to attract a wide variety of
fans due to its surrounding community. The suniemeed for a comprehensive
understanding of the motivating factors that fagersh for during a college soccer event.
A modified version of Yousof Al-Thibiti’s sports fiamotivation scale was used to
explore psychological components that make up famdo Al-Thibiti’'s development of
his Fan Motivation Scale, he used the work of Wana Funk to help understand fan
motivation. Al-Thibiti’'s survey used the informati@bout fan motivation, like Wann
developed, to help design a study that lookedrahfativation as a means to drive fans to
support sports teams (Al-Thibiti, 2004). This studgdified Al-Thibiti’'s survey to
examine different components of he listed as: thadity of the game, escape, boredom
avoidance, social, entertainment, and sport atmeyeplAl-Thibiti, 2004). The use of Al-
Thibiti’s survey was used to increase the accutddiie study by the use of a survey that

had already been tested in the field.
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Modification to Al-Thibiti’s survey was used to bet fit the purpose of this

study. A factor analysis of Al-Thibiti’s surveyiiscluded in Appendix 2. The original

survey’s main intent focused on ethnicity and hbese variables fell along ethnic lines.

While this study will not look at the effects oheicity on fan attendance, the opening

section of Al-Thibiti’s survey focused on why faaitended games. The modified survey,

listed in the appendix #1, focuses on asking qaestiike “I attend soccer games to

enjoy the game environment.” The modified versadthe survey, used in this study,

examines the influence of different psychologicad aocio motivational variables as

well as game variables including: weather, opparteam record,

giveaways/promotions, weekday and time of the event

Table 1

Questionnaire Cateqgory Breakdown

Quality
22
26
27
31
32
36
41
Escape
30
34
35
38
42
Boredom/Avoidance
23
24
28

For the artistic value of the game

for the beauty of the game

To see my team win

to see a good performance by players during matches
because | enjoy sports

to watch the high level of skills shown by players

for the pleasure | experience during the sport game

For the opportunity to forget about my stress

To avoid the hustle and the bustle of daily aaegit
To Relax

to gain a feeling of belonging

To relieve tension

to increase my self esteem

to occupy my free time
to keep me busy
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Social

Entertainment

Sports Atmosphere

Game Data

Game Players

Game Weather

37

19
29
33

20
39
43

21
25

o 01 B

11
13
16
17
18

A OWN

10
12
14
40

© 0 ~
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to kill time

To spend quality time with my friends and family
to be with other people
to interact with others

to seek excitement
to be entertained
to use it as a form of recreation

To get away from my everyday routine
to enjoy the game environment

Because | consider my-self a soccer fan

Depending on the start time of the match

because | like the sport

when | expect the stadium atmosphere to be exciting
| attend for the give-a-ways and promotions

when the game starts later in the day

depending on the day of the week
only if the game is on a weekend date (Friday, isaty
Sunday)

when the home team is likely to win

to watch the opposing team

to watch star players

only when the home team is ranked

when the home team has a positive winning percentag
when the opposing team is ranked

to support someone | know

only if the weather is nice

no matter what the temperature is outside
if the temperature outside is not too cold
if the temperature outside is not too hot
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Observational

The survey was compared to an observational siligse observational
components of the game were recorded to furthdaexpnd comprehend fan behavior.
The researcher kept track of weather, the timdefgame, the day of the week, opponent
(winning percentage and rank), Clemson (winning@etrage and rank), and
promotions/marketing. These variables were examivitdn the questionnaire passed
out to the fans at each game. The observationatdiewy of these variables was used to
compare what fans indicated as important motivatotseir attendance to games. These

observable variables supported the data from theegu

Operationalizing Game Variables

Throughout the course of the season, data wasctediérom each home game.
Information about the weather, time of day, dayhef week, opponent, team’s rank, and
give-a-ways/promotions were collected and recofdednalysis at the end of the season.
A volunteer was placed at each gate to inform galestit the study and pass out surveys.
The Clemson University Ticket Office kept attendaifmr games using counters at each
of the two gates. Only fans that entered the staduere counted for the overall
attendance. Each wave of marketing was countegichdilly to give an overall number
(so a banner placed on the major highway was cdws#parate then sandwich boards
placed on campus). This was done to better unaer$taw the presence of marketing
and promotions influences fan attendance.

For identification purposes of the day of the weakiable, a dummy variable was

assigned starting with Sunday as number 1 and gwdih Saturday as number 7. For
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weather, the temperature was recorded at thedstdré game. Due to the lack of
precipitation throughout the course of the seadenpnly variable for weather was the
temperature.

The opponent’s rank was recorded at the time ofitateh. If a ranking could not
be provided then a dummy variable of zero was assigo indicate a non-ranking. The
Clemson soccer team never received a ranking thoutghe course of the season and
received a value of zero to indicate a non-rankBagh the opponent and Clemson had
their current win percentages recorded to furtietiraobserving both values at the start

of the match.

Analysis

The survey was analyzed using an ANOVA test to ekam different fan
motivators influenced fandom. The ANOVA tests weoaducted comparing how fans
answered for variables that measured: quality,peEsdaoredom/avoidance, social,
entertainment, sports atmosphere, data surrourtdengame, players, and game weather.
This allowed for the study to observe the diffeeircfan motivations as it related to
relevant participant characteristics. A 95% confickeinterval was used for each
comparison test.

The survey was compared to the results of the vhbkr variables to determine if
there were discrepancies between what fans indicgemportant and what was
observed to influence fan attendance. Combiningetiveo methods, this study explored

what fans said were influencing factors and what wlaserved to occur at home matches.
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Chapter Four
RESULTS

The study examined the influence of consumpticspatting events when
different components of the game change. This sthdgrved and analyzed how
psychological/socio- motivation (quality, escapergdalom/avoidance, social,
entertainment, and sports atmosphere) and observabhbles of the game (weather,
opponent, team record, giveaways/promotions, weedd time of the event)
influenced fan motivation to attend live Divisiordllege soccer matches. The data was
analyzed using an ANOVA test, with a significaneedl of .05, to observe the
importance of each variable for gender, age, aiatip to Clemson University, and
ticket sales. The results of the survey were coegpty observable game variables
(weather, opponent, team record, giveaways/promstieekday and time of the event)
to further explain and examine the influences fx@essed and the results of actual fan
behavior. Each variable was examined on a 5-poaleswvith 1 being strongly disagree
and 5 being strongly agree.

Descriptive Statistics

Surveys were used to examine the influence oéwfft motivations on sports
attendance at a Division | college soccer matcledas relevant fan characteristics.
After discarding any surveys that did not fit itke parameters of the research, a sample
of 425 fans participated in the study. The suryaysluced a 51.83% response rate for
the season. The survey sample was comprised ofa261%) male and 149 (35.1%)

female. Out of the 425 surveys, 25 (5.9%) did ndidate a gender response. Participants
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ranged from 18 to 82 years of age with 130 (30.68f9articipants ranging from 18-22
(undergrad college students) with 89 (20.9%) ofipi@ants not listing their age.

Of those who were eligible to participant in thedy, 179 (42.1%) indicated they
were students and 50 (11.8%) indicated they wemdames of the university. Only 71
(16.7%) of participants in the study had purchasédket in advance (either a season
ticket holder or an advanced ticket). This meaat the majority of fans for Clemson
men’s soccer matches were either students or baweghbts at game time (see Table 2).

Hypothesis Analysis

These demographics (gender, age, relationshipetm€on University, and ticket
purchase) were compared to the game variablesityguedcape, boredom/avoidance,
social, entertainment, sports atmosphere, game giatee players, and game weather).
Game data referred to the variables that surroutftechatch (i.e. quality, give-a-ways,
to the participants’ general fandom). The gameegalasriable referred to questions about
the players (i.e. to watch star players) or abbettéams. The game weather variable
pertained to the start time of the game and thdhweeautside (i.e. if it is not too hot
outside). Please refer back to Table 1 for questwithin each category.

The observable game variables were compared teuttvey results. This allowed
for exploration and understanding about how théabées listed above influenced fan
attendance. Surveys were passed out to participatii® beginning of each match.
About 50 surveys were handed out at both pre-segammes and about 80 surveys were
handed out for the other 9 games (making 820 soiialeys). Fans had the entirety of the

match to complete the survey before they returhedwo page study to a basket located
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at both exits of the stadium. While the pre-seasomeys were intended to be a pre-test,
no significant changes were made to the survehiagetgames were included in the
study. The research team collected 425 surveysibiag acceptable for participation in
the study providing a response rate of 51.83%. fyipis of analysis allowed for the
examination of attendance rates as compared tofahsistated as important.

