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ABSTRACT 
 
 

This study applies contingency theory to analyze how effective promotions are at 

increasing attendance and facilitating fan engagement. Contingency theory framework 

assumes there is neither a best way to organize nor is any strategy equally effective 

(Galbraith, 1973; Shank & Lyberger, 2014). This is consistent with the results from this 

study, as there were significant findings but no clear or definitive answers. This study 

utilized an online survey of MLB consumers ages 18 or older that attended a game during 

2014 or 2015, within 150 miles of an MLB ballpark, and without season tickets (N = 

382). Scale psychometrics for identity antecedents and motivations was used to analyze 

areas of fan engagement. Multiple linear regression equations were completed, indicating 

that the effect of external contingencies on willingness to attend games varies within 

levels of fan engagement, and appeal of game-day promotions varies within levels of fan 

engagement. A comparison of means also found that effect of promotions on willingness 

to attend games does not vary within promotional categories. The findings support 

contingency theory and provide important implications for next-step strategies for 

scholarship and industry. 

Keywords: Contingency Theory, Fan Engagement, Major League Baseball, Promotions, 

Public Relations, Scale Psychometrics for Identity Antecedents and Motivations 
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Chapter 1: Introduction 

 

Promotions have long been popular marketing activities used by public relations 

and marketing practitioners. Audiences are able to share experiences and interact with 

brands in ways that create significant emotional involvement and, if done well, brand 

engagement. In promotion-reliant industries, such as in professional sports, the team and 

its major promotions are nearly inseparable. In such cases, the promotion creates the 

physical and oftentimes emotional setting in which practitioners achieve their public 

relations objectives. Sports organizations can construct promotions to encourage positive 

emotional connections, facilitate attendee-brand interaction, and increase game-day 

attendance.  

 Although there is a vast amount of research analyzing game-day attendance from 

an economic perspective, little has been done in the field of strategic communication. 

Additionally, marketers need a better understanding of consumer motivation for 

attendance (James & Ross, 2004). This thesis aims to analyze Major League Baseball 

(MLB) attendance from a public relations lens. Results will assist sports communication 

practitioners in effectively selecting and timing game-day promotions to increase 

attendance and fan engagement. This research analyzes professional baseball because of 

its season structure and history of inconsistent attendance numbers. Although this 

research is restricted to MLB, its findings may apply to other sports. MLB teams play 81 

home games each season, more than any other professional sports league in the United 

States. Research needs to further investigate how to strengthen teams’ attendance and 

engagement. While some teams have consistently high attendance (e.g., the St. Louis 
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Cardinals, Boston Red Sox, and San Francisco Giants all achieved at least 98.5 percent 

ballpark attendance capacity in 2014), more than half of the league struggled to reach 70 

percent ballpark attendance capacity in 2014 (MLB attendance report 2014).  

Football is consistently America’s most popular professional team sport, with 32 

percent of Americans identifying it as their favorite (Pollack, 2015). Baseball is the 

runner-up, claiming 16 percent of Americans (Pollack, 2015). Basketball (6 percent), 

soccer (6 percent), and hockey (6 percent) are also American favorites (Pollack, 2015). 

Professional baseball has the lowest attendance capacity percentages when compared to 

other popular sports, despite its favoritism. For instance, the National Football League’s 

32 teams each play eight home games each season. Twelve teams maintained an average 

of 100 percent attendance capacity or higher during the regular 2014 season (NFL 

attendance 2014). Only one team, St. Louis Rams, dropped below 90 percent average 

attendance capacity to 86.4 percent (NFL attendance 2014). The National Basketball 

Association’s 30 teams each play 41 home games per regular season. Eight teams in 2014 

maintained at least 100 percent attendance capacity, 11 teams remained above the 

ninetieth percentile, and two fell below 70 percent attendance capacity (NBA attendance 

report 2014). In 2014, Major League Soccer had 19 teams, each playing 17 home games. 

Four teams maintained 100 percent or better attendance capacity, four remained above 90 

percent, and four below 80 percent (Final 2014 stats and standings). Chivas USA only 

maintained 37.57 percent attendance capacity and was removed from the league (Final 

2014 stats and standings). The National Hockey League’s 30 teams play 41 home games. 

Thirteen teams maintained at least 100 percent attendance capacity, ten about the 
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ninetieth percentile, and only three teams fell below 85.5 percent attendance capacity 

(NHL attendance report 2014-15).  

A noticeable difference between MLB and other professional sports is the number 

of home games played each season. While there has been talk of shortening the season to 

154 games, it is unlikely to be a top-of-mind issue for MLB executives any time soon 

(Rovell, 2015). Front office marketing and communications departments therefore need 

to assess the strategies in place for motivating fan attendance. One approach to increasing 

game-day attendance is to offer promotions congruent with fan interests. Although 

baseball is a popular sport, it is sometimes considered boring to watch. Consumers often 

come back to sporting events more for the entertainment than the actual game (Tsuji, 

Bennet & Zhang, 2007). Game-day promotions are not the only remedy to MLB teams’ 

attendance numbers, but if promotions resonate with fans, they could facilitate a better 

relationship between fans and teams.  

According to Shank and Lyberger (2014), “consumers communicate back to 

sports marketers through their behavior. Most notably, consumers communicate whether 

they are satisfied with the sports product by their purchase behavior” (p. 265). The first 

step in a sports team’s communication process is getting fans motivated to attend games. 

Teams have a plethora of pre- and post-game activities—such as tailgates, live music 

before and after games, autograph sessions, and player appearances—that encourage fans 

to spend money and give their time to the franchise. Teams motivate fans to attend games 

with game-day premiums (e.g., rally towels, bobbleheads, T-shirts) (Shank & Lyberger, 

2014), adult-beverage specials (discounted beer), discounted food nights (“buck nights,” 

for example, in which teams lower prices of concessions), and group nights (offering 
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discounts for church groups, community organizations, schools, etc.) (Lachowetz, Dees, 

Todd, & Ryan, 2009).  

Game attractiveness is a major influence of attendance at games and is therefore 

an important part of a team’s marketing mix. Teams use promotional incentives to add to 

game attractiveness, but in-game entertainment also motivates fan attendance. For 

example, the on-field entertainment can be an influential factor for fans attending games. 

Moreover, most on-field entertainment is not broadcast on television. Fans wanting to 

experience those aspects the of the team’s brand must be at the stadium, not in their 

living rooms. Game attractiveness is effective because, according to Shank and Lyberger 

(2014), teams give the audience a reason to attend games and become involved. 

Additionally, people do not have limited viewing options anymore. The days of 

choosing between stadium attendance, live television broadcast, and radio are over. 

Access to on-demand, online streaming, bars with game-day promotions, and many other 

options now exist. Every game, teams lose revenue to these additional media. Teams 

need to know they are using game-day promotions as efficiently as possible. With 

properly planned promotions, teams will prevent themselves from wasting money on 

efforts that do not assist in accomplishing organizational goals and will increase box 

office and ancillary purchase revenues. 

It is important to look at the economic underpinnings of promotion strategy 

because teams use promotions primarily to increase attendance and encourage brand 

loyalty, both major factors of consumer purchasing behavior. An analysis of contingency 

theory will be used to assess the effectiveness of game-day promotions for increasing 
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brand engagement and game attendance. Contingency theory offers a flexible structure 

for organizations reacting to varying environments and situations.  
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Chapter 2: Literature Review 

 

Game-day promotions in the sports industry assists organizations in 

accomplishing many of their objectives—from generating positive publicity to increasing 

game attendance. However, there is scarce research regarding promotions’ effects on fan 

engagement. There is an abundance of literature detailing the importance of brand 

experiences in event marketing and what economic factors drive attendance, but 

strategies for planning promotions for the purpose of fan engagement are not explored 

and researched to the extent they deserve. Research in this area will offer practitioners 

advice on how to plan successful promotions as an integral part of other strategic 

communication and marketing objectives.  

This literature review will outline current research in the use of promotions as a 

vehicle for increasing attendance and fan engagement. The analysis of existing literature 

suggests two main areas of research: 

• the importance of brands using promotions to strategically build brand 

engagement; 

• and determinants of game-day attendance. 

It is clear through the synthesized research in the following pages that there is 

great support for incorporating game-day promotions into a communications strategy, 

especially when promotions attract consumers that would not typically attend a game. 

Additionally, this research is restricted to MLB, as professional baseball’s unique 

characteristics are proven to be effective and influential with consumers and fans. 

Furthermore, MLB teams are in need of better ways to grow attendance numbers and 
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facilitate fan engagement. It should be noted that professional baseball is a dynamic and 

constantly-changing industry. Prior research is useful for understanding trends and 

limitations in sports communication and strategic planning, but it is important to always 

anticipate drastic changes in the ways people receive and interpret information. 

Therefore, this synthesis of literature seeks to set parameters on what is already known 

about promotions and engagement to look ahead on the horizon of MLB attendance-

driving forces.  

Importance of Promotions for Brand Engagement 

Where there is an audience, there is a brand trying to convey a message. Game-

day promotions provide a unique opportunity to teams because they allow franchises to 

communicate to a massive audience with mostly cohesive demographics. However, “their 

effectiveness is related to individual emotional response, to the influence of other 

communications, both marketing-driven and in a wider social context, and to the previous 

experience and expectations of each individual participant or spectator” (Wood, 2009, p. 

250), which means teams cannot sit back and wait for their messaging to work; it must be 

strategic. Additionally, consumers have a great “desire for novelty, individualism, and 

added value” (Wood, 2009, p. 252), which cannot be satisfied though lackadaisical 

planning. 

