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Abstract

Examining fan satisfaction can help a sport organization evaluate their services. This study analyzes 
factors that influence satisfaction of fans at Division II basketball games. Fans (n = 144) at Indiana Uni-
versity of Pennsylvania men’s and women’s basketball games were randomly approached and asked 
to answer a questionnaire about their experiences during games. Ordered logistic regression was used 
to compute the results and an odds ratio was calculated to find the probability of changing a satisfac-
tion level. The results indicated that there were no statistically significant differences found between 
gender for any of the six dimensions of fan satisfaction. When examining the results by class standing, 
statistically significant results were more likely to be found from the responses of seniors than any other 
group. Juniors were also found to have responses related to the six dimensions produce statistically 
significant results. A large percentage of fans reported satisfaction with their spectator experience at 
basketball games. These results support the belief that fans who enjoy their experience at a facility are 
more likely to return. Future research should consider using a larger sample size and also compare re-
sponses from men’s to women’s basketball games.  
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1.Background/Introduction

Sponsors, employees, suppliers, fans and the 
community are all customers relevant to sport 
organizations (Van Leeuwen, Quick, & Daniel, 
2002). Providing good customer service is just 
as important for sport organizations as it is for 
any organization. The very nature of this industry 
encourages organizations to strive and achieve 
customer satisfaction.  

There are multiple benefits associated with at-
taining satisfaction from the spectators. Customer 
satisfaction is a major component in customer 
retention (Cronin, Brady, & Hult, 2000). Organi-
zations that are able to create environments and 
experiences that lead to high customer satisfac-
tion tend to have positive word-of-mouth and 
customer loyalty (Anderson, Fornell, & Lehm-
ann, 1994). This has been viewed to be true for 
spectator sports as well, as customer satisfaction 
levels have been used to predict a fan’s likelihood 
of attending a future sporting event (Kwon, Trail, 
& Anderson, 2005). Despite this knowledge, little 
research has focused on the core product such as 
team performance and services like facilities and 
concessions and how these might predict cus-
tomer satisfaction (Greenwell, Fink, & Pastore, 
2002).

Customer satisfaction is important for many 
reasons. First, since a customer’s satisfaction is 
their subjective judgement or perception, it is 
good criteria to use when an organization wants 
to evaluate their services (Cronin & Taylor, 
1992). The influence of different factors varies by 
person and situation. The second reason is due to 
the relationship between service quality and be-
havioral intentions (Cronin et al., 2000). Custom-

ers make service quality evaluations that lead to 
purchase intentions. Customer satisfaction levels 
have been found to influence customer loyalty 
and repeat business (Oliver, 1997; Cronin & Tay-
lor, 1992). This idea was confirmed by Wakefield 
and Blodgett (1996) when they found that future 
purchase intentions of fans in football, baseball, 
and casino settings were influenced by their satis-
faction with the service environment. Therefore, 
they concluded that customer satisfaction can not 
only be used to evaluate service quality, but pre-
dict repeat business.

The purpose of this study is to analyze factors 
that influence fan satisfaction at Division II bas-
ketball games. The research questions are as fol-
lows:
1. Are there significant differences in satisfac-

tion between gender and class ranking based 
on these six dimensions: Desire to Stay; Team 
Loyalty; Stadium Parking; Stadium Cleanli-
ness; Fan Control; and Food Service?
a. Are there differences between males and fe-

males?
b. Are there differences between students based 

on class standing?
c. Are there differences between students and 

community members?
1.1 Significance

Achieving customer satisfaction is important 
for sports organizations. Results from assessing 
customer satisfaction levels can be used to help 
organizations evaluate their services (Cronin & 
Taylor, 1992) and predict repeat patronage and 
customer loyalty (Oliver, 1997; Cronin & Taylor, 
1992). Despite this knowledge, little research is 
available that focuses on factors that influence 
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how a fan perceives a sporting environment and 
the impact this could have on their level of fan 
satisfaction.

Some research is available studying Division 
I football, professional baseball in Japan and the 
United States, rugby in Australia, and football in 
Greece. This study contributes to previous litera-
ture by analyzing fan perceptions of a Division II 
basketball sporting event in Western Pennsylva-
nia.

2.Review of Literature/ Purpose

The importance of understanding customers 
is not unique to just one industry. The competi-
tive nature of the service industry necessitates 
the need for excellent service quality (Johnston, 
1987).  The hospitality industry must also consid-
er factors that contribute to customer satisfaction. 
A restaurant’s survival, for example, is based on 
whether or not they can create a loyal customer 
base. Benchmarking to develop standards takes 
place in the hospitality industry and also in the 
sports industry. It is important for establishments 
that focus on service quality to assess themselves 
and their competitor’s achievements on a regular 
basis as part of the benchmarking process (Tobin 
& Huffman, 2006). Among hospitality industry 
analysts, there is a general consensus that a cus-
tomer’s overall view of service quality is one of 
the most important factors in determining their 
customer satisfaction (Tobin & Huffman, 2006).    
2.1 Motives for Attending Sporting Events

Sports are about the experience.  Fans attend 
games for various reasons from trying to satisfy 
personal needs to gaining other benefits (Gencer, 
Kiremitci, & Boyacioglu, 2011). Fan motives 

can be linked to satisfying the need of vicarious 
achievement, aesthetics, drama, escape, gathering 
knowledge, quality of participant’s skill level, en-
tertainment, and social interaction (Trail & James, 
2001). Fans who attend games with the motive 
of vicarious achievement likely experience feel-
ings of self fulfilment, self-esteem, and prestige. 
These fans believe they deserve to feel this way 
because of the time and money they spend at 
games (Gencer et al., 2011). Fans who are mo-
tivated by aesthetics like the agility and artistic 
movements of games and that is why they attend. 
The motive for escape allows individuals who 
are unhappy with life at home or work to forget 
about the issues for a little while as they attend 
the game. Fans seeking vicarious achievement 
may be looking to escape their daily life routine 
and watch the artistic displays of the game in a 
social setting with others (Gencer et al., 2011).  
Gencer et al. (2011) conducted a study using the 
Motivation Scale for Sport Consumption (Trail & 
James, 2001) and the Points of Attachment Index 
(Trail, Anderson, & Fink, 2003). After surveying 
197 professional basketball spectators in Turkey, 
Gencer et al. (2011) suggested that aesthetics and 
escape are the dominant motives for attending, 
and that the game was the main point of attach-
ment for fans.
2.2 Customer Satisfaction