Table 2

Demographics

Frequency Percent
Gender
Male 251 59.10
Female 146 35.10
Missing data 28 5.80
Age 18-22 130 30.60
23-30 42 9.90
31-50 78 18.40
51-65 71 16.70
66-99 15 3.50
Missing Data 89 20.90
Part of the Clemson University
Student 179 42.10
Employee 50 11.80
Not part of Clemson
University 173 40.70
Missing Data 23 5.40
Tickets for the Game
Season Ticket 40 9.40
Advance Ticket 31 7.30
Other 244 57.40
Missing Data 110 25.90
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Gender.The hypothesis of gender was analyzed using an AN@\study the
differences in the game variables (quality, eschpssdom/avoidance, social,
entertainment, sports atmosphere, game data, gayerg and game weather) compared
to gender, at a 0.05 significance level. Qualiogial, and weather factors for the game
were found to be significant for gender. There wasignificance (p>0.05) for the

variables escape, boredom avoidance, entertainsyant, atmosphere, data for the game,

and players.
Table 3
ANOVA of Gender
df Mean Squart  Sig.
Between 1 201 .02
it Groups
Quality Within Groups 380 36
Total 381
Between 1 07 74
Escape Groups
b Within Groups 389 610
Total 390
Between 1 a1 46
Boredom/ Groups
Avoidance Within Groups 388 74
Total 389
Between 1 779 .00
Social Groups
Within Groups 388 .56
Total 389
Between 1 03 82
Entertainment Groups
Within Groups 393 45
Total 394
Between
1 .84 17
SportAtmospherc Groups 8
Within Groups 393 45
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Total 394
Between

1 .80 09
GameData Groups
Within Groups 381 .28
Total 382
Between 1 171 06
Gameplayers Groups
play Within Groups 372 48
Total 373
Between 1 6.37 00
GameWeather Groups
Within Groups 390 .32
Total 391
Table 4
Descriptives of Gender
Std.
Mea Deviati Std.
N n on Error
Quiality Male 237 4.01 0.57 0.04

Female 145 3.86 0.64 0.05
Total 382 3.95 0.60 0.03
Escape Male 244  3.04 0.79 0.05
Female 147 3.07 0.77 0.06
Total 391 3.05 0.78 0.04

Boredom/ Male 243 2.60 0.86 0.06
Avoidance Female 147 2.66 0.86 0.07

Total 390 2.62 0.86 0.04
Social Male 244  3.47 0.78 0.05

Female 146  3.77 0.69 0.06
Total 390 3.58 0.76 0.04
Entertainment Male 247 3.55 0.69 0.04
Female 148 3.53 0.65 0.05
Total 395 3.55 0.67 0.03
Sport Male 247 3.94 0.69 0.04
Atmosphere Female 148 3.85 0.64 0.05
Total 395 3.91 0.67 0.03
GameData Male 242 3.42 0.55 0.04
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Female 141 351 0.50 0.04
Total 383 3.45 0.53 0.03
Gameplayers Male 236 2.64 0.68 0.04
Female 138 2.78 0.71 0.06
Total 374 2.69 0.69 0.04
GameWeather Male 244  2.83 0.58 0.04
Female 148 3.09 0.53 0.04
Total 392 2.93 0.57 0.03

There was a significance in mean differenceskerdategory of quality
(F(1,380)=5.65, p=0.02). Comparing the averagearesp between male and female,
men ranked quality of the game higher with an ayeraean of 4.01 (SD= 0.57)
compared to the female’s average mean of 3.86 (864). Further examination of this
category can be seen in Table 3.

There was also significance difference in meaonsescfor the social variable for
gender (F(1,388)=7.79, p<0.01). The average mearhvgher for females than males, as
seen in Table 4. The total mean for the sociakwdei was 3.58 with a standard deviation
of 0.76

The last significant variable for the hypothedigender was the weather for the
game (F(1,390)=6.37, p<0.01). Females also indicateigher response for this variable
with an average mean of 3.09 (SD= 0.53) over tleeaaye for males at 2.83 (SD= 0.58).
The mean for game weather was 2.93 with a stardkanétion of 0.57 as seen in
TABLE 4.

Age. The following results for the hypothesis of age evanalyzed using a one
way ANOVA to study the game variables (quality,ss, boredom/avoidance, social,

entertainment, sports atmosphere, game data, gayerg and game weather) compared
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to age. Quality, escape, boredom avoidance, s@ndldata for the game were
significant, as shown in Table 5. There was nagaificance (p>0.05) for the variables

entertainment, sport atmosphere, players, and wetihthe game.

Table 5
ANOVA of Age
Mean
df Square  Sig.
Quality Between 4.00 2.32 0.00
Groups
Within Groups 316.00 0.33
Total 320.00
Escape Between 4.00 1.70 0.02
Groups
Within Groups 324.00 0.58
Total 328.00
Boredom/ Between 4.00 8.04 0.00
Avoidance Groups
Within Groups 322.00 0.63
Total 326.00
Social Between 4.00 1.79 0.01
Groups
Within Groups 323.00 0.55
Total 327.00
Entertainment Between 4.00 0.58 0.28
Groups
Within Groups 326.00 0.46
Total 330.00
SportAtmosphere  Between 4.00 0.54 0.34
Groups
Within Groups 327.00 0.47
Total 331.00
GameData Between 4.00 1.61 0.00
Groups
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Within Groups 321.00 0.27
Total 325.00
Gameplayers Between 4.00 1.01 0.07
Groups
Within Groups 311.00 0.45
Total 315.00
GameWeather Between 4.00 0.58 0.13
Groups
Within Groups 325.00 0.32
Total 329.00
Table 6
Descriptives of Age
Std. Std.
N Mean Deviation Error
Quality 18-22 126 3.77 0.64 0.06
23-30 41 3.97 0.54 0.08
31-50 75 4.09 0.48 0.06
51-65 67 4.08 0.57 0.07
66-99 12 4.40 0.50 0.14
Total 321 3.96 0.60 0.03
Escape 18-22 127 3.16 0.68 0.06
23-30 42 3.11 0.68 0.11
31-50 77 2.97 0.81 0.09
51-65 71 2.85 0.86 0.10
66-99 12 2.64 0.90 0.26
Total 329 3.02 0.77 0.04
Boredom/ 18-22 128 2.90 0.72 0.06
Avoidance 23-30 42 2.77 0.76 0.12
31-50 76 2.44 0.93 0.11
51-65 69 2.14 0.76 0.09
66-99 12 2.13 0.88 0.25
Total 327 2.59 0.85 0.05
Social 18-22 128 3.69 0.66 0.06
23-30 42 3.52 0.86 0.13
31-50 77 3.63 0.74 0.08
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51-65 69 3.34 0.80 0.10

66-99 12 3.26 0.80 0.23
Total 328 3.57 0.75 0.04
Entertainment 18-22 127 3.57 0.61 0.05
23-30 42 3.65 0.50 0.08
31-50 78 3.54 0.73 0.08
51-65 70 3.39 0.73 0.09
66-99 14 3.46 1.03 0.28
Total 331 3.53 0.68 0.04
SportAtmosphere  18-22 128 3.92 0.73 0.06
23-30 42 3.98 0.54 0.08
31-50 77 4.01 0.66 0.08
51-65 71 3.80 0.70 0.08
66-99 14 3.79 0.80 0.21
Total 332 3.92 0.69 0.04
GameData 18-22 127 3.48 0.47 0.04
23-30 41 3.56 0.47 0.07
31-50 78 3.53 0.55 0.06
51-65 66 3.24 0.60 0.07
66-99 14 3.04 0.44 0.12
Total 326 3.44 0.53 0.03
Gameplayers 18-22 121 2.78 0.66 0.06
23-30 42 2.71 0.65 0.10
31-50 74 2.53 0.67 0.08
51-65 65 2.59 0.67 0.08
66-99 14 2.45 0.85 0.23
Total 316 2.66 0.68 0.04
GameWeather 18-22 127 2.98 0.59 0.05
23-30 42 2.97 0.48 0.07
31-50 77 2.88 0.56 0.06
51-65 69 2.78 0.61 0.07
66-99 15 2.78 0.51 0.13
Total 330 2.90 0.57 0.03

Fan motivation showed a significant differencenieans reported for the variable
quality and showed a significant effect (F(4,316p47, p<0.01)) on fan influence. As the

age group increased, the importance representdtebyean response also increased for
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participants. College students, between the ag&8-@R, had a significant difference

from other age groups and were the only age grolye tsignificantly different from any
other age group, as seen in Table 7. The meannssgor every age group was above
three. The lowest age group was the 18-22 yearavidghe highest age group was the

66-82 year olds (please refer to Table 6).