Crowther (2010) defined events as “complex and demanding devices to 

successfully employ” and explained “this challenge is intensified when seeking to exploit 

events for strategic, in addition to operational, outcomes” (p. 247). However, 

practitioners have struggled to find a method for promotion planning, management, and 

success, and have had less luck trying to apply a general structure to each event 
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(Crowther, 2010; Zarantonello, 2013). By failing to fully leverage the public relations 

value of promotions, including pre- and post-promotion activities and communications, 

teams miss several opportunities to communicate with their target audience. Sporting 

events also present a unique opportunity because they are live. “Live marketing events 

are one of the most effective methods for influencing behavior (Latham, 2006). However, 

very little objectivity and reliable research has been undertaken to ascertain the 

effectiveness of marketing events” (Wood, 2009, pp. 252-253). Furthermore, Wood calls 

for research in the area of “developing a clearer understanding of the consumer 

experience at the event and, more importantly, the consumer’s longer-term response to 

that event” (2009, p. 265). The value of fan engagement can be labeled as a “longer-term 

response” to a promotional event. With all of the media clutter and nontraditional 

viewing opportunities present in today’s society, teams need to efficiently use game-day 

promotions to drive ballpark attendance and engagement.  

Because “sports are no longer merely about providing good sport” (Green, 2001, 

p. 1), teams must position promotions to align with the sport’s subculture and encourage 

fan engagement. Appealing to fans’ team culture during the development of promotions 

can enhance and broaden games’ appeal. Furthermore, teams “can promote more than the 

mere competition; they can (and do) promote the partying [and] the activities… In other 

words, they can (and do) promote the fun and excitement associated with the atmosphere 

engendered by the many augmentations” (Wood, 2009, p. 2). Identifying variations in 

consumer subcultures is important to promotion design because promotions can be 

modeled to broaden game appeal by incorporating elements that are congruent with 

varied forms of expression (Wood, 2009).  
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Nicholls and Dublish (1999) conducted a study on golf and tennis tournament 

spectators’ brand recall and preference. An analysis determined a strong correlation 

between brand recall and brand preference. Furthermore, Nicholls and Dublish (1999) 

note that spectators attend events for a variety of reasons but typically have similar 

demographics, which should make targeting consumers a precise, strategic process. “The 

key to event marketing is no different than any other promotional activity: to increase the 

awareness of a company or product name, i.e. recall, and to build loyalty with a specific 

target audience, i.e. preference,” (Nicholls & Dublish, 1999, p. 4), and brand “recall and 

preference move together” (p. 10) in a strong correlation. Of course, the type of 

promotion, sport, and other concurrent advertising must also be taken into account to 

fully understand the degree of similarities and differences between recall and preference 

(Nicholls & Dublish, 1999). 

The main question proposed by Zarantonello (2013) is: “Can event marketing 

contribute to brand equity?” The answer is, of course, a resounding yes, and Zarantonello 

(2013) analyzes brand experience, attitude, and equity as aspects of event marketing. 

Zarantonello (2013) explains the usefulness of events as they: 

Can help companies achieve corporate objectives (e.g., increasing public 

awareness, corporate image, community involvement), marketing objectives (e.g., 

reaching target markets, brand positioning, increasing sales), media objectives 

(e.g., generating visibility, generating publicity and counter negative publicity, 

enhancing ad campaigns), as well as personal objectives (management interest). 

(2013, p. 257) 
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Furthermore, “it is still unclear how to evaluate the effectiveness of event marketing” 

(Zarantonello, 2013, p. 257). Research on measurement is limited and inconsistent 

because of the nature of event management but can be perhaps be understood through the 

lenses of psychology and culture. Zarantonello’s (2013) research opens doors to the 

cultural interpretation of event management as part of brand building. Research in the 

areas of measurement and psychological and cultural factors is needed to further teams’ 

understanding of how their equity, image, and memorability are affected by the 

promotions they produce.  

Hattula, Hammerschmidt, Hattula, and Bauer’s (2011) research reflects that of 

Crowther (2010) in which they proposed that “discussion of how an organization’s 

activity impacts event management must include consideration of the important issue of 

culture” (Crowther, 2010 p. 228). Branding and consumer psychology regarding 

promotions and engagement go hand-in-hand. According to Shank and Lyberger (2014), 

part of consumer psychology includes consumer socialization and culture, which affects 

how consumers learn from their experiences and interact with others. Hattula et al. (2011) 

attempted to bridge the gap between marketing’s role and brand building activities in 

sports (soccer) clubs, in particular the “interrelationships among brand equity and sport-

related success” (p. 5). They found that sports-related success is a function of equity, and 

fan commitment over time is directly related to sport-related success (Hattula et al., 

2011).  

Commitment to a team and team’s culture is indicative of a person’s loyalty and 

familiarity of a brand. However, present research fails to accurately and fully address fan 

culture as an extension of brand loyalty. If teams are trying to reach both fans and 
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potential fans, they need to focus on increasing attendance. To do so, marketers need to 

ask themselves if baseball team engagement affects fans’ willingness to attend games. An 

analysis of consumer motivations to attend low-revenue college sports suggested factors 

like entertainment, skill, drama, and team effort mostly interest fans (James & Ross, 

2004). However, each sport (wrestling, baseball, and softball) scored differently. By 

understanding fan motivation factors for each sport, promotional materials can be 

developed to focus on what most drives fan attendance (James & Ross, 2004). A similar 

analysis of professional baseball consumers would be equally as useful for promotional 

planners. 

Determinants of Attendance 

Perhaps the most important method employed by sports organizations to 

strengthen their brand is getting consumers in the stadiums. The most dependable 

consumer for organizations is the season-ticket holder and dedicated fan. However, 

season-ticket holders are less likely to make in-stadium purchases because attending 

games is more of a regular activity than a special event they want to commemorate. 

Therefore, the area on which teams should focus is the everyday, uncommitted consumer 

who attends games only when there is an additional incentive. “Baseball teams are in 

competition for consumers’ entertainment dollars. To be successful, a team must offer a 

variety of peripheral products in case the game itself isn't of high quality” (McDonald & 

Raseker, 2000, p. 15). The pressing question, then, is what are those regular game-day 

attendance incentives?  

Promotion planning must be integrated into the wider strategic objectives of a 

team to be of proven value. Predetermined messages and consumer and stakeholder 
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relationship goals have to be kept in mind (Kotler, 2003; Crowther, 2010). For instance, 

concert promotions have the opportunity to increase attendance 25.68 percent, but only 

when event planners choose a performance that is in-tune with what fans want to hear 

(Paul et al., 2009). If promotional planners do not keep their content relevant, teams risk 

missing connections and disengagement from their fans. 

Lachowetz et al. (2009) investigated the effects of a two-part marketing strategy 

for a South Atlantic League team in Minor League Baseball (MiLB) looking to increase 

its attendance. The MiLB team completed a $5 million stadium renovation and improved 

the overall experience for fans, as well as bettered its brand identity in its hometown 

county (Lachowetz et al., 2009). However, the team did not witness drastic changes in 

attendance as other teams in the league did. To attract fans to games, the team 

implemented new promotional events to encourage attendance (Lachowetz et al., 2009). 

Of the multitude of promotions, games saw increased attendance numbers from fireworks 

(typically on Fridays), adult-beverage specials, community-involved complimentary 

tickets (e.g., free tickets given away at community events), and game-day premiums, in 

order of effectiveness (Lachowetz et al., 2009). The team also attributed increased 

attendance numbers to its increased effort in community service and chamber of 

commerce involvement (Lachowetz et al., 2009). However, with so many strategic 

modifications, it is difficult to determine the main cause of increased attendance in 

Lachowetz et al.’s (2009) study.  

 In similar research, Paul et al. (2009) delineated the role of promotions in 

attendance by analyzing how promotions differ across types and which promotions have 

the largest impact on attendance. In MiLB, fans do not attend more games when a team is 
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successful or not attend when a team is unsuccessful (Paul et al., 2009). To assist MiLB 

teams with attendance, front-office marketers need to understand how to best use game-

day promotions. Paul et al. (2009), echoing Lachowetz et al.’s (2009) research, found that 

fireworks have the greatest impact on attendance: a 33.96 percent increase in ticket sales. 

However, “fireworks are a costly promotion, to either the team itself or an outside 

sponsor, but the increase in paid attendance at these games may make this promotion 

worthwhile” (Paul et al., 2009, p. 78). Finally, merchandise giveaways increase 

attendance by up to 16.8 percent, but it is implied that merchandise promotions may not 

have a consistent and reliable effect (Paul et al., 2009), which could possibly be attributed 

to the choice in merchandise. Contrary to Lachowetz et al. (2009), Paul et al. (2009) 

found that free tickets do not have a significant effect on attendance, and free food and 

drink promotions actually lead to lower attendance numbers (although adult-beverage 

specials increase attendance). Promotion types in Lachowetz et al.’s (2009) and Paul et 

al.’s (2009) studies were broadly categorized and vaguely defined, which makes it 

difficult to determine which specific promotions are effective for increasing attendance.  

Something that is often seen on the MLB stage is promotion stacking—a 

combination of giveaways, special events, and price promotions. According to Boyd and 

Krehbiel (2006), the most effective way to do this is combining a special event with a 

giveaway. “Team marketers must constantly work to identify hot new items, however 

short-lived their popularity, which will provide high-impact promotion” (Boyd & 

Krehbiel, 2006, p. 29). So if bobblehead giveaways are still attracting nearly 6,700 extra 

fans each game and night games are known to attract higher numbers, it is best to offer a 

bobblehead giveaway at a night game (Boyd & Krehbiel, 2006). However, if weekend 
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and night games are known to attract larger audiences anyway, marketers should focus on 

building weekday audiences.  