One way organizations might achieve higher 
satisfaction would be to increase their customer 
service for fans. Findings by Cronin et al. (2000) 
suggest that service quality and service value 
lead to satisfaction. This conclusion was reached 
after performing two studies that investigated six 
different service industries: spectator sports, par-
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ticipation sports, entertainment, health care, long 
distance carriers, and fast food. These industries 
were chosen for their diversity.  Quota sampling 
was used to account for age, gender, and ethnic 
background. Participants were asked to partici-
pate if they had had multiple experiences in the 
industry. Achieving customer satisfaction is im-
portant for sports organizations. Results from as-
sessing customer satisfaction levels can be used 
to help organizations evaluate their services (Cro-
nin & Taylor, 1992) and predict repeat patronage 
and customer loyalty (Oliver, 1997; Cronin & 
Taylor, 1992). Despite this knowledge, there is 
little research available that looks at how a cus-
tomer perceives a sporting environment and the 
impact this could have on their level of customer 
satisfaction.

In order to stay competitive, organizations are 
focusing on improving their service quality and 
customer satisfaction to retain customers (Ko & 
Pastore, 2007). To increase customer satisfaction, 
organizations must provide high quality services 
consistently. In addition to determining how sat-
isfied a customer is, it is important to understand 
why a customer is satisfied (Van Leeuwen et al., 
2002). Attendance at professional team events is a 
popular activity and fans are instrumental in gen-
erating revenue for an organization. Van Leeuwen 
et al. (2002) created the conceptual Sport Specta-
tor Satisfaction Model (SSSM) to identify deter-
minants of customer satisfaction and how these 
interact to influence satisfaction. The SSSM ac-
counts for the influence of club identification and 
the win/lose phenomenon and demonstrates that 
satisfaction is a resultant of the core product and 
peripheral dimensions. The SSSM has helped to 

further educate professionals on the satisfaction 
of game attending professional sport fans (Van 
Leeuwen et al., 2002).   

Oliver (1980) proposed what he called the 
Expectancy-Disconfirmation model which stated 
that customer satisfaction or dissatisfaction is 
how a consumer perceived the performance of a 
service versus their expectations.  Satisfied cus-
tomers’ perceived performance of a service is 
greater than their expectation. Dissatisfied cus-
tomers have not had their expectations met or ex-
ceeded (Tsuji, Bennett, & Zhang, 2007). 

Yu et al. (2014) studied the relationship be-
tween service quality, perceived value, customer 
satisfaction, and behavioral intentions to gather 
information to provide worthwhile services to 
older adult consumers, specifically in sport and 
fitness centers. A convenience sampling method 
was used in a sport and fitness center in Seoul, 
South Korea to gather survey responses (Yu et al., 
2014). Of the 203 responses to 55 items, 45.8% 
were from males and 54.2% from females (Yu 
et al., 2014). Results of this study demonstrated 
that perceived value was directly impacted by 
service quality. Perceived value had direct and 
indirect effects on future purchase intentions. 
Additionally, service quality directly affected 
customer satisfaction.  Perceived value was also 
directly found to affect customer satisfaction and 
future purchase intentions. Service quality did not 
though, have a direct effect on future purchase 
intentions. In this study, customer satisfaction 
seemed to have a stronger impact on loyalty, 
which increases repurchase intentions, than ser-
vice quality or perceived value (Yu et al., 2014).
2.3 Tools for Measuring Quality
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Services are unique when it comes to defining 
quality. Services are intangible, heterogeneous, 
and produced and consumed at the same time 
(Chelladurai & Chang, 2000). These character-
istics magnify the importance of the interactions 
between customer and service employees during 
the production and consumption of the service 
(Chelladurai & Chang, 2000). Chelladurai and 
Chang (2000) proposed an outline for under-
standing sport service quality from three view-
points: targets of quality, standards of quality, and 
evaluators of quality. The framework can be used 
to benchmark the operations of an organization 
and identify and eliminate defective elements in 
the service process (Chelladurai & Chang, 2000). 
Service quality is one factor that influences long-
term profitability of an organization (Parasura-
mam, Berry, & Zeithaml, 1985). Service quality 
that is perceived as high can increase customer 
satisfaction, loyalty, and retention, all of which 
can create revenue for an organization (Zeithaml, 
Parasuraman, & Berry, 1996). For an organi-
zation, it is more economical to retain current 
customers than it is to attract new ones. Previ-
ous research has linked both service quality and 
satisfaction and satisfaction and organizational 
success, so managers should continuously look 
for and implement procedures that evaluate and 
improve the services for their customers (Tsuji et 
al., 2007).

Howat, Absher, Crilley, and Milne (1995) 
studied dimensions of customer service quality 
with the use of the Centre for Environmental and 
Recreation Management Customer Service Qual-
ity (CERM CSQ) questionnaire in leisure centers. 
Data from 15 leisure centers in Australia that 

used the CERM CSQ in 1994 were compared by 
Howat et al. (1995). They concluded that a four-
dimension model could be appropriate for Austra-
lian sport and leisure centers (Howat et al., 1995). 
According to Berry and Parasuraman (1991), 
customer service quality can be broken down into 
five dimensions: reliability, empathy, responsive-
ness, assurance, and tangibles. The most impor-
tant dimension of quality from these is reliability 
or delivering a service in a trustworthy and ac-
curate manner (Berry & Parasuraman, 1991). A 
customer’s expectations range from a level that is 
just adequate to a level they hope to experience. 
Even though a certain level might be desired by 
a customer, a lower level of service could be ac-
cepted if it falls within their zone of tolerance. A 
customer’s tolerance can be influenced by their 
previous experiences, word of mouth, and other 
similar services offered (Howat et al., 1995). 
Managers can use the CERM CSQ to measure 
their customer’s desired level of service com-
pared to the center’s performance (Howat et al., 
1995).