Table 7
Multiple Comparisons for
Age
Mean
() J) Difference Std.
Agetrans  Agetrans (I-]J)  Error Sig.
18-22 23-30 -21 .10 .05
31-50 -32 .08 .01
51-65 -32 .08 .01
66-99 -.63 17 .01
23-30 18-22 21 .10 .05
31-50 -12 11 .30
51-65 -11 11 .33
66-99 42 19 .03
31-50 18-22 32 .08 .01
. 23-30 12 11 .30
Quality  LSD 51-65 o1 10 96
66-99 -.31 18 .09
51-65 18-22 32 .09 .01
23-30 11 11 .33
31-50 -.01 .10 .96
66-99 -.31 18 .08
66-99 18-22 .63 17 .01
23-30 42 19 .03
31-50 31 18 .09
51-65 31 18 .08
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Figure 1
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The variable escape had a significant differenncerfeans across different age

groups with a significant level of F(4,324)=2.920p02. There was a decrease in
importance for escape as fans increased in agar@R). Participants under the age of
thirty had a mean that ranked above a three in itapoe while those above the age of
thirty had a mean below 3 (Table 6). The rangetervariable escape was between 2.64
with a standard deviation of 0.77 (for 66-82 yelaispto 3.16 with a standard deviation
of 0.68 (for 18-22 year olds). There was a sigaificdifference between 18-22 year olds

and participants over the age of 51 in the stus\gegen in Table 8.
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Table 8

Multiple Comparisons for Age

Mean

J) Difference Std.
() Agetrans Agetrans (1-J) Error Sig.
18-22 23-30 .04 14 77
31-50 19 11 .09
51-65 31 11 .01
66-99 51 .23 .03
23-30 18-22 -.04 14 .76
31-50 15 15 .32
51-65 27 15 .07
66-99 A7 25 .06
31-50 18-22 -.19 11 .09
23-30 -15 15 32
Escape LSD 51-65 12 13 33
66-99 .33 24 17
51-65 18-22 -31 11 .01
23-30 -27 15 .07
31-50 -12 13 .33
66-99 .20 24 .39
66-99 18-22 -51 23 .03
23-30 -A7 25 .06
31-50 -.33 24 17
51-65 -.20 24 40
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Figure 2
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Boredom avoidance had a significance level of342)=12.76, p <.01. This
variable, like escape, had a decrease in the neeparticipants increased in age. The
smallest average answer for boredom and avoidaase€\vt 3 with a standard deviation
of .88. This was for 66-82 year olds. The largestrage answer for boredom and
avoidance was for 18-22 year olds (Table 6). Thpnsagnificance between different
age groups fell between 18-30 year olds and th&234ge group (Table 9). Figure 3 also

showed that the means decreased as age groupsigot o
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Table 9

Multiple Comparisons for Age

Mean

() J) Difference Std.
Agetrans Agetrans (1-J) Error Sig.
18-22 23-30 13 14 .37
31-50 46 11 .01
51-65 76 12 .01
66-99 78 24 .01
23-30 18-22 -.13 14 .37
31-50 33 15 .03
51-65 64 .16 .01
66-99 .65 .26 .01
31-50 18-22 -46 11 .01
. 23-30 -.33 15 .03
BordomAvoidance LSD 51-65 30 13 02
66-99 32 25 .20
51-65 18-22 -76 12 .01
23-30 -.64 16 .01
31-50 -.30 13 .02
66-99 .01 25 .96
66-99 18-22 -78 24 .01
23-30 -.65 .26 .01
31-50 -.32 25 .20
51-65 -.01 25 .96
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Figure 3
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The variable social had a significance level &f,B23)= 3.24, p=0.01. There was
a significant difference for 18-22 year olds andéblyears olds for the social variable
(Table 10). There was also a significant differebetveen 51-65 year olds and 31-50
year olds, as seen in Table 10. The range for #emnmof the social variable was between
3.26 and 3.69 (with 18-22 year olds having a md&h@9, 23-30 year olds having a
mean of 3.52, 31-50 year olds having a mean of, 6&%5 year olds having a 3.34
mean, and 66-82 year olds having a mean of 3.26.significance level of 0.05, there
was a 95% confidence level that the average meaahddotal results for the social

variable was between 3.48 and 3.65. There wasraagein the reported means with the
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exception of the age group 31-50 (Figure 4). Thamfer the total responses for social

was 3.57 with a standard deviation of 0.75.

Table 10
Multiple Comparisons for Age
Mean
J) Difference Std.
() Agetrans Agetrans (1-J) Error Sig.
18-22 23-30 .18 13 .18
31-50 .06 A2 57
51-65 35 A1 .01
66-99 43 22 .06
23-30 18-22 -.18 13 .18
31-50 -12 14 42
51-65 .18 15 .22
66-99 .25 24 .30
31-50 18-22 -.06 A2 57
. 23-30 A2 14 42
Social - LSD 51-65 30 12 02
66-99 37 23 A1
51-65 18-22 -35 11 .01
23-30 -.18 15 .22
31-50 -.30 12 .02
66-99 .07 23 .75
66-99 18-22 -.43 22 .06
23-30 -.25 24 .30
31-50 -.37 23 A1
51-65 -.07 23 .75
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Figure 4
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The last variable that showed significance forage game data F(4,321)=6.05,
p<0.01. There was also a significant differencevieen older and younger demographics.
Those above the age of 51 responded with a lowanrfee game data than those who
were younger than the age of 50 (Table 6).

The range for game data was 3.04 (age 66-82bt(age 23-30) for the mean of
the three groups (a mean of 3.48 of 18-22 year, aldsean of 3.53 for 31-50 year olds,
and a mean of 3.24 for 50-65 year olds as showrlole 11). While there was a decrease

in the mean score as participants increased ifffag23 and up), participants who were
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18-22 differed by responding with a lower mean theth 23-30 and 31-50 year olds as
seen in Figure 5. The mean for the total respolmsegame data was 3.43 with a standard

deviation of 0.53.

Tablell
Multiple Comparisons for Age
Mean
(h J) Difference Std.
Agetrans Agetrans (I-J) Error Sig.
18-22 23-30 -.08 .09 .38
31-50 -.05 .07 48
51-65 24 .08 .01
66-99 44 15 .01
23-30 18-22 .08 .09 .38
31-50 .03 .10 .76
51-65 33 .10 .01
66-99 52 .16 .01
31-50 18-22 .05 .07 48
23-30 -.03 .10 76
GameData LSD 51-65 30 09 01
66-99 49 15 .01
51-65 18-22 -.24 .08 .01
23-30 -.33 .10 .01
31-50 -.30 .09 .01
66-99 .19 15 .20
66-99 18-22 -44 15 .01
23-30 -52 .16 .01
31-50 -.49 15 .01
51-65 -.19 15 .20
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Figure 5
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Institution Affiliation. The following hypothesis about fans being an a&ctiv
member of Clemson University was analyzed usingld®VA test to study the game
variables of: quality, escape, boredom/avoidanogal entertainment, sports
atmosphere, game data, game players, and gameene@ttality, escape, boredom
avoidance, data for the game, and weather fordhgegvere significant and had a
significant level of less than 0.05 and can be sefrable 12. There was no significance

(p>0.05) for the variables entertainment, sportasjpmere, players, and weather for the

game.
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Table 12
ANOVA of Active Member of Clemson University