Fireworks, in particular, seem to be a team’s best bet for increasing game 

attendance (Lachowetz et al., 2009; Paul et al., 2009; Weinbach & Paul, 2013). Weinbach 

and Paul (2013) conducted a study to see if fans eventually grow tired of fireworks at 

AAA and AA games. Although they are the most popular type of promotion, it was found 

that increasing fireworks promotion frequency does not significantly change the positive 

effect on attendance (Weinbach & Paul, 2013). Therefore, teams should show caution 

when stacking fireworks with another type of promotion because fireworks are 

guaranteed attendance-boosters, and it is wasteful to pay for an additional promotion. 

Fireworks displays are rarely used for weeknight MLB games, which is surprising when 

many teams are looking for ways to grow attendance on weeknights.  

McDonald and Raseker (2000) examined the overall effect of promotions on 

attendance and the marginal impact on attendance of additional promotional days, further 

testing Boyd and Krehbiel’s (2006) theory of stacking promotions. According to 

McDonald and Raseker (2000), promotional games increase average attendance by 14 

percent. Thus, promotions do affect the short-run demand for baseball games. Not only 

do promotions positively affect attendance numbers, but quality is also a major factor. 

McDonald and Raseker (2000) found that for “each $1 increase in the cost of the 

giveaway, about 2,688 additional fans were attracted” (p. 18). Furthermore, teams should 

be aware of too frequently offering price promotions, as they cause consumers to adapt to 

the lower price and therefore less likely to attend games when prices are normal 
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(McDonald & Raseker, 2000), known as adaptation-level theory (Helson, 1964). Yet, 

price promotions are still a common tactic used by teams.  

Teams that are struggling with attendance may offer price promotions because 

they are not as expensive to execute as a giveaway promotion. The other alternative for 

teams looking to offset the costs of promotions is sponsorship. According to McDonald 

and Raseker (2000), “sponsored promotions benefit teams because they reduce the 

overall costs associated with the attendance benefit garnered from the promotion” (p. 10). 

However, in the same way that broadcasters do not want to televise a game that promises 

certainty of outcome (Forrest, Simmons, & Buraimo, 2005), sponsors do not want to 

associate with a game that does not promise high stadium attendance (Fortunato, 2006). 

This presents an obstacle for teams because sponsors and teams have opposite objectives 

for promotions—Teams want sponsored promotions for the least popular games to 

increase attendance, and sponsors want to maximize their exposure by sponsoring 

popular games (Fortunato, 2006). Teams therefore need to find balance between sponsor 

and franchise objectives. Teams can get higher quality promotions for less “interesting” 

games if they prove to sponsors that the promotion will work.  

The lack of research regarding specific promotions and their effects on attendance 

and fan engagement begs the question of which specific game-day promotions drive 

attendance. Answering that question will assist scholars in further evaluating available 

resources and, perhaps most importantly, aid practitioners in developing promotions that 

encourage game attendance as well as brand engagement.   
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Chapter 3: Theoretical Implications 

 

The sports industry is, naturally, an unpredictable environment. Sports 

communication and promotion staffs have to be prepared for whatever the team and 

environment throw their way—anything from a player injury to poor athletic 

performance to unpredictable weather. Unlike many other industries, professionals in 

sports cannot simply rely on a communications and promotional schedule made months 

in advance. Teams must be flexible and adaptive to environmental and competitive 

fluctuations. Yet, the majority of MLB teams have their game-day promotions planned 

and announced weeks before Opening Day.  

 Reactivity and flexibility in public relations and marketing can be examined 

through contingency theory. Strictly discussing the sports promotions industry, 

economics and sports management theories must also be considered. It is particularly 

important to look at the economic underpinnings of promotional strategies because teams 

primarily use promotions for increasing attendance and encouraging engagement, both 

major factors of consumer purchasing behavior. Therefore, contingency theory will be 

used to analyze the effectiveness of game-day promotions for increasing fan engagement 

and game-day attendance, with major contingencies including economics factors 

previously outlined in sports management research, in addition to competition, legal 

regulations, consumer demographics and culture, changes in technology, and 

environmental factors (Shank & Lyberger, 2014).  
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Foundations of Contingency Theory 

 Contingency theory, originally coined by Lawrence and Lorsch (1967), is 

supported by the basic assumption “that organizational variables are in a complex 

interrelationship with one another and with conditions in the environment,” (Lawrence & 

Lorsch, 1967, p. 157).  Additionally, contingency theory assumes there is neither a best 

way to organize nor is any strategy equally effective (Galbraith, 1973; Shank & 

Lyberger, 2014). However, “the best way to organize depends on the nature of the 

environment to which the organization relates,” (Scott, 1992, p. 89). Public relations 

literature frequently references contingency theory for its applicability to strategic 

conflict management. Conflict management contingency theory claims organizations 

communicate on a scale of accommodation and of advocacy with their publics during a 

crisis. Practitioners must choose whether they want to defend and support their 

organization or accommodate to their publics’ needs and wants (Cancel, Cameron, Sallot, 

and Mitrook, 1997). According to Cancel et al (1997), “not only does the role public 

relations practitioners serve range from pure advocate to pure accommodator, but 

communication acts reflecting both extremes can actually occur simultaneously in 

dealing with one public” (p. 37). The choice between the two is contingent on the specific 

crisis and the stance organizations choose to take (Cancel et al, 1997). Because each 

situation is unique and depends on many internal and external factors, it is necessary to 

evaluate the effectiveness of each response strategy. Similarly in marketing, there are 

multiple ways an organization can achieve marketing goals, but each strategy has its own 

merits.  
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Contingency Theory in Sports 

In its simplest form, contingency theory provides a means for developing 

effective plans for varying, unpredictable situations. Contingency theory uses an open-

system model with a structural-level analysis; meaning organizations should adapt their 

structures to environmental requirements (Scott, 1992) and operate with other systems 

instead of in isolation (Shank & Lyberger, 2014). Shank and Lyberger (2014) present a 

contingency framework for strategic sports marketing (p. 52): 

 

Figure 1. Contingency framework for strategic sports marketing (Shank & Lyberger, 

2014). 

The reality of contingency theory is that it acknowledges fanaticism is not 

enough, nor should it be accepted as a long-term component of consumer satisfaction. 

According to Shank and Lyberger (2014), internal and external contingencies are 

integral, albeit complex, components of a strategic marketing process. Internal 

contingencies are “influences within and under the control of the sports organization that 
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can affect the strategic sports marketing process” (Shank & Lyberger, 2014, p. 53). These 

include factors that most non-sports organizations are also familiar with, such as a 

mission statement, organizational goals and objectives, culture, and managerial functions 

(Shank & Lyberger, 2014). To the contrary, external contingencies are influences the 

organization faces outside of its control and can be unique for baseball. For example, a 

marketing team cannot control the local economy or technological advancements 

affecting communication tools. Additionally, sports marketers face indirect competition 

from unrelated sporting events or entertainment opportunities in a team’s city (Shank & 

Lyberger, 2014). Promotional staffs can select promotions within promotional categories 

(i.e., special events, giveaway clothing, giveaway novelties and merchandise) as well as 

influence ballpark pricing (tickets, concessions, merchandise, parking, etc.) (Coates & 

Humphreys, 2007). Promotional timing—the date and time of promotion as well as 

relevance to current events—and promotional stacking are also important factors in 

planning (Boyd & Krehbiel, 2006). As with any other marketing or public relations 

initiative, a vital step in the planning process is researching and understanding the target 

audience. Promotional staffs should only choose promotions that are relevant to fan 

interests and demographics (Paul et al., 2009). Additionally, staffs need to have a 

thorough understanding of fan culture and ritual, such as tailgating and participation in 

team songs and chants (Shank & Lyberger, 2014). If sports teams have an understanding 

of what factors contribute to consumer satisfaction, they are in a better position to benefit 

from the positive outcomes associated with satisfied consumers (Van Leeuwen, Quick & 

Daniel, 2002).  



 20 

Marketing departments do not have control over attendance-influencing factors 

such as the date and time of games, quality of the ballpark (e.g., renovation history, 

historical value, accessibility, and facility operations), or whether or not a fan-favorite 

player is out with an injury or in the starting lineup. Factors such as weather and 

predisposed opinions about a team also play a role in a person’s decision to attend a MLB 

game.   

Consumers prefer not to attend or watch a game when a team has major winning 

advantage over the competition. There has to be a level of uncertainty to make watching 

the game interesting and entertaining, which is known to sports economists as the 

uncertainty of outcome hypothesis. The hypothesis is important in sports research 

because it is necessary to control or at least note the effects of outcome uncertainty when 

designing the marketing mix. Teams need to know how to manipulate the potential 

results of outcome uncertainty to facilitate the greatest profit. Generally speaking, fans do 

not want their team to lose. However, fans want to see interesting and exciting 

competition, with a risk of loss (Borland & Macdonald, 2003). “The conventional 

wisdom holds that to induce fans to purchase tickets to a game or tune in to a broadcast, 

there must be some uncertainty regarding the outcome” (Humphreys, 2002, p. 133). If 

fans were certain their team would win, it would take away a major source of excitement 

from the game, so fans would be less likely to attend (Borland & Macdonald, 2003; 

Rottenberg, 1956). Marketing practitioners cannot control competitive balance, a team’s 

record, or athletic reputation.  