The Scale of Service Quality in Recreational 
Sports (SSQRS) was created to evaluate par-
ticipant’s perceptions of quality in recreational 
programs (Ko & Pastore, 2005). It includes items 
that represent four dimensions of service qual-
ity: program quality, interaction quality, outcome 
quality, and physical environment (Ko & Pastore, 
2005). The instrument also includes a section 
on customer service. Strong evidence is avail-
able that supports the validity and reliability of 
the SSQRS and satisfaction scale (Ko & Pastore, 
2005). Managers that use the SSQRS can help 
their programs improve what they offer and retain 
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current customers (Ko & Pastore, 2007).
Ko, Zhang, Cattani, and Pastore (2011) pro-

posed a conceptual model called the Model of 
Event Quality for Spectator Sports (MEQSS) to 
help understand service quality at major sport-
ing events. The model was primarily proposed 
for Major League Baseball, but it was expected 
that it would be used for other compatible sports 
(Ko et al., 2011). It was developed using multiple 
focus group interviews and a literature review. 
The measurement tool, Scale of Event Quality for 
Spectator Sports (SEQSS) was created to test the 
MEQSS model. The results of this study provide 
managers with a valid and reliable framework 
tool to gauge service quality perceptions of con-
sumers (Ko et al., 2011). This model and scale 
can be used as a diagnostic tool to identify ser-
vice strengths and weaknesses of an organization 
and provide areas for improvement (Ko et al., 
2011). 

Tsuji et al. (2007) studied the relationships 
between service quality, satisfaction, and future 
attendance intentions at action sports events, such 
as skateboarding, BMX bike riding, and snow-
boarding. The Gravity Games in Cleveland, Ohio 
had 2,297 attendees participate in this empirical 
evidence collection. Survey data was collected 
over the five-day event at various locations and 
places throughout the venue. The instrument used 
was called the Scale of Gravity Games (SGG) 
and included core service quality, peripheral 
service quality, satisfaction, and future intention 
constructs (Tsuji et al., 2007). Their results sug-
gested that core service quality is the greatest 
factor in predicting fan satisfaction levels. This is 
contradictory with previous results demonstrated 

by Greenwell et al. (2002). The difference could 
be equated to the uniqueness of action sports and 
their consumers (Tsuji et al., 2007).

Yoshida and James (2011) attempted to create 
a tool to measure aesthetic, technical, and func-
tional dimensions of service quality. Survey items 
were from other researchers’ questionnaires and a 
thought-listing task with 40 college undergradu-
ate students. The first data collection of fans took 
place at a professional baseball game in Tokyo. 
After using a proportionate sampling method and 
removing inadequate responses, 283 responses 
were analyzed (Yoshida & James, 2011). The 
second data collection of fans at two Division 1-A 
college football games in the United States were 
conducted before the game around the stadium.  
Survey answers from 343 participants were used 
for analysis (Yoshida & James, 2011). The survey 
results suggested that service quality dimensions 
should include the difference between aesthetic 
and functional quality (Yoshida & James, 2011). 
It was also concluded that technical quality can 
be viewed as a construct composed of opponent 
characteristics and player performance in North 
America (Yoshida & James, 2009). Managers can 
use this model to understand how service quality 
can be improved in the future.
2.4 Facility

Fans have started to expect comfort and con-
venience at the facilities they visit. These expec-
tations are making it necessary for team owners 
to build and renovate their stadiums. A poor fa-
cility, whether in design or construction, is often 
blamed for attendance and revenue shortcomings. 
Stadium atmosphere and amenities have been 
blamed for low attendance (Cannella, 1999). 
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When a fan purchases a ticket, this includes the 
intention to be at a facility for an extended pe-
riod of time (Wakefield & Sloan, 1995). This is 
why the potential exists for the stadium to play 
a substantial role in how much fans enjoy their 
experience. It has been suggested that spectators 
who enjoy their time in a facility are more likely 
to want to return and spend more time, while dis-
satisfied spectators are likely to want to reduce 
their time spent in the facility perhaps leading to 
them leaving early and never returning (Wakefield 
& Sloan, 1995). Findings from their research of 
1,491 fans at five stadiums suggest that effec-
tive stadium design and management can lead to 
maximizing and achieving capacity and therefore, 
increasing the financial bottom line (Wakefield 
& Sloan, 1995). The stadium surroundings play 
a role in determining fans’ attendance intentions 
(Wakefield & Sloan, 1995).

Greenwell et al. (2002) looked at the influ-
ence physical facility elements had on customer 
satisfaction and the influence of the facility rela-
tive to core product and service personnel. The 
final sample size of participants was 218 and in-
cluded fans from a minor-league ice hockey game 
(Greenwell et al., 2002). Greenwell et al. (2002) 
proposed that customers’ perceptions of the facil-
ity, as a whole, predicted customer satisfaction, 
and that individually, attributes had very little 
impact. Scoreboard quality was the only element 
that uniquely predicted customer satisfaction. 
These results are consistent with research by Hill 
and Green (2000), that found that the facility as 
a whole predicted return intentions. Fans in their 
study did not use individual attributes to deter-
mine their satisfaction, but instead looked at the 

facility as a whole (Hill & Green, 2000).
Wakefield, Blodgett, and Sloan (1996) con-

ducted a study to provide facility managers with 
a reliable survey tool to determine how fans 
perceive the facility. Many franchises have been 
willing to spend large sums of money on new 
stadiums and renovations over recent years.  In 
some instances, managers might not be aware of 
needed facility improvements because they have 
become accustomed to conditions found in the 
stadium. Ambient conditions like temperature, air 
quality, noise, and odors were not measured be-
cause they are usually hard to gauge and are un-
able to be controlled by management (Wakefield 
et al., 1996). Data collection of adult fans took 
place at two college football games using a sur-
vey. This study demonstrated that the most sub-
stantial factor that influenced fans’ liking of the 
sportscape was whether or not they felt crowded 
(Wakefield et al., 1996). The other major factor 
was the aesthetic quality of the stadium. Often, a 
fan bases their first impression of a service pro-
vider on the appearance of the stadium (Wakefield 
et al. 1996).
2.5 Core Product