Mean
df Square  Sig.
Quality Between Groups 2 3.83 0.01
Within Groups 380 0.34
Total 382
Escape Between Groups 2 4.01 0.01
Within Groups 390 0.59
Total 392
Boredom/Avoidance Between Groups 219.49 0.01
Within Groups 389 0.64
Total 391
Social Between Groups 2 1.39 0.09
Within Groups 388 0.56
Total 390
Entertainment Between Groups 2 0.69 0.22
Within Groups 393 045
Total 395
SportAtmosphere Between Groups 2 0.37 0.44
Within Groups 393 045
Total 395
GameData Between Groups 2 121 0.01
Within Groups 382 0.28
Total 384
Gameplayers Between Groups 2 1.36 0.06
Within Groups 374 0.47
Total 376
GameWeather Between Groups 2 2.03 0.00
Within Groups 392 0.31
Total 394
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Table 13

Descriptives of Active Member of Clemson University

Std. Std.
N Mean Deviation Error

Quality Student 174 3.80 0.64 0.05

Employee 48  4.02 0.47 0.07

Non- 161 4.09 0.55 0.04

University

Member

Total 383 3.95 0.60 0.03
Escape Student 176 3.18 0.73 0.06

Employee 48  3.08 0.85 0.12

Non- 169 2.88 0.78 0.06

University

Member

Total 393 3.04 0.78 0.04
Boredom/Avoidance Student 177  2.96 0.77 0.06

Employee 50 2.38 0.79 0.11

Non- 165 231 0.84 0.07

University

Member

Total 392 261 0.86 0.04
Social Student 176  3.68 0.72 0.05

Employee 50 3.49 0.84 0.12

Non- 165 3.51 0.76 0.06

University

Member

Total 391 3.58 0.75 0.04
Entertainment Student 176 3.60 0.61 0.05

Employee 50 355 0.68 0.10

Non- 170 3.47 0.73 0.06

University

Member

Total 396 3.54 0.67 0.03
SportAtmosphere Student 177 3.88 0.70 0.05

Employee 50 3.83 0.53 0.08

Non- 169 3.95 0.67 0.05

University

Member

Total 396 3.90 0.67 0.03
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GameData Student 175 3.53 0.47 0.04

Employee 46  3.48 0.54 0.08

Non- 164 3.36 0.58 0.05

University

Member

Total 385 345 0.53 0.03
Gameplayers Student 170 2.76 0.69 0.05

Employee 48  2.78 0.56 0.08

Non- 159 2.59 0.72 0.06

University

Member

Total 377 2.69 0.69 0.04
GameWeather Student 177 3.04 0.56 0.04

Employee 50 2.88 0.50 0.07

Non- 168 2.82 0.58 0.04

University

Member

Total 395 293 0.57 0.03

The variable, quality was significant when anatyzeth members of Clemson
University (F(2,380)=11.31, p<0.01). Students hatgaificant difference from
employees (p=0.02) and from non-members of theausity (p<0.01). The student
group had a mean response of 3.8 with a standardtiba of 0.64 (Table 13). This
mean was lower than the other two groups (emplogadsion-Clemson University
members) (Table 14, Figure 6). Employees had a rme&i®2 with a standard deviation
0.47 and non-Clemson University members (non-mes)bexd a mean of 4.09 with a

standard deviation of 0.55.
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Table 14

Multiple Comparisons

(J) Are you an

(I) Are you an Active
Active Member  Member of
of Clemson Clemson
University (1= University (1=
student; 2= student; 2= Mean
faculty/staff; 3= faculty/staff; Difference  Std.
no 3=no (1-J) Error Sig.
1 2 -.23 .09 .02
3 -.30 .06 .01
. 2 1 23 .09 .02
Quality  LSD 3 -07 10 47
3 1 .30 .06 .01
2 .07 .10 A7
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Figure 6
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The variable escape showed differences in meaes whalyzed with the
members of Clemson University (F(2,390)=6.83, pzD.There was a significant
difference between students and non-members (px@9dhown in Table 15. The
student group had a mean that was 3.18 and non-arerabthe university had a mean of
2.88 which can be seen in Table 13. Employeesahmadan response of 3.08 with a

standard deviation of 0.85 (Figure 7).
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Table 15

Multiple Comparisons

() Areyouan  (J) Are you an
Active Member of Active Member

Clemson of Clemson
University (1= University (1=
student; 2= student; 2= Mean
faculty/staff; 3=  faculty/staff; Difference  Std.
no 3=no (1-J) Error
Escape LSD 1 2 A1 A2
3 .30 .08
2 1 -11 12
3 .20 13
3 1 -.30 .08
2 -.20 13

56



Figure 7
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The boredom avoidance had a significant differancaeans when analyzed with
members of Clemson University (F(2,389)=30.34 p&p(Table 12). Table 16 showed
that students had a significant difference from leyges (p<0.01) and from non-
members of the university (p<0.01). The studentigriead an average mean of 2.96
which was higher in influence then the other twougps with employees averaging 2.37
and non-members at 2.31 (Table 13). Figure 8 shdwedthe means changed for the

three different groups.
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Table 16

Multiple Comparisons
(I) Are you an

(J) Are you an

Active Active
Member of Member of
Clemson Clemson
University (1= University (1=
student; 2= student; 2= Mean
faculty/staff; faculty/staff; Difference Std.
3=no 3=no (1-J) Error  Sig.
1 2 .59 13 .01
3 .65 .09 .01
2 1 -.59 13 .01
BO(edom LSD
Avoidance 3 .06 13 .64
3 1 -.65 .09 .01
2 -.06 13 .65
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Figure 8
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The variable for game data was significant wheadyaed with members of the
Clemson community from Table 12 (F(2,382)=4.34 p). Students were significantly
different from non-members (p=0.01) as seen in & 4l below. The student group had
an average mean of 3.53, with a standard deviafi@7, which was higher in
influence then the other two groups with employeesraging 3.48(SD= 0.54) and non-
members at 3.36 (SD= 0.58). Figure 9 illustratesdifferences in the means between

the three groups.
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Table 17

Multiple Comparisons

() Are you (J) Are you an
an Active Active
Member of Member of
Clemson Clemson
University University
(1= student; (1= student;
2= 2= Mean
faculty/staff; faculty/staff; Difference Std.
3=no 3=no (1-J) Error  Sig.
1 2 .05 .09 .56
3 17 .06 .01
2 1 -.05 .09 .56
GameData LSD 3 12 09 19
3 1 -17 .06 .01
2 -12 .09 .19
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Figure 9
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The variable game weather, was the last significariable when analyzed with
members of Clemson University community (F(2,3923960=0.01) from Table 12.
Students were significantly different from non-mearg#(p<0.01). The student group had
an average mean of 3.04 with a standard deviafiOrbé which was the highest mean
for game weather. Employees had an average 2t88vgtandard deviation of 0.5 and

non-members had an average of 2.82 with a stardsidtion of 0.58.
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Table 18

Multiple Comparisons

() Active (J) Active

Member of Member of

Clemson Clemson

University University

(1=Student; (1=Student; Mean
2=faculty/staff; 2=faculty/staff; Difference Std.

Dependent Variable 3=n0) 3=n0) (1-J) Error  Sig.
1 2 .16 .09 .07
3 21 06 .01
1 -.16 .09 .07
GameWeather LSD 2 3 05 09 56
3 1 -21 06 .01
2 -.05 .09 .56
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Figure 10
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Tickets for the Gamén examining the hypothesis of how fans enteredytite,

the pre-season games, Wake Forest game, and Sgm Site game were removed from
the data. Fans for these games were allowed to thetstadium for free and did not need
to purchase a ticket. In examining the variancegponses for the questionnaire, there
was no significant difference (p>0.05) for any ahie in comparison with ticket
purchase. This means that how a fan purchase#let {iwhether in advance or at the

gate) did not suggest a difference in fan type.
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Table 19
ANOVA of Ticket Sales