Furthermore, broadcast media chooses to air games that have a greater uncertainty 

about them so that interest and product demand increases (Borland & Macdonald, 2003). 
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With other economic factors such as income and the availability of superior goods, teams 

face the challenge of convincing fans to physically attend games instead of watching 

them from the comfort of home or another competing location. 

Previous analysis of consumer typologies found there is no conceptual model that 

best classifies the strengths and limitations of sport consumers (Stewart, Smith & 

Nicholson, 2003). Planning promotions under contingency theory can lessen the negative 

effects of sports consumption preferences. For instance, teams without a racially diverse 

team and fan base may benefit from diversity-influenced promotions and the resultant 

consumers in attendance, since race can have a large impact on fan engagement and 

interest (Armstrong & Stratta, 2004).  

This thesis aims to offer insight for the planning phase of the sports marketing 

process. Specifically, in the third step of the planning phase, marketing mix decisions, a 

more thorough understanding of game-day promotions will be assessed. Teams must first 

research and understand fans and what factors drive attendance and engagement, as well 

as which target markets are best for each type of promotion. As external contingencies 

surrounding MLB teams change on a sometimes-daily basis, teams need to reevaluate 

their promotional planning process to ensure they are efficiently using promotions and 

achieving marketing goals. 
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Chapter 4: Hypotheses and Research Questions 

 

This section introduces literature- and theory-driven hypotheses about the 

importance of studying game-day promotions and attendance from a communications 

lens. These hypotheses explore the key drivers of attendance and how communication 

practitioners can best plan and promote game-day promotions.  

Teams must position promotions to align with the sport’s subculture and 

encourage fan engagement. Appealing to fans’ team culture during the development of 

promotions can enhance and broaden games’ appeal. Identifying variations in consumer 

subcultures is important to promotion design because promotions can be modeled to 

broaden game appeal by incorporating elements that are congruent with varied forms of 

expression (Wood, 2009). Based on this previous discussion of consumer engagement, 

the following research question and hypotheses were constructed:  

RQ1: Does baseball fan engagement affect fans’ willingness to attend games? 

H1: The effect of external contingencies on willingness to attend games 

varies within levels of fan engagement.   

H1a: The appeal of game-day promotions varies within levels of fan 

engagement. 

Promotion types in prior studies (Lachowetz et al., 2009; Paul et al. 2009) were 

broadly categorized and vaguely defined, which makes it difficult to determine which 

specific promotions are effective for increasing attendance. Furthermore, external 

contingencies should be evaluated prior to promotional planning so teams can better 
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select promotions to increase game-day attendance. Thus, prior research begs the 

question:  

RQ2: Which specific game-day promotions drive attendance?  

H2: The effect of promotions on willingness to attend games varies within 

promotional categories.  
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Chapter 5: Methodology 

 

Sample Characteristics/Participants 

For a sample size margin of error no greater than 5 percent and a 95 percent 

confidence level, 382 surveys were completed to represent MLB teams in cities with 

populations greater than 500,000.  

Participants were screened for age, location, season ticketholder status, and 

baseball attendance prior to being allowed to complete the survey. Only those 18 and 

older, within 150 miles of an MLB stadium, without season tickets were tested. 

Participants attended at least one MLB game during the 2014 or 2015 MLB season.  

A total of 382 respondents (131 females, 245 males, 6 not identified) (Table 1, 

Appendix B) completed the questionnaire. Respondents’ baseball consumption habits 

varied from light users (64.4%), medium users (33%), and heavy users (2.6%). 

According to the frequency elevator for sport attendance and participation, light users are 

those who attended one to six games, medium users attended seven to 19 games, and 

heavy users attended 20 or more games (Irwin, Sutton, & McCarthy, 2008). A small pool 

of heavy users was expected because participants could not be season ticketholders. 

Typically, if a person is attending more than 20 games per season, they will own season 

tickets. There was a high-degree of “light users” anticipated for this study because if 

consumers do not have season tickets, they are not likely to attend more than six games in 

a year.   

Respondents varied in age (18-24 = 12%, 25-34 = 44.8%, 35-44 = 26.4%, 45-54 = 

8.6%, 55-64 = 4.7%, 65 or older = 2.1%, and 1.3% unidentified). The respondents self-



 25 

described as white or Caucasian (79.1%), black or African-American (5.2%), Asian-

American or of Asian descent (4.7%), Asian Indian (.8%), Middle Eastern (.3%), 

Hispanic or Latino (7.1%), multiethnic (1.3%), or preferred not to identify (.3%).  

The majority (74.3%) of respondents identified as having full-time employment, 

with 8.4% employed part-time, 3.7% students, 1.8% retired, 5.2% homemakers, 2.6% 

unemployed, and 2.6% unidentified. Eight and six-tenths percent of participants make 

under $25,000 per year, 29.3% make $25,001-$49,999, 25.7% make $50,000-$74,999, 

15.2% make $75,000-$99,999, 12.3% make $100,000-$149,999, 4.7% make $150,000 or 

more, and 2.9% preferred not to say. Total number of people per household varied 

(26.2% single, 28% two, 21.2% three, 14.9% four, and 8.4% five or more people). The 

majority of respondents are suburb-dwellers (50%), followed by city (38.2%) and rural 

(10.5%) (1.3% of respondents declined to respond).  

Instrument 

A survey was conducted to test the relationship between game-day promotions, 

ballpark attendance, and fan engagement. In order to gather responses from a 

demographically diverse population, Amazon Mechanical Turk (M-Turk) was used to 

collect data. M-Turk is a crowdsourcing Internet marketplace that enables researchers to 

coordinate the use of human intelligence to perform tasks, such as a questionnaire. 

Workers, or participants, can browse jobs and complete them for monetary payment. 

Each participant was paid $1.00 for completing a survey. The survey was open from 

October 26, 2015, through November 4, 2015, and was conducted online. 
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Procedures 

This study went through the Institutional Review Board (IRB) process. All 

participants had to give online consent prior to participation. Participants were asked 

three screening questions regarding age, season ticketholder status, number of games 

attended, and geographic location. All participants had to be 18 years or older so that 

parental consent was not required. Season ticketholders were not allowed to participate in 

this research because the goal of the research was to observe why the every-day fan was 

motivated to attend games. Season ticketholders will likely go to games regardless of 

contingencies and promotions because they purchase tickets in packages. Participants 

needed to have attended at least one game in 2014 or 2015 because they would likely be 

more familiar with promotions and generally interested in attending baseball games. 

Participants were asked for their ZIP code, which had to be located within 150 miles of a 

MLB ballpark. Geographic location was limited because when speaking about 

attendance, access and availability are important components of the consumer decision-

making process. Given the expectation for a high-degree of “light users” mentioned 

earlier, the researcher installed quotas to ensure an accurate distribution of data. 

Approximately two-thirds (246 participants) of the sample were considered “light users,” 

one-third (126 participants) “medium users,” and ten participants considered “heavy 

users.” 

Fan engagement was measured based on the Scale Psychometrics for Identity 

Antecedents and Motivations (Keaton, 2013; Keaton, Watanabe, Gearhart, 2015). The 

questionnaire contains 33 items representing seven factors (see Table 2). Two items were 

added to the scale (“I chose my favorite team because they are active on social media” 
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and “I chose my favorite team because they receive a substantial amount of coverage on 

websites I look at”). The item statements were measured on a 7-point Likert scale 

indicating level of agreement ranging from 1 (strongly disagree) to 7 (strongly agree).  

Average variance extracted (AVE) was provided for each variable to provide 

evidence of convergent validity. Average variance extracted “measures the amount of 

variance that is captured by the construct in relation to the amount of variance due to 

measurement” (Fornell & Larcker, 1981, p. 45). An average variance extracted value 

greater than .50 indicates measurement error variance is less than half of variance 

resulting from the construct. Geography (AVE = .43) and Recreational Value (AVE = 

.34) did not meet this criterion (Table 2). It was decided not to improve AVE by dropping 

cases or items because the Cronbach’s alpha for Geography (α = .78) and Recreational 

Value (α = .74) are acceptable, and it was not desirable to alter or affect the sample’s 

representativeness. 

Game-day promotions interest was also measured on a 7-point Likert scale 

indicating level of interest ranging from 1 (not at all interested) to 7 (very interested). An 

analysis of all 30 MLB teams’ 2015 promotional calendar was conducted to select the 

most frequently used game-day promotions. Promotions were divided into three 

categories and have a number of varying items. Additionally, respondents were asked 

about their willingness to attend a game with no draw other than the promotion.  

Based on research from previous studies, a variety of other determinants of 

attendance questions were asked. These questions were used to identify determinants of 

attendance not addressed in the Scale Psychometrics for Identity Antecedents and 

Motivations, but known to affect consumers’ willingness to attend games (Anthony, 
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Kahn, Madison, Paul & Weinbach, 2011; Boyd & Krehbiel, 2006; Gifis & Sommers, 

2006; Lachowtz et al., 2009; Paul et al., 2009). Items were measured on a 7-point Likert 

scale indicating level of agreement ranging from 1 (strongly disagree) to 7 (strongly 

agree).  

Additionally, participants were asked to indicate the number of games they 

attended in the 2014 and 2015 MLB season and why they do not attend more games. 