Yoshida and James (2010) conducted a study 
to view “relationships between service quality, 
core product quality, game and service satisfac-
tion, and behavioral intentions.” In that study, 
the core product was broken into two constructs: 
team characteristics and player performance. 
Team characteristics are the customer’s percep-
tion of the home and away teams based on their 
standings, winning percentages, number of star 
players, and team history. Player performance 
includes the fan’s perception of a player’s physi-
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cal and technical ability to perform well, play 
hard, and make exciting plays (Yoshida & James, 
2010). In regard to a customer’s satisfaction, it 
is believed that a fan’s perception of the core 
product influences their game satisfaction. Yo-
shida and James’s (2010) study was conducted 
in a professional sport setting in Japan and at a 
college setting in the United States. Participants 
were 283 fans at a Japanese professional base-
ball game and 343 fans who had attended two 
Division 1-A college football games participated 
(Yoshida & James, 2010). Based on Yoshida and 
James’s (2010) results, they suggested that the 
atmosphere is responsible for a sense of excite-
ment resulting from the core product. Therefore, 
they recommend game atmosphere be promoted 
in conjunction with the core product (Yoshida & 
James, 2010). Applying this knowledge may help 
sport marketers satisfy and retain their customers.  
2.6 Service Personnel

Service personnel are the employees that come 
into contact with customers. These employees 
facilitate actions that either add or detract from 
the fan’s game experience (Greenwell, Fink, & 
Pastore, 2002). The quality of service employees 
provide in various instances has been tied to their 
performance evaluations and compensation pack-
ages. This is due to the assumption that improve-
ments in fan perceptions of quality, value, and 
satisfaction during a service encounter will lead 
to favorable outcomes (Cronin et al., 2000). In 
sports, these personnel can be ticket sellers, con-
cessionaires, merchandisers, ushers, and customer 
service representatives.

Athanasopoulou, Skourtis, Zafeiropoulou, 
Siomkos, and Assiouras (2012) focused their re-

search on the importance of facilities and staff for 
football fans. Their structured questionnaire was 
completed by 312 participants during two match-
es of Superleague football games in Athens and 
Tripoli. Twenty items were used to measure the 
dimensions of staff and facilities for fans and the 
results suggested that factors relating to staff and 
quick and easy access were more important to 
respondents than facility factors (Athanasopoulou 
et al., 2012).

Fans expect that employees will display a 
proper attitude towards them, will have expertise 
in their job area, and will behave in an appropri-
ate manner. Fans are likely to have a positive 
perception of their interaction with the staff when 
employees react to fan’s questions, problems, and 
concerns promptly (Ko & Pastore, 2007). These 
conclusions were drawn after mean scores for cli-
ent-employee interaction and inter-client interac-
tion were calculated (Ko & Pastore, 2007). These 
scores were based on a convenience sampling of 
241 individuals that regularly participated in a 
campus recreation program at a university (Ko & 
Pastore, 2007).

Situations where fans are abusive and of-
fensive towards other fans must be handled by 
stadium management and personnel. By carefully 
monitoring fan behavior and acting on uncom-
fortable situations appropriately, negative expe-
riences for fans can be prevented (Wakefield & 
Sloan, 1995).
2.7 Team Loyalty

Team loyalty is devotion to a specific team 
based on the fan’s interest in the team over a 
period of time (Wakefield & Sloan, 1995). The 
purpose of their study was to explore the effects 
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of crowding, food service quality, fan behavior 
control, stadium parking, and stadium cleanliness 
on fans’ desire to stay at a stadium and future at-
tendance intentions. These researchers adminis-
tered a survey at five football games and analyzed 
the data of 1,491 respondents using the covari-
ance structural modeling method. According to 
their results, team loyalty plays the biggest role 
in determining a fan’s desire to be at a stadium 
(Wakefield & Sloan, 1995). This desire influences 
their perception of customer service and there-
fore, satisfaction. Team loyalty can be increased 
through effective promotion of game excitement, 
accessibility of team members to fans, and dis-
counted tickets (Wakefield & Sloan, 1995). This 
study provides management with a tool to main-
tain customer satisfaction and increase attendance 
(Wakefield & Sloan, 1995). 

Fans attend games for different reasons. De-
veloping a fan base that is willing to consistently 
return or purchase the product or service is a goal 
for all sport organizations (Yoshida, Heere, & 
Gordon, 2015). Since teams cannot guarantee a 
winning performance, it is important to under-
stand why fans make repurchase decisions (Yo-
shida et al., 2015). The purpose of Yoshida et al.’s 
(2015) study was to examine the effects of team 
identification, points of attachment, satisfaction, 
and behavioral intentions toward repeat purchase 
intentions using a longitudinal approach. Ques-
tionnaires were distributed to fan loyalty program 
members in a Japanese professional soccer club 
before the game and netted 233 usable responses. 
Results suggested that team identification posi-
tively influenced behavioral intentions and that 
team identification exerted a greater influence on 

behavioral intentions than the satisfaction dimen-
sions of game satisfaction and service satisfac-
tion. Results of this study were in conflict with 
those of previous research on consumer behavior 
theories.