Mean
Df  Square Sig.
Quality Between 2 .01 .98
Groups
Within 274 .36
Groups
Total 276
Escape Between 2 1.34 10
Groups
Within 279 57
Groups
Total 281
Boredom/Avoidance Between 2 .86 .32
Groups
Within 277 .76
Groups
Total 279
Social Between 2 .79 24
Groups
Within 275 54
Groups
Total 277
Entertainment Between 2 22 .58
Groups
Within 280 41
Groups
Total 282
SportAtmosphere Between 2 .39 40
Groups
Within 280 42
Groups
Total 282
GameData Between 2 25 42
Groups
Within 272 .29
Groups
Total 274
Gameplayers Between 2 A1 .79
Groups
Within 264 46
Groups
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Total 266
GameWeather Between 2 .10 74
Groups
Within 278 .33
Groups
Total 280
Table 20
Descriptives of Ticket Sales
Std. Std.
N Mean Deviation Error
Quiality Season 37 3.94 52 .08
Ticket
Advance 26 3.97 .54 A1
Ticket
Other 214  3.96 .62 .04
Total 277 3.96 .60 .04
Escape Season 38 3.10 .76 12
Ticket
Advance 28 3.38 .65 A2
Ticket
Other 216 3.05 g7 .05
Total 282 3.09 .76 .05
Boredom/Avoidance Season 38 2.69 .84 14
Ticket
Advance 27 2.83 .69 13
Ticket
Other 215 2.58 .90 .06
Total 280 2.62 .87 .05
Social Season 37 3.42 74 A2
Ticket
Advance 27 3.67 .70 13
Ticket
Other 214 3.64 74 .05
Total 278 3.61 74 .04
Entertainment Season 38 3.47 g7 13
Ticket
Advance 28 3.53 .62 A2
Ticket
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Other 217  3.58 .61 .04

Total 283 3.56 .64 .04
SportAtmosphere Season 38 3.84 .66 A1

Ticket

Advance 27 3.91 .54 .10

Ticket

Other 218 3.99 .66 .04

Total 283 3.96 .65 .04
GameData Season 37 3.40 52 .09

Ticket

Advance 26 3.58 51 .10

Ticket

Other 212 3.47 .54 .04

Total 275 3.47 54 .03
Gameplayers Season 36 2.64 .66 A1

Ticket

Advance 24 2.76 .63 .13

Ticket

Other 207 2.68 .69 .05

Total 267 2.68 .68 .04
GameWeather Season 39 2.95 .53 .08

Ticket

Advance 27 3.00 .40 .08

Ticket

Other 215 2.91 .60 .04

Total 281 2.93 57 .03

Analysis of Games

There were two pre-season games played for th2 28mson men’s soccer
season. For these two games the observable vari@mather, time, day of the week,
opponent record, Clemson record, and promotionsg wet kept. These games were
against Campbell University on August 14 and Waff@ollege on August 18. There
were 8 regular season games and a conference mfiramtanatch against Boston
College. Information about the season games andidbervable results at these matches

can be seen in Appendix 4.
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Chapter Five

Discussion and Conclusion

The information above provides an analysis of eot@n motivation to attend to
live soccer matches. While some of the informathaat had a significant impact on fan
attendance was controllable, other information hasler to govern. However, all of the
data must be considered in order to have a fuletstednding of fan influences for
collegiate soccer. This data, when examined thrabglhens of Consumer Choice
Theory, explored the demand for the soccer eveh&nhwarameters around the game
were changed.

The quality of the game was one of the most ingmtrvariables for fans. It was
the only variable to show significance (p<0.05)dach hypothesis question (excluding
ticket purchase). The quality of the game had thstimfluence for fans of older
demographics, regardless of the gender. Ages 3Liamneported an average score (on a
5-point scale) of 4 or more. One reason that erplthis result was the amount of time
that went into attending a live match. Since livatches cost more than just the ticket
stub (gas, time, and cost of substitutes) (Haat.e1975; Wakefield & Sloan, 1995) these
fans had more invested in the matches then colelgewho were already within walking
distance of the stadium.

The mean answer for quality of the game was albnestfor every age group.
This implied that while the quality of the game wed as important for the younger
demographics, they still “agreed” that this wasedr in determining their attendance to

games. Since fans associate their self-imagesthgtiperformance of players/teams, this
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may explain the reason for such a high influenaeegoplaced on the quality. Since fans
bask in the reflective glory of their team (BIRGjngssociation with a better quality
performance reassures a positive self-image (CalinpheAiken, & Kent, 2004; Cialdini
et al., 1976).

In addition to age, males also showed more inténate quality of the game than
females. In the examination of quality, both maled females had a mean answer above
three. This meant regardless of gender, the quallitlye game still had an influence for
live match attendance; however, males indicateidt@eh importance for quality than
females. This could imply that females may be éblestify going to a match of lower
quality if other variables are increased such asatwariables. Females are less likely
than males to view being a sports fan as importarfact, one study suggests that
females consider themselves sports fans for soeaalons (Dietz-Uhler, Harrick, End, &
Jacquemotte, 2000). This could mean that femaéee not as dependent on the
performance of the game, for their self-identityf@pbell Jr., Aiken, & Kent, 2004), and
may explain why the quality of the game was legsartant for females than it was for
males. For example, the researcher withessedehwtlés were very unlikely to attend a
game alone. Most participants who attended spoetsgts without another person
present were male. This could be a reflection erfalot that males valued the quality of
the game higher then they valued a social expezigraving someone to attend the
game with, for a male fan, may not have as highnohfluence since he was still able to
watch a game. Since research showed that malesdvaging a sport fan higher then

females, it could explain why males were more wilto attend a match without a group
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being present. It was about maintaing the titleahg a sports fan verses having the
commoradory of fellow peers. Since females valugilad variables more than males, it
was more important for famales to have someone tiogra conversation or to share the
event. This made the experience more enjoyabliefoale fans.

While the quality of the game was indicated asumfitial, the quality of the
opponent (when doing a surface level analysishdidseem to have an impact on fan
attendance. Clemson played four ranked teams thoaghe course of the season:
Wake Forest #14, University of Alabama BirminghdwAB) #24, University of North
Carolina (UNC) #6, and Boston College #24. Fortiin@ games where Clemson played a
ranked team in the top 15 there was a large nuwiifans in attendance. Wake Forest
had the highest attendance number for the seasmh wias partially due to the
marketing and promotion of that game. Clemson Usitiehas a promotional game
every year called First Friday which precedes st iome football game. This game
features a parade conducted by fraternities aratises that ends at the stadium. The
attendance numbers, for this game, reflect Grestkerinity and sororities that were
required to attend half of the game. While thiglitran provides an exciting event for
fans, the number of people in attendance skewddteeproviding a false number of
actual people who chose to attend the match anchwia¢ game.

Another interesting point to take away from thiformation deals with
competitive balance. For international footbatidaes, competitive balance was one of
the most important influences for fans to attendcmas (Koenigstorfer, Groeppel-Klein,

& Kunkel, 2010; Koenigstorfer et al., 2010). Thid diot appear to be the case for
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college soccer matches. Since Clemson was an wddakm throughout the course of
the season, it would imply that games with lowakexd teams or teams with no ranking
would have a higher attendance rate. However, dhgeg played against the two 24th
ranked teams (UAB and Boston College) had compaigtiow attendance rates. UNC
had a ranking of six entering the game against €bemwhile UAB had a ranking of 24
going into the match. UNC had 932 more fans imaléece for their game over UAB
possibly implying that the opponent was more imgioirthan the perceived competitive
balance of the two teams. Certain teams imply hdriguality performance. For
example, North Carolina has in past seasons hadyastrong soccer program. Adding to
this was the dominance of their women’s programtaechotoriety it received from
players like Mia Hamm. Due to their perceived oa field quality, fans may have been
more likely to attend this match because the quafithe opponent appeared better
compared to the perceived quality of a team likeBu#ho was an out of conference
opponent.

The quality of the game was the most importaniaée for three of the
hypotheses questions (which were determined by deapbic questions that represented
the university’'s diverse crowd). Even though conipet balance did not seem to have an
influence on attendance, there was still an impadgnlaced on the quality of game.
Unfortunately this variable is the hardest to cohfior teams due to required conference
games and lack of control over another team’s.skdheduling, however, may help to
alleviate its effects. If teams can provide a cotitipe balance within their schedule, fans

could experience more excitement during the coripet(Borland & MacDonald, 2003).
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While the majority of studies on competitive balameere conducted on European
soccer, this research may provide college athtetpartments with an understanding of
what kinds of games to provide fans. Accordingi® tesearch, fans are attracted to
events where both teams have an equal chance ningithe match and one team was
not significantly better than the other (BorlandvacDonald, 2003). While fans still
want their team to win, according to studies, farse more likely to attend games that
were close verses a game where one team had aaldwgetage. While this did not
appear to be the case in this study, a numbeiffefeint reasons may have come into
play. Since soccer is a growing sport in the Un¢ates, fans may not understand which
schools have strong programs. In fact, the majorfityhe games with high attendance
rates were rival football schools for Clemson Unsity. However, no question was
asked about the perceived skill of the opposingitea

Since soccer is currently growing in popularityhiit the United States, this may
indicate that the majority of the fans do not htheein-depth knowledge about specific
teams within the sport as they do for other spdatsfootball. This lack of knowledge
may have led fans to rely on what they knew abthgrouniversities in determining the
guality of the game. For example, the Virginia Téeld the second highest attendance
rate (the highest attendance rate for paid admmssio a game). Out of the nine home
games for the Clemson soccer team, Virginia Techtha best football program the year
prior. In fact, Clemson and Virginia Tech faced inftwo games during the 2011 football
season, one of which was the ACC Championship g&mee soccer may not have a fan

base that is as well established as football, éaedeft determining the competitiveness
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of a school from sports they know. This idea oflging another sport’'s competitiveness
to that school soccer team would explain why theBlyame had the lowest attendance
rate. Their perceived football competitiveness aye been a lot lower (rankel

the 2012 season in Conference USA) then a rivaniit Coast Conference (ACC)
school.