Consumers of sport attendance and participation are considered “light” if they attend 1-6 

games, “medium” if they attend 7-19, and “heavy” if they attend 20 or more games 

(Irwin, Sutton & McCarthy, 2008). 
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Chapter 6: Results 

 

Scale Psychometrics for Identity Antecedents and Motivations  

 Participants most identified with MLB teams because of Athletic Performance 

(mean = 6.21, SD = .72), followed by Geography (mean = 5.08, SD = 1.35), Family 

(mean = 4.49, SD = 1.74), and Media Popularity/Influence (mean = 2.58, SD = 1.42) 

(Table 3).  

Research Question 1 

 The first research question asked if baseball fan engagement affects fans’ 

willingness to attend games. It was hypothesized that the effect of external contingencies 

on willingness to attend games varies within levels of fan engagement, and the appeal of 

game-day promotions varies within levels of fan engagement.  

Hypothesis 1. Respondents were asked to evaluate how much they agree with 

statements regarding identity antecedents and motivations (Appendix H) and external 

contingencies. Identity antecedents and motivations were divided into seven composite 

indices. A multiple linear regression for each composite index was calculated to predict 

the degree of influence external contingencies have based on participants’ fan identity 

antecedents and motivations (H1: The effect of external contingencies on willingness to 

attend games varies within levels of fan engagement). 

Media popularity and influence (identity antecedent) (Table 4, Appendix E) was 

found to be significant (F(27,352) = 6.65, p < .001), with an R2 of .338. Participants’ 

predicted degree of influence of external contingencies is equal to -2.601 - .745 (NO 

RIVALRY) + .628 (RENOVATED PARKS) - .378 (HISTORIC PARKS) + .392 
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(SONGS) + .567 (LIKE PROMO) + .504 (CHOOSE BASEBALL) + .339 (NEED 

PROMO FOR ENT) + .596 (LOOK PROMO) + .383 (NIGHT) + .610 (AFTERNOON) - 

.841 (SUNNY). Participants that identify with a team because of the team’s media 

popularity are predicted to be influenced by a lack of rivalry, renovated and historic 

ballparks, and game-day rituals like songs and chants. Additionally, participants are 

predicted to only attend a game if there is a promotion of interest, and they would choose 

attending a baseball game over another entertainment option if there is a promotion that 

interests them. Participants are also predicted to look at the promotional calendar before 

purchasing tickets and prefer both night and afternoon games as well as sunny weather.  

Geography (identity antecedent) (Table 5, Appendix E) was found to be 

significant (F(27,352) = 1.52, p = .045), with an R2 of .105. Participants’ predicted degree 

of influence of external contingencies is equal to -8.424 - .459 (NO RIVALRY) + .249 

(TAILGATING) + .518 (WEEKEND) + .320 (CLOUDY). Participants that identify with 

a team because of the team’s geographic location are predicted to be influenced by a lack 

of rivalry and tailgating traditions. Additionally, participants are predicted to be 

influenced by weekend games and cloudy weather.  

Family (identity antecedent) (Table 6, Appendix E) was found to be significant 

(F(27,352) = 1.99, p = .003), with an R2 of .132. Participants’ predicted degree of 

influence of external contingencies is equal to -11.868 + .530 (TAILGATING) + .289 

(LIKE PROMO) + .497 (END OF SEASON). Participants that identify with a team 

because of their family’s fan identification are predicted to be influenced by tailgating 

and are only likely to attend a game if they like the game-day promotion and it is a late-

season (August-September) game.  
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Athletic performance (identity antecedent and motivation) (Table 7, Appendix E) 

was found to be significant (F(27,352) = 13.5, p < .001), with an R2 of .509. Participants’ 

predicted degree of influence of external contingencies is equal to -19.790 + 1.554 

(RIVALRY) + .283 (RENOVATED PARKS) + .807 (NO PROMO) - .244 (NEED 

PROMO FOR ENT) + .433 (CLOUDY). Participants that identify with a team because of 

its athletic performance are predicted to be influenced by rivalry and renovated parks. 

Additionally, participants are predicted to go to a game even if the promotion is of no 

interest to them unless another entertainment option is available, in which case an 

interesting promotion would be necessary for attendance. Participants are also predicted 

to be influenced by cloudy weather.  

Casual spectatorship (entertainment; spectatorship motivation) (Table 8, 

Appendix E) was found to be significant (F(27,352) = 2.29, p < .001), with an R2 of .149. 

Participants’ predicted degree of influence of external contingencies is equal to .121 + 

.283 (PARK NEEDS REPAIR) + .187 (LOOK PROMO) - .172 (AFTERNOON) - .176 

(BEGIN SEASON) + .244 (CLOUDY) - .439 (SUNNY). Participants that identify with 

MLB for casual spectatorship are predicted to be influenced by ballparks in need of repair 

and are likely to look at the promotional calendar before purchasing tickets. Additionally, 

they are predicted to be influence by games at the beginning of the season (Opening Day-

May) and cloudy and sunny weather.  

Recreational value (entertainment; spectatorship motivation) (Table 9, Appendix 

E) was found to be significant (F(27,352) = 9.60, p < .001), with an R2 of .424. 

Participants’ predicted degree of influence of external contingencies is equal to -16.992 + 

.562 (RIVALRY) + .269 (NO RIVALRY) - .340 (PARK NEEDS REPAIR) +.227 
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(HISTORIC PARKS) + .184 (SONGS) + .664 (NO PROMO) + .338 (CHOOSE 

BASEBALL) + .225 (NIGHT) + .178 (AFTERNOON) + .235 (END OF SEASON) + 

.228 (WINDY). Participants that identify with MLB for recreational value are predicted 

to be influenced by both rivalry and a lack of rivalry, ballparks in need of repair, historic 

ballparks, and game-day rituals of songs and chants. They are also predicted to attend a 

game even if the promotion is of no interest to them and if another entertainment option 

is available. Participants are predicted to be influenced by night, afternoon, and end-of-

season games as well as windy weather.  

Aesthetics (spectatorship motivation) (Table 10, Appendix E) was found to be 

significant (F(27,352) = 4.716, p < .001), with an R2 of .266. Participants’ predicted 

degree of influence of external contingencies is equal to -18.661 + .725 (RIVALRY) + 

.735 (NO RIVALRY) + .382 (HISTORIC PARKS) + .314 (SONGS) + .583 (CHOOSE 

BASEBALL) + .250 (NEED PROMO FOR ENT) + .541 (RAIN) - .387 (DRIZZLING). 

Participants that identify with MLB because of aesthetic value are predicted to be 

influenced by both rivalry and a lack of rivalry, historic ballparks, and game-day rituals 

of songs and chants. They are also predicted to attend a game even if there is another 

entertainment option available, but are also influenced by a promotion if another 

entertainment option is available. Participants are predicted to be influenced by rainy and 

drizzling weather. 

Hypothesis 1a.  Respondents were asked to evaluate how much they agree with 

statements regarding identity antecedents and motivations (Appendix H) and external 

contingencies.  Identity antecedents and motivations were divided into seven composite 

indices. A multiple linear regression for each composite index was calculated to predict 
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the degree of influence promotions have based on participants’ fan identity antecedents 

and motivations (H1a: The appeal of game-day promotions varies within levels of fan 

engagement). 

Media popularity and influence (identity antecedent) (Table 11, Appendix F) was 

found to be significant (F(39,342) = 3.371, p < .001), with an R2 of .278. Participants’ 

predicted degree of influence of promotions is equal to .620 + .406 (DOG) + .271 

(CHURCH RELIGION) - .324 (HAIRCUTS) + .429 (SINGLES) - .641 (TSHIRT) - .544 

(BLANKET) + .362 (COUPONS) - .466 (WS RING) + .504 (SUNGLASSES). 

Participants that identify with a team because of its media popularity and influence are 

predicted to be influenced by bring your dog, church/religious night, haircuts for charity, 

singles night, t-shirt giveaway, blanket giveaway, coupon book for team merchandise, 

replica World Series Champion ring, and sunglasses giveaway promotions.  

Geography (identity antecedent) (Table 12, Appendix F) was found to be 

significant (F(39,342) = 1.614, p = .014), with an R2 of .155. Participants’ predicted 

degree of influence of promotions is equal to -4.489 - .212 (AUTOGRAPH NIGHT) + 

.365 (COLLEGE NIGHT) + .209 (CONCERT) + .305 (RETRO) - .302 (PONCHO) + 

.456 (UBRELLA). Participants that identify with a team because of its geographic 

location are predicted to be influenced by autograph night, college night, concert, retro 

night, poncho giveaway, and umbrella giveaway promotions. 

Family (identity antecedent) (Table 13, Appendix F) was found to be significant 

(F(39,342) = 2.021, p = .001), with an R2 of .187. Participants’ predicted degree of 

influence of promotions is equal to -7.744 - .377 (AUTOGRAPH NIGHT) + .428 

(STUDENT) + .734 (TSHIRT) + .411 (SNOW GLOBE) + .401 (WALL POSTER). 
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Participants that identify with a team because of their family are predicted to be 

influenced by autograph night, student night, t-shirt giveaway, snow globe giveaway, and 

wall poster giveaway promotions.  

Athletic performance (identity antecedent and motivation) (Table 14, Appendix F) 

was found to be significant (F(39,342) = 3.599, p < .001), with an R2 of .291. 

Participants’ predicted degree of influence of promotions is equal to -8.057 - .180 (DOG) 

- .232 (CHURCH RELIGION) + .271 (CONCERT) + .354 (FAN APPREC) - .185 

(MOVIE THEME) + .791 (HAT) + .319 (WALL CALENDAR). Participants that 

identify with a team because of its athletic performance are predicted to be influenced by 

bring your dog, church/religious night, concert, fan appreciation day, movie-themed 

night, hat giveaway, and wall calendar giveaway promotions.  