A loyal fan does not desert the team in losing 
years.  Team loyalty is an important factor in why 
spectators attend sporting events. Loyalty is to a 
team rather than the venue. Hill and Green (2000) 
consider loyalty to be a pre-existing condition be-
cause fans bring a certain amount of loyalty with 
them to the facility. Their study examined the im-
pact of stadium factors on attendance intentions 
at three rugby league venues, accounting for team 
loyalty and involvement (Hill & Green, 2000). 
The sample for analysis consisted of responses 
from 530 Australian adults.  These researchers 
concluded that loyalty and psychological involve-
ment significantly predicted attendance intentions 
for fans (Hill & Green, 2000).
2.8 Crowding

Poorly designed stadiums can leave spectators 
feeling crowded. Crowding has been described as 
a negative response to the physical surroundings 
and can directly influence a spectator’s satisfac-
tion (Wakefield & Sloan, 1995). The design of 
the aisles, seats, and concourse areas can directly 
negatively or positively influence evaluations 
and feelings toward the sportscape (Wakefield & 
Sloan, 1995). Spectators that feel uncomfortable 
due to their proximity to other spectators or feel 
hampered trying to enter and exit the stands, rest-
rooms, and or concession areas may wish to stay 
in their seat and possibly never return (Wakefield 
& Sloan, 1995). Wakefield and Sloan (1995) 
gathered survey responses of stadium factors at 
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five different Southeastern Conference football 
stadiums during games. A systematic random 
sampling method was used and garnered 1,491 
responses for analysis. Their results demon-
strated that when compared to other stadium fac-
tors, such as parking and cleanliness, perceived 
crowding had the strongest effect on fans’ desires 
to stay or leave the facility (Wakefield & Sloan, 
1995).  Reconfiguring seating in facilities to pro-
vide more aisles and knee and elbow room may 
help reduce the crowding effect.  

Hui and Bateson (1991) directed an experi-
mental study to test if consumer’s perceived 
control in a service encounter had a considerable 
impact on the service experience. Hypothetical 
consumers were shown on slides to the partici-
pants in a bank and bar setting during experi-
mental sessions. These sessions produced 107 
responses for the bank setting and 112 for the 
bar example. Their results showed that perceived 
control was a powerful concept when explaining 
the consumer’s reaction to consumer density in 
the service environment (Hui & Bateson, 1991).  
The results also suggested that perceived crowd-
ing by the consumer can be lowered if some 
control is returned to the consumer and choices 
are given (Hui & Bateson, 1991). These findings 
are relevant to the current study since a survey 
question authored by Hui and Bateson (1991) is 
included in the current instrument.
2.9 Other Relevant Factors to Consider.
2.9.1 Parking

The availability of parking, proximity to the 
stadium, and “exitability” of parking can enhance 
or detract from the entire experience at a facility 
(Wakefield & Sloan, 1995). If excessive amounts 

of time are needed to search for and walk from a 
parking space, fans may start to get agitated. Any 
major problem a fan might experience before the 
game starts could negatively influence their entire 
evaluation of the sportscape (Wakefield & Sloan, 
1995). Fans that know they will be able to leave 
easily after the game because of options like mass 
transportation shuttles, may be less likely to leave 
early (Wakefield & Sloan, 1995).
2.9.2 Cleanliness

Stadium cleanliness is a function of service 
levels, but can also be the result of a facility’s 
architectural design and age. The general ap-
pearance of a facility can directly influence fans’ 
perceptions of the stadium (Wakefield & Sloan, 
1995). If a stadium has limited or non-existent 
monitoring of facilities during the event, areas 
that become trashed may cause fans to not use 
them and cause dissatisfaction (Wakefield & 
Sloan, 1995). Cleanliness has been found to be 
an important factor in other retail settings, but in 
stadiums, fans may not expect them to be as clean 
as other places (Wakefield & Sloan, 1995). Man-
agement can increase the satisfaction of fans by 
exceeding their expectations in this area. Clean-
liness can be particularly important to mothers 
of young children who do not wish to have to 
subject their child to a dirty facility (Wakefield & 
Sloan, 1995).  
2.9.3 Food Service

Food service is an important aspect of revenue 
sources. Fans are usually in a stadium for three or 
more hours for a game. The quality of food items 
available to fans can add or subtract to a fans’ 
experience (Wakefield & Sloan, 1995). Items 
can range from snacks like popcorn and peanuts 
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to hotdogs, hamburgers, ice cream, soft drinks, 
and beer. The food’s taste is directly related to 
the quality of the product, but how fresh or warm 
something is can also impact quality (Wakefield 
& Sloan, 1995). It has been predicted that stadi-
ums with an excellent variety of items to choose 
from and good tasting food would boost the cus-
tomer experience (Wakefield & Sloan, 1995). 
Wakefield and Sloan’s (1995) research on this 
factor suggests that food service quality affects 
fans’ desire to stay at a stadium.

3.Methods

3.1 Participants
Participants for this study were male and 

female students of Indiana University of Penn-
sylvania (IUP) and community members that at-
tended IUP basketball games at the Kovalchick 
Convention and Athletic Complex (KCAC). Par-
ticipants were randomly approached and asked to 
answer questions about their experiences at the 
KCAC during these games and had to be 18 years 
of age or older to take the survey. No exclusions 
were made based on race or ethnicity. These par-
ticipants were randomly approached during bas-
ketball games played during February of the 2017 
season.
3.2 Procedures

This study was approved by the Indiana Uni-
versity of Pennsylvania Institutional Review 
Board. During basketball games in February 
2017, fans were randomly approached at various 

areas throughout the arena including the seat-
ing area, near the restroom exits, the concourse, 
and near the concession stands. Data collection 
took place before the game, during halftime and 
throughout the game by the primary investigator 
and multiple graduate students. These graduate 
students were trained on how to approach a fan 
and verbally explain the study.