Females placed a higher significance on social corapts, such as friends
joining them at the game, than their male countéspa study found that females were
more motivated than males to attend for family nadions. The study goes on to
mention that people who adopted more “femininesoleere likely to view sporting
events as a place for social interaction with fgroil significant others (D. L. Wann &
Waddill, 2003) Females also showed a higher meath&influence of game data
(which includes the start time and the day of wedK)ile data was not collected on
which specific times or days were most conveniégnsg, does mean that when the match
occurs makes a difference. The UAB game, played Blonday, and the Gardner-Webb
game, played on a Tuesday, had the two lowestd#te® rates for the season. While
both of these games were non-conference, themdatee was 406 less than the next
lowest game. The Boston College game was the owlgpion to this; however, the 968
fans in attendance on a Tuesday can be explaindtehpatch being a post-season
guarter final match.

Schools that want to increase their attendancggme and not just their
attendance rates for one or two games may exploxeng some of the more popular

conference games to weekday games. Since these gaera to draw a crowd based off
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of their competition, the day of the week may pdaviess of a consideration when
deciding to attend. For example, the Virginia Tgame had the second highest
attendance rate, 1602, for the season and wasdptaya Thursday. The USC-Upstate
game which was an out of conference game had emdathce rate of 802 on a Friday
night, about 100 people behind the N.C. State gdime.could have a powerful
influence on the average attendance rate per gasn@ller games, like the Gardner-
Webb game, would obtain an attendance rate clogestamumber (there was about a 500
person difference between these two games). Thageattendance rate for the season
was about 1350; if the UAB and the Gardner-Weblches managed to attract fan bases
that was comparable to the rest of the group (estichat 700 per game), the average
attendance rate for the season would increaseli®. 1¥hile this may influence and
decrease some of the other conference games ghleeytng on a weekday, there is the
potential to increase the overall atmosphere byngaa large amount of fans present at
all of the soccer games and not just a select few.

The results revealed older fans from the commuméye less likely to be
influenced by game data, meaning that things like-g-ways and the game start time
did not influence their decision to attend a matbllege students however, expressed a
higher influence on this variable. With the comntigdition of sports, (Giulianotti, 2002),
younger fans may desire or have a need to segkeosibnal benefits more so than a
relationship with the team. Students, employeed,ram-members of Clemson
University had means that were relatively low fostvariable. While students had an

average of 3.53 (SD=0.47), employees had an averfa8)d8(SD=0.54), and non-

73



members averaged 3.36 (SD=0.58), the averageudersts was slightly higher than the
mean for 18-22 year olds (M=3.48, SD=0.46). Thtidated a slight agreement on the
importance of this motivation. The importance a$ thariable for fans that were students
of the university could be due to the fact thatnyger fans may have more demand on
their time. Most fans over the age of 22 have gasetilicollege and are pursuing careers
(which typically end each day at 17:00). This cesdtme in the evening that can be
spent with family, friends, or catching up on woHowever, typically those who are not
in school do not have to deal with amount of honmdvew projects that must be handled
outside of the office. While this does not alwagfact the situation, students typically
have more events buying for that late afternoom tihen fans that are not a part of the
college community. Students have homework, niggdses, on campus activities, groups
etc... all of which demand afternoons and nights ftbemstudent fans. Extra incentives
like give-a-ways or having the game at a certairetmay have more of an effect due to
the amount of events demanding that time of day.

Given the location of the study, the results fa Wariables escape and boredom
avoidance could be largely influenced by the calegtting. These variables were higher
for students then for non-students. Students wiemesgnificantly different from non-
members of Clemson University. Both categoriesdtis and non-members) were
significantly different from employees for Boreddmoidance. Escape allowed for fans
to restore and remove themselves from the stresgohgir lives and restore themselves
mentally (Hammitt, 2005). This variable may haveked higher for students due to the

limited number of available resources and avenua#adle to distance themselves from
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the stressors of college. Games were free to stsideho already have a small budget,
creating an escape from school and work that wasdable. Boredom Avoidance falls
along the same lines, providing a great avenusttatents, who are already on campus,
to spend time. The accessibility of the sport meynafor a greater, more convenient use
of time then those who have to drive in order awthe game.

The data showed that college students and fansbattihe ages of 18-22 had
similar characteristics; however, it is importamnbt assume they are the same group.
There are several small colleges within drivingatise that may have had fans in
attendance at matches. Also rival fans may have beduded in this group creating the
need to examine the student group and the 18-28rage differently. Both groups were
less influenced then other demographic groupsergthality of the game and more
influenced, then other demographic groups, in @asparounding the game. This
implied that these variables were not isolatedlemtSon University but represented the
college age group. Marketing efforts for this grainould be focused on the
convenience, an escape from school/work, or haaiggod time with friends at games,
versus the competition.

While ticket sales did not show a significance (080, the difference between
college students and the community created questinrwhether or not the amount of
money invested influenced a fan’s attendance dwtidihe fact that students lived
conveniently on campus and attended matches femfizgy led them to value the social
components about the game and the experienceescape from school. The

community and older participants paid to attendames, most likely driving to the
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games since they do not live on campus, and mag t@vmitted more time in order to
view these games. This may be why the quality efgame mattered more for the
community. If fans were going to invest time andn@&pinto a match, they wanted to see
the best game they could for their money. Whilkeicsales did provide a brief
examination of this issue, it did not fully explosty this distinction between college
students and the community existed in terms oédkfit monetary factors.

Further Implications

The results of the study showed that the consumuti the soccer game was
influenced when certain variables were changedudslyg Consumer Choice Theory as
the framework for this study, the correlation betwéan attendance and different
variables were observed as either having an infleemn not effecting someone’s decision
to attend a live soccer match. For example, theghan the opponent implied a
difference in the demand of the game. Fans wesdliledy to attend a match against a
team that was outside their conference and waa nweéal of the school then within the
conference. To add, the consumption of the spodiremt fluctuated based on the day of
the week. Weekday games had a lower attendanctheateveekend games. This means
that not only the perception of the game mattergdihen that game was held, as
viewed by the number of fans that chose to consaimmeekend game verses a weekday
game.

Changing the parameters around the event showedrease and decrease the
amount of fans in attendance. For athletic departsn@nd marketing staff, this is a

positive implication. Certain variables may be msgly altered to impact the size of the
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crowd. While the same parameters may be differepedding upon schools and
locations, the research on fan attendance show$athechanged their consumption of
sporting events when certain variables change.

While college soccer does not support itself finalhcfor a university, it still has
an importance in the intercollegiate realm. Splkessoccer contribute as advertisement
for the university acting as the “front porch” teetschool (Drape & Thomas, 2010).
However, without a consistent fan base, non-revepoets like soccer may struggle to
make an impact. Having a crowded stadium not ordyides some monetary benefits
but aids in the appearance of the institution. Gkeavstadiums look better on television
and according to different studies provide atmosphed a home field advantage for
their team (Charleston, 2008). This is why it igortant that athletic departments
understand how fans react to different changesait@air throughout a season.

While stadium atmosphere did not have an influesrcéan attendance when
examined by itself, this variable can still be usetielp enhance other significant
variables. Since previous research showed stadionosphere having an impact on a
fan’s enjoyment of the sport this could be usesipport the social variable and
perceived quality of game for fans. By creatingeamironment that encourages fans to
bring friends or creates a sense of belonging sibesal variable could be increased. The
same impact from the stadium atmosphere can befasgdality by creating a home
field advantage for the team.