Casual spectatorship (entertainment; spectatorship motivation) (Table 15, 

Appendix F) was found to be significant (F(39,342) = 1.977, p = .001), with an R2 of 

.184. Participants’ predicted degree of influence of promotions is equal to .096 + .169 

(CHURCH RELIGION) - .201 (FAMILY FUN) - .218 (FAN APPREC) + .243 (MOVIE 

THEME) - .185 (RETRO) + .272 (STUDENT) - .208 (BASEBALL CARD) + .238 

(FATHEAD DECALS) + .148 (SNOW GLOBE). Participants that identify with MLB for 

casual spectatorship are predicted to be influenced by church/religious night, family fun 

day/kids run the bases, fan appreciation day, movie theme, retro night, student night, 

collector baseball card giveaway, Fathead wall decals giveaway, and snow globe 

giveaway promotions.  

Recreational value (entertainment; spectatorship motivation) (Table 16, Appendix 

F) was found to be significant (F(39,342) = 4.134, p < .001), with an R2 of .320. 
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Participants’ predicted degree of influence of promotions is equal to -8.011 - .131 (DOG) 

+ .403 (FAN APPREC) + .223 (BBQ APRON) + .440 (HAT) + .501 (JERSEY) + .207 

(BASEBALL AUTOGRAPH) + .192 (BOBBLEHEAD). Participants that identify with 

MLB for recreational value are predicted to be influenced by bring your dog, fan 

appreciation day, BBQ apron giveaway, hat giveaway, jersey giveaway, baseball with 

replica autographs, and bobble head giveaway promotions. 

Aesthetics (spectatorship motivation) (Table 17, Appendix F) was found to be 

significant (F(39,342) = 2.418, p < .001), with an R2 of .216. Participants’ predicted 

degree of influence of promotions is equal to -3.912 - .284 (COLLEGE NIGHT) + .434 

(HERITAGE NIGHT) - .284 (MOVIE THEME) + .296 (NURSE APPREC) + .563 

(HAT) + .341 (BOBBLEHEAD) + .471 (COUPONS) - .282 (CELL CHARGER) + .401 

(WALL CALENDAR) - .481 (WALL POSTER). Participants that identify with MLB for 

aesthetics are predicted to be influenced by college night, heritage night, movie-themed 

night, nurse appreciation, hat giveaway, bobble head giveaway, coupon book for team 

merchandise, portable cell phone charger giveaway, and wall calendar giveaway 

promotions.  

Research Question 2 

Hypothesis 2. Respondents were asked to evaluate how interested they would in 

receiving specific promotions (Appendix H) (H2: The effect of promotions on willingness 

to attend games varies within promotional categories). Respondents indicated Giveaway 

Clothing promotions are most interesting (mean = 5.21, SD = 1.56), followed by 

Giveaway Novelties and Merchandise promotions (mean = 4.79, SD = 1.80), and Event 

promotions (mean = 3.86, SD = 1.93). The three most popular promotions were Jersey 
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giveaway (mean = 6.19, SD = 1.1), T-shirt giveaway (mean = 6.05, SD = 1.1), and Hat 

giveaway (mean = 5.84, SD = 1.26), all of which are categorized as “Clothing” 

promotions. The three least popular promotions were Nurse Appreciation (mean = 2.9, 

SD = 1.85), Student Night (mean = 2.9, SD = 1.92), and Church/Religious Night (mean = 

2.31, SD = 1.79). Table 18 (Appendix G) contains means and standard deviations for all 

factors. 

Other Findings 

Participants were asked to indicate their reasoning for not attending more MLB 

games. The price of attending games has the greatest influence over consumer decision-

making. Participants indicated tickets are too expensive (mean = 5.29, SD = 1.56), 

parking is too expensive (mean = 5.06, SD = 1.65), and concessions are too expensive 

(mean = 5.04, SD = 1.73). Not attending games because of poor-quality promotions did 

not rank highly (mean = 2.73, SD = 1.39), but participants indicated promotions at bars 

and restaurants are sometimes better than those at the ballpark (mean = 3.17, SD = 1.69). 

Not having time to commit to attending games (mean = 4.74, SD = 1.72) and parking 

(mean = 4.23, SD = 1.89) and travelling (mean = 4.16, SD = 1.85) inconveniences are 

also deterring factors. Additionally, participants listed lack of closed captioning for the 

deaf, dangerous neighborhoods surrounding parks, poor-quality wheelchair seating and 

accessibility, losing/uncompetitive team, nobody to go with, issues with family and cost 

to attend as a family, and being a fan of a team far away as reasons why they do not 

attend games.  
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Geodemographic contingencies.  Simple linear regressions were calculated to 

predict participants’ promotional category preference based on their ethnicity. The 

regression equations were not significant (clothing promotions (F(1,375) = 1.404, p > 

.05) with an R2 of .004), merchandise promotions (F(1,375) = .106, p > .05) with an R2 of 

.000), and event promotions (F(1,375) = .248, p > .05) with an R2 of .001). Ethnicity is 

not a significant predictor of promotional category preference.  

Simple linear regressions were calculated to predict participants’ promotional 

category preference based on their developed environment. The regression equations 

were not significant (clothing promotions (F(1,375) = 1.824, p > .05), with an R2 of 

.005), merchandise promotions (F(1,375) = .891, p > .05) with an R2 of .002), and event 

promotions (F(1,375) = .737, p > .05) with an R2 of .002). Developed Environment is not 

a significant predictor of promotional category preference.  

Simple linear regressions were calculated to predict participants’ promotional 

category preference based on their income. The regression equations were not significant 

(clothing promotions (F(1,375) = .892, p > .05), with an R2 of .002), merchandise 

promotions (F(1,375) = 2.337, p > .05) with an R2 of .006), and event promotions 

(F(1,375) = .907, p > .05) with an R2 of .002). Income is not a significant predictor of 

promotional category preference.  
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Chapter 7: Discussion 

 

 The primary purpose of this research was to analyze how effective promotions are 

at increasing attendance and facilitating fan engagement. The study successfully 

indicated predictors of attendance from engagement as well as promotional preferences 

with contingency theory.  

 Research question one asked if baseball fan engagement affects fans’ willingness 

to attend games. It was hypothesized (H1) that the effect of external contingencies on 

willingness to attend games varies within levels of fan engagement. Regression results 

indicate that we can predict the degree of influence of external contingencies for various 

fan identity and motivation types. Only five questions regarding contingencies were not 

found to be significant for any category of engagement: condition of the ballpark 

(although variables like renovated and historic ballparks were significant), on-field 

entertainment, attending a game without competitive quality simply for the promotion, 

weekday game preference, and mid-season (June and July) game preference.  

Hypothesis 1a successfully predicted that the appeal of game-day promotions varies 

within levels of fan engagement. For example, participants that identify with a team 

because of its media popularity are most likely to go to a game if they are allowed to 

bring their dog (p = .002), its singles night (p = .011), or there is a replica World Series 

ring giveaway (p = .015). Fans that identify with a team because their family’s interest in 

the team are not interested in bringing their dog (p = .155), singles night (p = .128), or 

receiving a replica World Series ring (p = .707). However, both groups of fans would be 

interested in receiving a T-shirt (Media p = .054, Family p = .030). Not all contingencies 
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were influential for an exclusive variable. Contingencies did not specifically affect a 

single category on the scale and they varied across the board, indicating they are 

influential for all types of fans. While this might make it more difficult for promotion 

staffs to plan for promotions, it is a testament to the importance of contingency theory 

and the need to be prepared for any type of external change or variation.  

Research question two asked which specific game-day promotions drive 

attendance. It was hypothesized that the effect of promotions on willingness to attend 

games varies within promotional categories (H2). Six promotions did not predict 

attendance based on areas of fan engagement; fireworks, ladies’ night, scarf, duffel or 

travel bag, mystery gift card, and tote bag did not show any significance. Previous 

research as unanimously agreed that fireworks are the best way for teams to guarantee 

rises in attendance numbers, so it is surprising that it ranks as the seventh-most-enticing 

promotion. By areas of fan engagement, it appears Event promotions are the most 

popular, not Giveaway Clothing. This could be attributed to the number of promotions 

taken into account, as the top-six Event promotions have higher means than all six 

Giveaway Clothing promotions. Additionally, Giveaway Novelties and Merchandise 

(mean = 4.79) has a lower mean than Giveaway Clothing (mean = 5.21), but none of the 

promotions in the category have a mean lower than any clothing item giveaway. For 

these reasons, Hypotheses 2 is rejected.  

Limitations and Suggestions for Future Research 

Of course, it is impossible to account for all external contingencies affecting 

consumers’ desires to attend a game. Furthermore, promotions planners cannot change 

the promotional calendar on very short notice, so some contingencies (such as sudden 
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changes in weather, player injuries, and competitive activity) cannot be accounted for in 

the planning process. Because specific attendance numbers were not used, the data is 

limited to theoretical interest of attending games, not actual attendance.  

An additional limitation for this study is results are not limited to a specific team 

or region. Results will be broad in scope and not capable of immediately solving any 

team’s attendance hardships. However, broadness can also be seen as a strength of this 

research. This study used a convenience sample from Amazon M-Turk, which limits 

participants to only those who have signed up to use the program and does not guarantee 

quality responses. By using participants from all over the nation, results will represent 

what baseball game attendees look forward to most, as well as the overall fan 

engagement status of people without season tickets. Marketing teams can use this 

research as a baseline for planning their promotions and conduct future research in their 

own market if desired. Future research should focus on specific fan bases so that national, 

regional, and local differences can be observed and applied so specific geodemographics.  