Fans were asked to answer the questionnaire, 
using Qualtrics, a survey collection software, 
on an iPad. Each survey participant was asked 
to score their responses to questions about their 
experience using a Likert scale 1 to 5 unless oth-
erwise noted. All participation in this survey was 
voluntary and participants could stop at any time. 
The questionnaire began by verifying, through 
self-report, that the participant was at least 18 
years of age and then continued by collecting 
background information such as gender, class 
standing, ethnicity, education, and marital status. 
The proceeding questions asked about their desire 
to stay, team loyalty, stadium parking, stadium 
cleanliness, fan control, food service, crowding, 
and intentions to return. The survey, originally 
constructed and validated by Wakefield and Sloan 
(1995), was comprised of 16 questions and six of 
those questions were comprised of three subques-
tions (Figure 1). The questionnaire took no more 
than 5 minutes to complete. The participants were 
not asked for their names at any point during the 
study. Participant consent was implied by their 
willingness to complete the survey.
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Figure 1

Survey questions to evaluate fan satisfaction at Division II basketball games

1.Consent Form
□ Continue

2.Are you at least 18 years of age?
□ Yes      □ No

3.What is your gender?
□ Male   □ Female

4.What is your class standing?
□ Freshman
□ Sophomore
□ Junior
□ Senior
□ Graduate
□ Community Member

5.Ethnicity origin (or Race): Please specify your ethnicity.
□ White
□ Hispanic or Latino
□ Black or African American
□ Native American or American Indian
□ Asian / Pacific Islander
□ Other

6. Education: What is the highest degree or level of school you have completed? If currently enrolled, 
mark highest degree completed.
□ Some high school, no diploma
□ High school diploma
□ Some college credit, no degree
□ Trade/technical/vocational training
□ College Graduate

7. Marital Status: What is your marital status?
□ Single, never married
□ Married or domestic partnership
□ Widowed
□ Divorced
□ Separated
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Please rate your experience using the following 1-5 scale. 1= Not at all 5= Very true

8.Desire to Stay

a. I like to stay for the entire game.

□ 1     □ 2     □ 3     □ 4     □ 5

b. I enjoy spending time at this stadium.

□ 1     □ 2     □ 3     □ 4     □ 5

c. I like to stay at the stadium as long as possible.

□ 1     □ 2     □ 3     □ 4     □ 5

9.Team Loyalty

a. I am a loyal [home team] fan.

□ 1     □ 2     □ 3     □ 4     □ 5

b. I like to let people know that I am a [home team] fan.

□ 1     □ 2     □ 3     □ 4     □ 5

c. Win or lose, I’ll always be a [home team] fan.

□ 1     □ 2     □ 3     □ 4     □ 5

10.Stadium Parking

a. This stadium has ample parking.

□ 1     □ 2     □ 3     □ 4     □ 5

b. Stadium parking is easy to get out of after the game.

□ 1     □ 2     □ 3     □ 4     □ 5

c. Stadium parking is conveniently located.

□ 1     □ 2     □ 3     □ 4     □ 5

11.Stadium Cleanliness

a. This stadium maintains clean restrooms.

□ 1     □ 2     □ 3     □ 4     □ 5

b. This stadium maintains clean concession areas.

□ 1     □ 2     □ 3     □ 4     □ 5

c. This stadium maintains clean walkways and exits.

□ 1     □ 2     □ 3     □ 4     □ 5
12. Fan Control

a. This stadium makes certain that offensive fans are controlled.
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□ 1     □ 2     □ 3     □ 4     □ 5

b. This stadium monitors abusive fans.

□ 1     □ 2     □ 3     □ 4     □ 5

c. This stadium is concerned about controlling offensive fans.

□ 1     □ 2     □ 3     □ 4     □ 5

13. Food Service

a. This stadium offers a wide variety of food choices.

□ 1     □ 2     □ 3     □ 4     □ 5

b. This stadium offers good tasting food.

□ 1     □ 2     □ 3     □ 4     □ 5

c. I like the food offered at this stadium.

□ 1     □ 2     □ 3     □ 4     □ 5

14.Crowding 
 How accurately do the following words describe the stadium?

Confined

□ 1     □ 2     □ 3     □ 4     □ 5    □ 6     □ 7    □ 8

Stuffy

□ 1     □ 2     □ 3     □ 4     □ 5    □ 6     □ 7    □ 8 

Crowded

□ 1     □ 2     □ 3     □ 4     □ 5    □ 6     □ 7    □ 8

Cramped

□ 1     □ 2     □ 3     □ 4     □ 5    □ 6     □ 7    □ 8

Restricted

□ 1     □ 2     □ 3     □ 4     □ 5    □ 6     □ 7    □ 8

15.Attendance Intentions 

In the future, will your attendance at this stadium be:

Not at all                  Very Frequent

□ 1       □ 2       □ 3       □ 4       □ 5      □ 6      □ 7

16. Are there any other factors that influence your customer satisfaction while attending IUP basket-
ball games?
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3.3 Statistical Analysis
Ordered logistic regression was used to model 

the data.  The ratings are the response options 
from the Likert scale.  Specifically, for the rating 
of satisfaction the following odds were used:

θ 1 = prob (rating 1) / prob (rating > 1)
θ 2 = prob (rating 1 or 2) / prob (rating > 2)
θ 3 = prob (rating 1, 2, or 3) / prob (rating > 3)
θ 4 = prob (rating 1, 2, 3, or 4) / prob (rating > 4)
All of the odds are of the form:
 θ j = prob (satisfaction < j) / prob (satisfaction 
> j)
The ordinal logistic model is then:
 ln (θ j ) = β 0 + β 1  * gender + β 2  *  class stand-
ing + ε
Both the data visualization and statistical anal-

ysis were performed exclusively in R (R Core 
Team, 2017). For visualization done in R, the 
ggplot2 (Wickham, 2009) package was used. For 
building the ordinal logistic regression model, the 
R function “polr” in package MASS (Venables 
and Ripley, 2002) was applied. Descriptive sta-
tistics for the demographics of gender and class 
standing were also calculated.

4.Results

4.1 Response Rate
Surveys were completed by 170 fans at the 

Kovalchick Convention and Athletic Complex. 