Universities should focus on creating an atmosptiexeis unique and special

(Giulianotti, 2002). For example, the Seattle Smiadreated a fan experience that is
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unlike any other in the league (Major League Socddris may be one of the reasons
why the team led the league in average fan atterejaimost doubling, the average for
the rest of the league for the 2012 season. Thad&ws had a record breaking average
attendance of 43,144 which was almost 2.5 timeseeage of 17,455 for the rest of the
league (Oshan, 2012). This is in part due to theaphere created by the owners of the
Sounders. Joe Roth, a Hollywood producer of mokesAlice and Wonderlandnd

Snow White and the Huntsmamd comedian/producer Drew Carey are two of the
owners for the Sounders who focused on creatinggua experience for their fan base.
For example, Drew Carey was essential in developoiethe 53-piece marching band
for the team known as the Sound Wave (Soundfc.cGhejnson is also in the process of
creating this kind of atmosphere with their “Unite@mpaign. Clemson University
designed scarves, jerseys, and has even startedhaais in order to increase the
uniqueness surrounding the team. Both teams avsddoon giving fans an experience
that they cannot obtain anywhere else. This is mapb since research suggest that fans
rank sports atmosphere as an important influened¢témd matches (Koenigstorfer,
Groeppel-Klein, & Kunkel, 2010) and could be usedh¢lp support other variables.

The sports atmosphere may also be increased liygbef stadium in which fans
view the game. A larger stadium may not always pi®a better atmosphere, if there are
a lot of empty seats there is a detraction fromgém@e experience and the environment
(Charleston, 2008). This could limit the connectians feel towards each other. Instead
having a stadium that enhances the noise and peccenpact of the fans can have a

more of a positive effect on fan attendance thimger stadium can. Fans believe they
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have an effect on the outcome of the game by prayid home field advantage for the
team (Charleston, 2008). For teams who have thgdiud do so, they should not focus
on increasing the size of the stadium but instéadlsl focus on the kind of experience
fans receive. This experience could include proomstiand merchandise for the fans. For
example promotions of Clemson soccer events simuiticize the “United” theme that
the team is instituting, informing fans of cheemnsl @hants or encouraging fans to
embrace the new team identity should be a focusasketing personnel. Merchandise
could also reflect the new team identity by inchglteam phrases or logos. Clemson
recently developed European soccer scarves thatBVTED printed on one side. This
not only tries to tie in a European atmospherééotéam but also helps to develop that
identity even further. This merchandise also hasatitided benefit of generating revenue
that is directly related to the non-revenue tearhil&\this brand for soccer does help to
promote and generate revenue for the team, uniMersnay want to watch creating a
brand for each of their sports due to the potetiailute the actual university brand.
The quality of game had the highest mean for ppgids in the study. This
implies that the performance on the field had tlesthmfluence over a person’s
attendance to a match. While the quality of theamatnnot always be controlled,
marketing departments can focus on games where ithexpected to be a higher quality
game. Using the ideas listed for creating a pasiports atmosphere, a marketing staff
can promote the excitement of having a quality tgéaging in the arena and how the
fan’s attendance could help with home field advgetd&rom a scheduling stand point,

teams and coaches should pay attention to theipedceompetitive balance and quality
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of the two teams. Scheduling higher quality gansesrfid-week competitions may help
to bring up the average fan attendance for all gargain, it is important to know
whether fans respond more to the perceived cometess of a program or the actual
competitiveness of the program (example the UABe&a&firginia Tech game).
Promotions based off of other significant gamealalgs, like the influence of the social
variable, can also be used to balance out thedac&ntrol over the quality of the game.
Promotions geared towards a family atmosphere @om&n may help to bring in fans
since the quality of the game is less importantg&ang women is also beneficial to
teams since they are less likely to attend a sppevent by themselves. Family nights or
promotional deals can be used at less quality gamiesrease the number of people in
attendance and the revenue generated at those .gaynesing games that already
struggle with attendance (mid-week, out of confeeegames) to promote these special
family deals, the team is able to maintain a saamironment, potentially generate
revenue that it may not normally have, and sellom&ndise to geared towards a certain
demographic (youth).

Several sports teams have taken measures to irdegaattendance; however
without knowledge of the influences of their spectfemographics, their efforts may be
ineffective. For example, several NFL teams haweicket prices to encourage fans to
attend matches (Kaplin, 2009). This type of proommtivould not work for college soccer
environment since ticket sales did not have a Bagmt influence over fans. This is great
for college athletics since the sport already casoetain itself financially, but this does

mean other marketing strategies must be produnealsurface level examination of the
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effects of ticket prices, there seems to be nekfice in games that were free to the
public and the actual number of fans that atten@ad.exception to this was the Wake
Forest game which had mandatory attendance farfriéies and sororities causing the
attendance rate to be higher than other gameseWwhalactual number of fans that
stayed for the entirety of the event was not kigjgilre was a noticeable increase
compared to other games. One reason for this may leeen the increased involvement
of the crowd during the game. Marketing staff maghato partner with different on-
campus groups to help create a rise in attenddrsmceer events. This also may reach
students who may have never attended a collegesowtch creating the potential for
new fans and creating a partnership between thgtauaps (the team and the student
organization).

This information also has the potential to generatenue for the team and
university. For games like the Wake Forest ganth@iSan Diego State game where
attendance was open to the community, potenti@mes generated from ticket sales was
lost on the two games that had over 1000 fans &inhe soccer already draws money
from the athletic department, any amount that eaaduled back into the budget could
help alleviate an athletic department’s dependendde university’s academic revenue.
For example, the use of a personal brand for @ @s was discussed above could be
used as a way to create a unique atmosphere spoining event. This is also a way to
generate outside revenue (beyond ticket sells)ishatique to the sport and team. This
team identity would be something that is persoalédwing for universities to sell this

merchandise at the events. Marketing events focasddmilies could also provide
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revenue. For example, teams could offer a freedyptbm the concession stands for
every kid who attends the game. While money woeldbist on the cost of each hotdog,
one could expect a rise in amount of drinks bodigimh the concession stands. This may
also increase the amount of families in attendaocgributing to the amount of revenue
generated from ticket sales.

The use of Consumer Choice Theory allowed the rekeato examine the
impact of different variables on acquisition oflegle soccer events. By understanding
how these different variables affect attendancestaithletic departments can plan for
games that are projected to attract fewer fandoBysing on controllable components,
like those that fall under the social variable, keting departments can try and alleviate
the decrease in fans attendance for games thatlsssmttractive. The use of this theory
provided the study with an understanding of howflixgtuation of attendance throughout
the course of the season was affected by varidhe¢shanged from game to game. This
broadened the overall understanding of what fansepeed as important in their
consumption of soccer games and what observablahathpact on their attendance. By
using this theory in continued studies on collegecer matches, the results of this study
could be expanded upon by observing the effedt@¥ariables in further detail and
providing more information to the study by increwsthe variation of the data observed

(example the quality of the team, new opponents,.¢t

Limitations

There were limitations to consider for this typaedearch. This information was

not comparable to all intercollegiate soccer duthéofact that the study only examined
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men’s soccer games and excluded women’s gamese$harch also was not
transferable to pro or high school athletics duthé&ofact that an assumption cannot be
made that the fan demographics are the same atatitflevels of the sport. Clemson
University also creates a bias due to the strosipty and support for the soccer
program; experiences at other schools may differtdypast circumstances and
performances.

While the questionnaire was presented to fansetydvome game, the
guantitative study did not allow for fans to fulpress what they feel influences their
decision to attend games. The questionnaire algob@anissing variables that fans find
important but were address by the study. Only cedamponents were examined in
relation to attendance. While the study based tlestipnnaire off of questions and
models in the field, there was always the chancabigs were left out of the study.
Since the survey could be taken to fan’s seatstounes fans had about the survey may
have not been answered leading several fans tourately respond to questions due to
confusion. Since there was a time limitation plagpdn this study (only one season)
these motivations may only be relevant to the 2ZH#50n and may not represent other
years. This information will require further resgato discover if these are motivations
that are consistent with this fan base.