On the list of promotions, words like “day” and “night” were used. The phrasing 

could have influenced participants to not only judge the promotion by how much it might 

interest them, but also for when the promotion takes place. Future research should leave 

off terms like “day” and “night” to reduce error.  

An area of future research would be interviewing or surveying the front office 

staff that plans promotions to find out why they pre-program promotions so far in 

advance, or if they even have the option of doing more things on shorter notice. From a 

practical standpoint, scheduling is an internal contingency that could alter the game day 

experience. 
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 Lastly, this study only analyzed giveaway and event promotions. Price 

promotions, social media experience, in-game entertainment (e.g., mascot performances, 

between-inning entertainment, Jumbotron entertainment), and other various promotional 

activities were not included in the research model because this study was based on add-on 

promotions. Future research on promotions should fully evaluate all types of promotions, 

as well as how social media is changing the game-day experience for fans.  
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Chapter 8: Conclusion 

 

 This study set out to analyze MLB attendance from a public relations lens in order 

to assist sports communication practitioners in effectively selecting and timing game-day 

promotions to increase attendance and fan engagement. This study also sought to offer 

insight for the planning phase of the sports marketing process, specifically a more 

thorough understanding of promotional planning. The study sought to answer two 

questions: 

1. Does baseball fan engagement affect fans’ willingness to attend games? 

2. Which specific game-day promotions drive attendance? 

Contingency theory framework assumes there is neither a best way to organize 

nor is any strategy equally effective (Galbraith, 1973; Shank & Lyberger, 2014). This is 

consistent with the results from this study, as there were significant findings but no clear 

or definitive answers. Aside from the factors analyzing weather, this thesis focused on 

contingencies that promotional planners should be well-aware of prior to finalizing a 

promotional calendar. With so many significant findings regarding levels of fan 

identification and engagement, the results of this study show how contingency theory is 

an applicable and effective theory to consider.  

For the most part, teams are able to predict which games will be interesting from 

the beginning of the season. However, many teams have predictable promotion schedules 

(e.g., Fireworks Fridays and T-shirt Tuesdays) instead of planning promotions in concert 

with varying external contingencies. Teams need to be reactive to external contingencies 

when planning promotional activities when the goals of game-day promotions are 
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increasing fan attendance and engagement. To become engaged, fans must enjoy their 

game-day experience, which can be enhanced by promotions. 

While there is a great amount of academic research that could be completed to 

follow-up with this study, it is in my opinion that the best next step is implementing 

contingency theory in front office planning. With so many teams in the league suffering 

from low attendance numbers, it is time to reexamine what consumers want and why they 

identify with specific teams. Only then will a team be able to implement successful 

game-day promotions and raise its daily attendance.  
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Appendix A 

List of Variable Abbreviations 

Variable name Survey question 

age_prescreen Are you at least 18 years old? 

season_prescreen Are you a season ticket holder for an MLB (Major League Baseball) team? 

games_prescreen 
How many games did you attend during the regular 2014 or 2015 season (March 22, 2014–
present)?  

SPIAM1A 
I chose my favorite team because they receive a substantial amount of national television 
coverage 

SPIAM1B 
I chose my favorite team because they receive a substantial amount of national newspaper 
coverage 

SPIAM1C I chose my favorite team because they are popular  

SPIAM1D I chose my favorite team because they receive a substantial amount of radio coverage  

SPIAM1E I chose my favorite team because they are active on social media. 

SPIAM1F 
I chose my favorite team because they receive a substantial amount of coverage on websites 
I look at. 

SPIAM2A I follow my favorite team because I attended school in the same city or state  

SPIAM2B I chose my favorite team because it is close to a city in which I now, have, or hope to live  

SPIAM2C I chose my favorite team because I live or have lived in or around the area  

SPIAM2D I have to support this team because it is located in my hometown or university  

SPIAM2E 
I chose my favorite team because of geographical reasons (like town, city, or state this team 
represents and/or I live in or around the area 

SPIAM3A I chose my favorite team because older family members follow this team  

SPIAM3B I chose my favorite team because my immediate family follows this team  

SPIAM3C One of the reasons for being a fan of the team is that my family members are fans of the team 

SPIAM3D I have been a fan of my favorite team since childhood  

SPIAM3E 
I chose my favorite team because extended family members (eg, cousin, aunt/uncle, 
grandparents) follow this team 

SPIAM3F I chose my favorite team because my parents and/or family follow this team  

SPIAM4A Watching a well-executed athletic performance is something I enjoy  

SPIAM4B I enjoy a skillful performance by the team  

SPIAM4C I am a spectator of sport because of sport competition  

SPIAM4D I enjoy watching a highly skilled player perform  

SPIAM5A One of my reasons to watch and attend MLB games is to occupy my free time  

SPIAM5B One of my reasons to watch and attend MLB games is to kill time  

SPIAM5C One of my reasons to watch and attend MLB games is just to keep me busy or occupied 

SPIAM6A One of my reasons to watch and attend MLB games is to seek excitement and stimulation 

SPIAM6B One of my reasons to watch and attend MLB games is to use it as a form of recreation  

SPIAM6C I like the stimulation I get from watching MLB games  

SPIAM6D 
I like to watch, read, and/or discuss MLB because doing so gives me an opportunity to be with 
my family 

SPIAM7A One of my reasons to watch and attend MLB games is the beauty and grace of the game 
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SPIAM7B One of my reasons to watch and attend MLB games is the artistic value of the game 

SPIAM7C I enjoy watching the artistry of professional baseball 

SPIAM7D Professional baseball should be considered an art form 

SPIAM7E 
One of the main reasons that I watch, read, and/or discuss professional baseball is for the 
artistic value 

AUTOGRAPH NIGHT Autograph night 

DOG Bring your dog 

CHURCH RELIGION Church/religious night 

COLLEGE NIGHT College night 

CONCERT Concert 

FAMILY FUN Family fun day/kids run the bases 

FAN APPREC Fan appreciation day 

FIREWORKS Fireworks 

LADIES NIGHT Girls night 

HAIRCUTS Haircuts for charity 

HERITAGE NIGHT Heritage night 

MOVIE THEME Movie-themed night (e.g., Star Wars) 

NURSE APPREC Nurse appreciation 

RETRO Retro night 

SINGLES Singles night 

STUDENT Student night 

BBQ APRON BBQ apron 

HAT Hat 

JERSEY Jersey 

PONCHO Rain poncho 

SCARF Scarf 

TSHIRT T-shirt 
BASEBALL 
AUTOGRAPH Baseball with replica autographs 

BLANKET Blanket 

BOBBLEHEAD Bobble head 

BASEBALL CARD Collector baseball card 

COUPONS Coupon book for team merchandise 

DUFFEL BAG Duffle or travel bag 

FATHEAD DECALS Fathead wall decals 

MAG SCHEDULE Magnetic schedule 

GIFT CARD Mystery gift card 

CELL CHARGER Portable cell phone charger 

WS RING Replica World Series Champion ring 

SNOW GLOBE Snow globe  

SUNGLASSES Sunglasses 

TOTE BAG Tote bag 
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UMBRELLA Umbrella 

WALL CALENDAR Wall calendar  

WALL POSTER Wall poster 

RIVALRY I enjoy attending games between rival teams. 

NO RIVALRY I enjoy attending games between teams without rivalry. 

PARK NEEDS REPAIR I like going to ballparks even when it is in obvious need of repair. 
PARK CONDITION NO 
MATTER The condition of the ballpark does not affect my decision to go to a game. 

RENOVATED PARKS I like going to games at new or newly renovated ballparks. 

HISTORIC PARKS I like going to historic ballparks (e.g., Wrigley Field, Fenway Park) 

TAILGATING I like tailgating before games. 

SONGS I enjoy the game-day rituals of songs and chants. 

ENTERTAINMENT On-field entertainment between innings is something I look forward to. 

NO PROMO I will go to a game even if the game-day promotion is of no interest to me. 

LIKE PROMO I will only go to a game if I like the game-day promotion. 

CHOOSE BASEBALL 
If another entertainment option is available (e.g., concert, play, another professional sport 
team in town is playing), I will still go to a baseball game.  

NEED PROMO FOR 
ENT 

If another entertainment option is available (e.g., concert, play, another professional sport 
team in town is playing), I would not go to a baseball game unless there is a game-day 
promotion that interests me. 

PROMO OVER 
QUALITY 

I would attend an MLB game if the promotion interested me, regardless of the competitive 
quality of baseball. 

LOOK PROMO Before purchasing tickets, I look to see what the promotion will be for that game. 

NIGHT I prefer attending games with a nighttime start. 

AFTERNOON I prefer attending games with an afternoon start.  

WEEKEND I prefer attending games on a weekend (Friday-Sunday) 

WEEKDAY I prefer attending games on a weekday (Monday-Thursday) 

BEGIN SEASON I like going to games from the beginning of the season until May. 

MID SEASON I like going to games during June and July. 

END OF SEASON I like going to games during August and until the end of the season.  

RAIN Raining 

DRIZZLING Drizzling 

CLOUDY Cloudy or overcast 

SUNNY Sunny 

WINDY Windy 

TIME I do not have enough time. 

TICKETS EXPENS Tickets are too expensive. 

PARKING EXPENS Parking is too expensive.  
CONCESSIONS 
EXPENS Concessions are too expensive. 

BETTER ON TV It is better to watch games on television.  

BETTER ONLINE It is better to watch games online. 