Of those completed, 26 surveys were not included 
because of missing responses. Therefore, 144 sur-
veys were fully completed and deemed usable by 
the researcher. The overall usable response rate 
was 84.7 percent.
4.2 Demographics

Of the 144 participants in this study, 9.7% 
(n=14) were freshmen, 8.3% (n=12) were 
sophomores, 12.5% (n=18) were juniors, 18.1% 
(n=26) were seniors, 12.5% (n=18) were gradu-
ate students, and 38.9% (n=56) were community 
members. When comparing gender in this study, 
51.4% (n=74) participants were male, while 
48.6% (n=70) were female.
4.3 Analysis of the Six Dimensions: Desire to 
Stay, Team Loyalty, Stadium Parking, Stadium 
Cleanliness, Fan Control, and Food Service

In order to determine if there were any statisti-
cally significant differences between the respons-
es provided by each gender for questions relating 
to the six dimensions, p values, to determine sig-
nificance (p < .05), were calculated for each. Re-
sults from the analysis showed there were no sta-
tistically significant differences between gender 
for any of the six dimensions of fan satisfaction. 
The p values for each of the survey questions 
related to gender and satisfaction within the six 
dimensions are reported in Table 1.
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Table 1

Association between gender and fan satisfaction for survey participants (n = 144) at a Division II bas-
ketball game

Question p value

Q8_1 0.5134

Q8_2 0.5288

Q8_3 0.2242

Q9_1 0.6664

Q9_2 0.2436

Q9_3 0.9905

Q10_1 0.9982

Q10_2 0.0940

Q10_3 0.6030

Q11_1 0.9090

Q11_2 0.3876

Q11_3 0.9417

Q12_1 0.5248

Q12_2 0.6337

Q12_3 0.5828

Q13_1 0.6754

Q13_2 0.8348

Q13_3 0.8445

In order to help answer the research questions 
regarding satisfaction levels based on the popula-
tion’s class standing and community members, p 
values were once again reported for each of these 
groups. Table 2 lists which questions had a sta-
tistically significant difference (p < .05) between 
class standings, the significant class standing, and 
the p value.

In order to expand the findings from this sur-
vey and to provide a more in-depth analysis of 
fan satisfaction, an odds ratio was calculated to 

determine the probability of a group to change 
their satisfaction level. This was performed for 
the significant findings from the questions ref-
erenced in Table 2 with p < .05. Since customer 
satisfaction levels can be used to predict repeat 
patronage, the ability of a facility and its manag-
ers to increase a fan’s satisfaction level is impor-
tant to understand, as supported by Cronin and 
Taylor’s 1992 research on assessing customer 
satisfaction levels.



133JBSM Vol. 1, No. 2, 2020

Fan satisfaction at university basketball games

Table 2

Association between class standing and fan satisfaction for survey questions that have statistically sig-
nificant p values

Question Class Standing p value

Q8_1 Senior 0.0039

Q8_2 Senior 0.0011

Q8_3 Senior 0.0007

Q9_1 Junior 0.0120

Q9_1 Senior 0.0048

Q9_2 Junior 0.0428

Q9_2 Senior 0.0034

Q9_3 Junior 0.0475

Q9_3 Senior 0.0150

Q10_1 Senior 0.0067

Q10_1
Community 

Member
0.0151

Q10_2 Senior 0.0217

Q11_2 Senior 0.0151

Q11_3 Junior 0.0229

Q11_3 Senior 0.0050

Q12_1 Junior 0.0104

Q12_1 Senior 0.0020

Q12_2 Junior 0.0422

Q12_2 Senior 0.0033

Q12_3 Senior 0.0171

For question 8a, the probability for senior 
students to change their satisfaction level is only 
0.16 (16%) of the probability for other groups to 
change their satisfaction level with a 95% CI of 
0.046 to 0.55. The probability for seniors in ques-
tion 8b to change their satisfaction level is .11 
(11%) of the probability for all other class stand-

ings and community members to change their 
satisfaction level with a 95% CI of 0.025 to 0.391. 
For question 8c, seniors are 0.11 (11%) likely to 
change their satisfaction level compared to the 
probability of all other class standings and com-
munity members (95% CI, 0.029 to 0.385).

For question 9a the probability of juniors to 
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change their satisfaction level was 0.11 (11%) 
of the probability of any other group (95% CI, 
0.016 to 0.534), while for seniors the probability 
for them to change their satisfaction level is 0.09 
(9%) of the probability for the other groups (95% 
CI, 0.013 to 0.410). The probability for junior 
students to change their satisfaction level is 0.25 
(25%) of the probability for any other group to 
change their satisfaction with a 95% CI of 0.063 
to 0.926 for question 9b. For the same question, 
the probability for seniors to change satisfaction 
levels was 0.14 (14%) compared to the probabil-
ity for the other groups (95% CI, 0.037 to 0.506). 
For question 9c, the probability for juniors to 
change their satisfaction level is only 0.22 (22%) 
of the probability for other groups to change their 
satisfaction level (95% CI, 0.041 to 0.910). The 
responses from seniors in question 9c suggest that 
the probability of them to change their satisfac-
tion level is 0.16 (16%) of the probability of the 
other groups with a 95% CI of 0.032 to 0.643.

The probability of seniors in question 10_1 
to change their satisfaction level is 0.20 (20%) 
of the probability that the other class standings 
or community members will change theirs at a 
95% CI of 0.061 to 0.631. Community members’ 
responses for the same question indicate that the 
probability of them changing their satisfaction 
level is 0.26 (26%) lower than any of the student 
groups (95% CI, 0.086 to 0.758). Seniors have a 
0.23 (23%) probability of changing their satisfac-
tion levels compared to any other class standing 
or community members using a 95% CI of 0.065 
to 0.798.

For question 11b the probability of senior stu-
dents to change satisfaction levels is 0.19 (19%) 

of the probability for the other students or com-
munity members to change levels with a CI of 
0.045 to 0.696. Question 11c results indicated 
that the probability of juniors to change satisfac-
tion levels is only 0.13 (13%) of any other group 
to change their satisfaction level (95% CI, 0.017 
to 0.655). The probability of senior students to 
make a change in their satisfaction is only 0.09 
(9%) of the probability for others to change their 
satisfaction with a 95% CI of 0.012 to 0.411.  