Efforts were made to limit these errors and prowiddormity throughout the
study; however human error was a possibility. Tutentially excluded other physical

variables that might have an impact on attendauack as other sporting events occurring
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on campus at the same time. The study was not@leleninate all outside influences
that could have impacted a fan’s decision to attend

While the limitations that affected this study sliblbe taken into consideration,
the researcher was confident in the results pratiu® using a large sample size of 425
participants and a response rate of about 50%gdberacy of the results was presumed
to be reliable. Precautions were also used to @&seréhe accuracy of the study by
modifying the research off of a previous study aatdd by Al-Thibiti (2004). Even
though each fan base was different and an undeistaof fans should be conducted at
every university, this information can provide atid departments with a better

understanding of the rise and fall of attendanceutjhout the course of a season.
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APPENDIX 1

Research Survey

What impacts your decision to attend a soccer gdptesse rank them in order from 1 to 8:
(1 having the most influence and 8 having the JeBbtase do not repeat numbers.

The weather

The temperature

The opposing team

The team’s current winning percentage

Give-a-ways (ex: scarves)

If my friends attend

What day of the week it is (ex: Monday, Tuesdag,.pt

The game’s kick-off time

Please rate how strongly you agree or disagreeesith of the following statements by placing
a mark in the appropriate box:
| attend soccer games...:

aalbesig
Albuons
aalbesig
[eanaN
9010y
2alby Abuons

Because | consider my-self a soccer fan

When the home team is likely to win

To watch the opposing team

To watch star players

Depending on the start time of the match

Because | like the sport

Only if the weather is nice

No matter what the temperature is outside
If the temperature outside is not too cold
Only when the home team is ranked

When | expect the stadium atmosphere to be exciting

When the home team has a positive winning percentag

For the give-a-ways and promotions (ex: scarves)

When the opposing team is ranked

If the temperature outside is not too hot

When the game starts later in the day

Depending on the day of the week

Only if the game is on a weekend date (Friday, i8aty Sunday)




Please rate how strongly you agree or disagreeemith of the following statements by placing
a mark in the appropriate box:
| attend soccer games...:

O 9|35 | 2|9
= ) Q S
29 o | B g |2
€Sg (g2 |° |3
o= | @ =
o< | o | ® <
@ >

S Q

Q

®

o

To spend quality time with my friends and family

To seek excitement

To get away from my everyday routine

For the artistic value of the game

To increase my self esteem

To occupy my free time

To enjoy the game environment

For the beauty of the game
To see my team win

To keep me busy

To be with other people

For the opportunity to forget about my stress

To see a good performance by players during matches
Because | enjoy all sports

To interact with others

To avoid the hustle and the bustle of daily adbeit

To relax

To watch the high level of skills shown by players
To kill time

To gain a feeling of belonging

To be entertained

To support someone | know on the team

For the pleasure | experience during the sport game
To relieve tension

To use it as a form of recreation

Please answer the following, as it applies to you.
Are you an active member of Clemson University? ~ dShi [ Faculty/staff  [] N[

Have you taken this survey before? Yes 3 No ]

Please indicate how you attended the game today: asofEeTicket:I Advance Ticket[_] Other:
Sales

Gender: Male [ Female 3

Age:

How many people did you come with today?




Appendix 2

Factorial Analysis of Survey

The Extracted Factors From The FMS

Ttems

Components

20.

2

25

4,

26.

18.

the high level of skills shown by plavers.
the beauty and grace of the game.

~my high regard of sport games.
14
13

because I care about sport games.

the good performance by plavers during
matches.

the artistic value of the game.

for the pleasure I experience during the sport
games.

to avoid the hustle and the bustle of daily
activities.

7. to relieve stress and tension.

_the opportunity to forget about my problems.
. to make me feel good.

_to relax.

_to kill time.

. just to keep me busy or occupied.

to occupy my free time.

. becavse | am bored of other things in life.
. toincrease my self-esteem.
. to interact with others.

to spend quality time with my friends and family.
. to be with other people.
. to be entertained.
7.to have a good time.

to seek excitement and stimulation.
to get away from mv evervday routine.
to be in a friendly environment of the games.

741
696
638
361

3

1




Appendix 3

Clemson Men'’s 2012 Season Schedule and Results

; Time

Campbell , RECAP
Tue, Aug 14 (Exhibition) Clemson, SC 7:00 p.m. B
Sat, Aug 18 Wofford (Exhibition) Clemson, SC  7:00 p.m. RECAE
Fri, Aug24 USC Upstate Clemson, SC 7:00 p.m L-0(W
' ’ ' T STATS
| : . _ 0-0(T) 20T
Mon, Aug 27 Davidson Davidson, NC  7:00 p.m. STATS
. . Bloomington, ) 0-3(L
Fri, Aug 31 Indiana IN 7:30 p.m. STATS
Sun, Sep 02 Notre Dame :3I\I|oom|ngton, 11:30 a.m. 1L
. . , 1-1(T) 20T
Fri, Sep 07 Wake Forest Clemson, SC 7:30 p.m. STATS
Mon, Sep 10 UAB Clemson, SC  7:00p.m L il
' ’ ' T STATS
Fri, Sep 14 Duke * Durham, NC  7:00 p.m Q-2(L
’ ’ ' T STATS
Tue, Sep 18 South Carolina Columbia, SC  7:00 p.m b 1d
’ ' ' o STATS
. North Carolina State , 2-1(W) 10T
Fri,Sep21 Clemson, SC 7:00 p.m. STATS
: o Charlottesville 2-0(W
* ’ o
Fri, Sep 28 Virginia VA 7:00 p.m. STATS
Greensboro, . 2-0(W
Tue, Oct 02 UNC Greensboro NC 7:00 p.m. STATS
Fri,Oct05 North Carolina*  Clemson, SC  7:00 p.m S
' ’ ' T STATS
. _ 2-3(L)OT
Tue, Oct 09 Furman Greenville, SC  7:00 p.m. STATS
Sat, Oct 13 Boston College * Newton, MA 7:00 p.m. R e
Tue,Oct 16 Gardner-Webb Clemson, SC  7:00 p.m -0 (W
’ ’ ' T STATS



Fri,Oct 19 San Diego State* Clemson, SC

Sat, Oct 27 Maryland * College Park,
MD
Thu, Nov 01 Virginia Tech * Clemson, SC

Boston College -
Tue, Nov 06 ACC Tournament Clemson, SC
Quarterfinals

Maryland - ACC Germantown,

Fri, Nov 09 Tournament Semifinal MD

0-1(L)OT
STATS

2-2(T) 20T
STATS

3-0(W
STATS

0-0(T) 20T-
Clemson
7:00 p.m. advanceson PKs,
31
STATS

1-2(L)OT
STATS

6:00 p.m.
7:00 p.m.

7:00 p.m.

8:00 p.m.



Appendix 4

Clemson Men'’s Soccer Observable Data 2012

Opp-
Rank
Opp (0=no Clem-
Game Date game results  Attendance Opponent record rank) Record
Exhibition
1 Tuesday, August 14, 2012 T1-1 Campbell
Exhibition
2 Saturday, August 18, 2012 L 0-1 Wofford
1 Friday, August 24, 2012 W 1-0 802 USC Upstate 20 0 0-1-1
2 Friday, September 07, 2012 T1-1 4631 Wake Forest 3-0 14 1-2-1
Monday, September 10, University of Alabama-
3 2012 0-2 395 Birmingham 2-2-1 24 1-3-1
4 Friday, September 21, 2012 W 2-1 (OT) 911 NoriinoGna State 6-2 0 1-5-2
5 Friday, October 05, 2012 2-1 (OT) 1327 UniversityNorth Carolina 8-1-1 6 4-5-2
6 Tuesday, October 16, 2012 5-0 396 Garden-Webb -139 0 4-7-3
7 Friday, October 19, 2012 L 0-1 (OT) 1123 San DiState 5-6-2 0 5-7-3
Thursday, November 01,
8 2012 W 3-0 1602 Virginia Tech 6-8-3 0 5-8-4
Tuesday, November 06, W 0-0 (OT) PK
9 2012 (3-1) 968 Boston College 8-5-4 24 6-8-4



Appendix 5
Equipment:
Two counters were needed to keep an accurate obtants as they enter Historic Riggs Field at twole gamesSurveys were passed

out as fans walked into the stadium and pickedtunakh time or after the game.

Schedule

Sept| Oct | Nov | Dec | Jan| Feb| March | April | May

Write
Proposal

Propose
IRB

Collect
Data
Analyze
Data

Write
Defend
Graduate
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