For question 12a, junior students had a prob-
ability of 0.05 (5%) of changing their satisfac-
tion level compared to all the other groups (95% 
CI, 0.003 to 0.360). The probability of seniors 
to change their satisfaction for this question is 
only 0.03 (3%) when compared to the other class 
standings and community members with a 95% 
CI of 0.002 to 0.198. The probability of juniors 
to change their satisfaction level for question 12b 
is 0.20 (20%) of the probability for all other class 
standings (95% CI, 0.037 to 0.876). For question 
12b, the probability of seniors to move satisfac-
tion levels is 0.10 (10%) of the probability of any 
other class standing (95% CI, 0.020 to 0.431).

For question 12c, the probability of senior par-
ticipants to switch their satisfaction level is 0.19 
(19%) when compared to the probability for all 
other groups to change their satisfaction levels 
(95% CI, 0.044 to 0.705).

Wakefield and Sloan (1995) studied the same 
six dimensions as this study, to help gauge fan 
satisfaction and consequently their future at-
tendance intentions. They concluded that a fan’s 
attendance in the future is dependent on their 
entire experience.  Included in the study was a 
question concerning future attendance intentions. 
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The response frequencies and percentage of the 
population are displayed in Table 3. The response 
most often provided by participants for future at-

tendance intentions with 38.9 percent was a 7 (n 
= 56) on a 7-point Likert scale with 7 being con-
sidered “very frequent”.

Table 3

Frequencies and percentages of future attendance intention of fans (n = 144) surveyed during Division 
II basketball games

Survey Ranking Response Frequency Percent

1-Not at all 2 1.4

2 4 2.8

3 9 6.3

4 26 18.1

5 34 23.6

6 13 9.0

7-Very frequent 56 38.9

The mean score given was a 5.42 out of 7 (see Table 4). This suggests that many fans will likely re-
turn to this stadium in the future, but that there is room for improvement in their overall satisfaction.

Table 4

Mean (±SD) of attendance intentions of fans (n =144) surveyed during Division II basketball games

Mean Std. Deviation

Attendance Intentions 5.42 1.545

5.Discussion

5.1 Hypotheses Results
Before this study was conducted, hypotheses 

were made based on the research question for sub 
questions a, b, and c. These hypotheses consid-
ered differences in satisfaction between gender, 
class standing, and students versus community 
members.

It was hypothesized that there would be a dif-
ference in customer satisfaction between the six 
dimensions, specifically for sub question a, that 
there will be a significant difference in dimen-
sions of satisfaction between males and females. 
The results indicated that there was no statistical-
ly significant difference between male and female 
respondents (p < .05). Therefore, the hypothesis 
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for sub question a was rejected.
It was hypothesized for question b that there 

will be no significant difference in dimensions 
of satisfaction between class standings. Based 
on the results of this study, seniors were found 
to have a statistically significant response to 13 
out of the 18 possible responses. Juniors had re-
sponses that were statistically significant for 6 of 
the questions. Freshmen and sophomores were 
not found to have had any statistically significant 
results and community members provided one 
significant response (p < .05) (refer back to Table 
2). Therefore, this hypothesis would be accepted 
when considering senior and junior responses to 
the survey questions compared to the other class 
standings, but rejected when considering Fresh-
man, sophomores, and graduate students.

Hypothesis c predicted that there will be a 
significant difference in dimensions of satisfac-
tion between students and community members. 
When comparing the statistically significant re-
sults from community members to those of the 
students, community members only had a statisti-
cally significant result for question 10a. There-
fore, hypothesis c was also rejected. 

6.Conclusion

Overall, the results of this study suggest that 
there are no statistically significant differences 
between males’ and females' satisfaction levels at 
these games. As for the differences between class 
standing, the results could be different between 
the under and upper classmen because there are 
different levels of maturity and expectations that 
can surface as a result of years being on campus. 

As freshmen and sophomores, game experiences 
are exciting, and fans can often be in awe of the 
larger venue and higher level of competition. By 
junior and senior year, fans can become more 
critical and want more. What was exciting in the 
beginning, now might not meet their increasing 
level of expectation. They could now be dissatis-
fied with things that satisfied them as underclass-
men. The results also suggest that there are sig-
nificant differences between juniors and seniors 
compared to any other class standing including 
community members.  

Based on the responses and opinions of the 
participants, a large percentage of the respondents 
are likely to attend another game in the future at 
this venue. This indicates that many fans were 
satisfied with their experience at this stadium. 
Wakefield and Sloan (1995) suggest that fans 
who enjoy their time at a facility are more likely 
to return. This study’s results help to confirm this 
belief.

Fan satisfaction is important as it is a predic-
tor of repeat attendance. Facility managers that 
recognize the importance of satisfying their fans’ 
needs can better improve their service quality. 
This is crucial for today’s facility managers as 
they compete against other activities for fans’ 
time and money.

Some possible limitations to this study that 
should be considered is the nature of the data. 
The data is solely based on fan opinion which has 
the potential to change from game to game. Ad-
ditionally, the study design used a convenience 
sample and the questionnaire was kept short and 
focused only on six dimensions that can contrib-
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ute to fan satisfaction. Another item to consider, 
that was not addressed, was whether or not a fan 
had to pay for their game ticket.

7.Direction for Future Research

This study’s findings cannot be generalized 
to apply to all venues and level of play due to 
the limited sample size from a Western Pennsyl-
vania university. A larger, more diverse sample 
is recommended for future study. In the future, 
researchers should consider looking at responses 
from specifically women’s versus men’s games 
since there are often differences in game atmo-
sphere and attendance numbers. It could also be 
of value to rank the results of the six dimensions 
to compare which factors are more important to 
fans. This information could provide managers 
with information on where to focus more of their 
efforts in order to increase fan satisfaction. An 
additional factor to consider that was not con-
sidered in this study, is the impact of responses 
based on whether fans purchased or were given 
complementary tickets. At Indiana University 
of Pennsylvania, students are admitted into the 
games for free while at the professional college 
Division I levels fans typically pay for tickets. 
There is the possibility for differences in expecta-
tions and opinions based on whether or not a fan 
has money invested in an event.
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