BETTER ON RADIO It is better to listen to games on the radio. 

BETTER AT BAR It is better to watch games at a local bar or restaurant.  

BAR PROMOS A local bar or restaurant offers game-day promotions that interest me. 
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POOR PROMOS The game-day promotions at the ballpark are poor quality. 

PHONE RECEPTION I can’t get phone/internet reception in the stadium. 
TRAVELLING 
INCONVENIENT Travelling to the ballpark is inconvenient or difficult. 

CROWDED I don’t like being in a crowded place. 
PARKING 
INCONVENIENT Parking at the ballpark is inconvenient.  

OTHER REASON 
If your reason for not attending more games was not listed above, please tell us about it in the 
space provided below.   

AGE What is your age?  

GENDER What gender are you?  

ETHNICITY What ethnicity do you identify with? 

DEV ENVIRO What type of developed environment do you live in?  

INCOME 
What is your approximate yearly household income? Include total income of all adults living in 
your household.  

EMPLOYMENT What is your current work status?  

HOUSEHOLD NUMBER Including yourself, how many persons are in your household?  

ZSPIAM1_COMP Z-score composite of Media Popularity/Influence 

ZSPIAM2_COMP Z-score composite of Geography 

ZSPIAM3_COMP Z-score composite of Family 

ZSPIAM4_COMP Z-score composite of Athletic Performance 

ZSPIAM5_COMP Z-score composite of Casual Spectatorship 

ZSPIAM6_COMP Z-score composite of Recreational Value 

ZSPIAM7_COMP Z-score composite of Aesthetics 

Event_Comp Composite of Event Promotions 

Clothing_Comp Composite of Giveaway Clothing Promotions 

Merch_Comp Composite of Giveaway Novelties and Merchandise Promotions 

COMPSPIAM1 Composite of Media Popularity/Influence 

COMPSPIAM2 Composite of Geography 

COMPSPIAM3 Composite of Family 

COMPSPIAM4 Composite of Athletic Performance 

COMPSPIAM5 Composite of Casual Spectatorship 

COMPSPIAM6 Composite of Recreational Value 

COMPSPIAM7 Composite of Aesthetics 
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Appendix B 

Demographic Profile 

TABLE 1: Demographic profile 
Demographic factor   Frequenc

y 
Percen
t 

Valid % Cumulative % 
Number of games 1-6 games 246 64.4 64.4 64.4 
  7-19 games 126 33 33 97.4 
  20 or more 10 2.6 2.6 100 
  Total 382 100 100   
Age  18-24 46 12 12.2 12.2 
  25-34 171 44.8 45.4 57.6 
  35-44 101 26.4 26.8 84.4 
  45-54 33 8.6 8.8 93.1 
  55-64 18 4.7 4.8 97.9 
  65 or older 8 2.1 2.1 100 
  Total 377 98.7 100   
Gender Male 245 64.1 65 65 
  Female 131 34.3 34.7 99.7 
  Other or prefer not to identify 1 0.3 0.3 100 
  Total 377 98.7 100   
Ethnicity White or Caucasian 302 79.1 80.1 80.1 
  Black or African-American 20 5.2 5.3 85.4 
  Asian-American or of Asian descent 18 4.7 4.8 90.2 
  Asian Indian 3 0.8 0.8 91 
  Middle Eastern 1 0.3 0.3 91.2 
  Hispanic or Latino 27 7.1 7.2 98.4 
  Multiethnic/multiracial 5 1.3 1.3 99.7 
  Other or prefer not to identify 1 0.3 0.3 100 
  Total 377 98.7 100   
Developed 
environment 

City 146 38.2 38.7 38.7 
  Suburb 191 50 50.7 89.4 
  Rural 40 10.5 10.6 100 
  Total 377 98.7 100   
Yearly income Under $25,000 33 8.6 8.8 8.8 
  $25,001-$49,999 112 29.3 29.7 38.5 
  $50,000-$74,999 98 25.7 26 64.5 
  $75,000-$99,999 58 15.2 15.4 79.8 
  $100,000-$149,000 47 12.3 12.5 92.3 
  $150,000 or more 18 4.7 4.8 97.1 
  Prefer not to say 11 2.9 2.9 100 
  Total 377 98.7 100   
Employment status Employed full-time 284 74.3 75.3 75.3 
  Employed part-time 32 8.4 8.5 83.8 
  Student at a college, university, or 

technical school 
14 3.7 3.7 87.5 

  Retired 7 1.8 1.9 89.4 
  Homemaker 20 5.2 5.3 94.7 
  Not currently employed 10 2.6 2.7 97.3 
  Prefer not to say 10 2.6 2.7 100 
  Total 377 98.7 100   
Total people in 
household 

Single 100 26.2 26.5 26.5 
  Two 107 28 28.4 54.9 
  Three 81 21.2 21.5 76.4 
  Four 57 14.9 15.1 91.5 
  Five or more 32 8.4 8.5 100 
  Total 377 98.7 100   
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Appendix C 

Scale Psychometrics for Identity Antecedents and Motivations 

TABLE 2: Scale Psychometrics for Identity Antecedents and Motivations 
Factor/Item Standardized loading AVE Alpha 
Media Popularity/Influence (identity antecedent)   0.63 0.945 
I chose my favorite team because they receive a substantial 
amount of national television coverage 0.817 

 
  

I chose my favorite team because they receive a substantial 
amount of national newspaper coverage 0.814 

 
  

I chose my favorite team because they are popular  0.652 
 

  
I chose my favorite team because they receive a substantial 
amount of radio coverage  0.798 

 
  

I chose my favorite team because they are active on social 
media. 0.859 

 
  

I chose my favorite team because they receive a substantial 
amount of coverage on websites I look at. 0.808 

 
  

Geography (identity antecedent)     0.43 0.781 
I follow my favorite team because I attended school in the 
same city or state  0.57 

 
  

I chose my favorite team because it is close to a city in which I 
now, have, or hope to live  0.74 

 
  

I chose my favorite team because I live or have lived in or 
around the area  0.729 

 
  

I have to support this team because it is located in my 
hometown or university  0.491 

 
  

I chose my favorite team because of geographical reasons 
(like town, city, or state this team represents and/or I live in or 
around the area 0.714 

 
  

Family (identity antecedent)     0.62 0.923 
I chose my favorite team because older family members follow 
this team  0.87 

 
  

I chose my favorite team because my immediate family follows 
this team  0.851 

 
  

One of the reasons for being a fan of the team is that my 
family members are fans of the team 0.88 

 
  

I have been a fan of my favorite team since childhood  0.428 
 

  
I chose my favorite team because extended family members 
(eg, cousin, aunt/uncle, grandparents) follow this team 0.713 

 
  

I chose my favorite team because my parents and/or family 
follow this team  0.887 

 
  

Athletic Performance (identity antecedent and motivation)     0.58 0.908 
Watching a well-executed athletic performance is something I 
enjoy  0.792 

 
  

I enjoy a skillful performance by the team  0.796 
 

  
I am a spectator of sport because of sport competition  0.626 

 
  

I enjoy watching a highly skilled player perform  0.818 
 

  
Casual Spectatorship (entertainment; spectatorship 
motivation)     0.62 0.854 
One of my reasons to watch and attend MLB games is to 
occupy my free time  0.681 

 
  

One of my reasons to watch and attend MLB games is to kill 
time  0.829 

 
  

One of my reasons to watch and attend MLB games is just to 
keep me busy or occupied 0.84 

 
  

Recreational Value (entertainment; spectatorship 
motivation)     0.34 0.744 
One of my reasons to watch and attend MLB games is to seek 
excitement and stimulation 0.63 

 
  

One of my reasons to watch and attend MLB games is to use 
it as a form of recreation  0.621 

 
  

I like the stimulation I get from watching MLB games  0.61 
 

  
I like to watch, read, and/or discuss MLB because doing so 
gives me an opportunity to be with my family 0.462 

 
  

Aesthetics (spectatorship motivation)   0.65 0.932 
One of my reasons to watch and attend MLB games is the 
beauty and grace of the game 0.684 

 
  

One of my reasons to watch and attend MLB games is the 
artistic value of the game 0.846 

 
  

I enjoy watching the artistry of professional baseball 0.833 
 

  
Professional baseball should be considered an art form 0.819 

 
  

One of the main reasons that I watch, read, and/or discuss 
professional baseball is for the artistic value 0.831     
AVE: average variance extracted   CR: composite reliability   
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Appendix D 

Means, Standard Deviations (SD), and Ranks for Identity         

Formation and Spectatorship Motivation Factors 

TABLE 3: Means, Standard Deviations (SD), and Ranks for Identity Formation and 
Spectatorship Motivation Factors 

Variable Mean Rank SD 

Media influence (identity antecedent) 2.58 4 1.42 

Geography (identity antecedent) 5.08 2 1.35 

Family (identity antecedent) 4.49 3 1.74 

Athletic performance (identity antecedent and motive) 6.21 1 0.72 

Casual spectatorship (entertainment; motive) 4.13 3 1.43 

Recreational value (entertainment; motive) 5.72 1 0.81 

Aesthetics (motive) 4.86 2 1.40 
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Appendix E 

Regression Tables for Scale Psychometrics and External Contingencies 
 

TABLE 4: Media Popularity/Influence and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) -2.601 2.999 
 

-.867 .386 

RIVALRY -.199 .379 -.031 -.526 .599 

NO RIVALRY -.745 .254 -.166 -2.934 .004*** 

PARK NEEDS REPAIR -.042 .246 -.013 -.170 .865 

PARK CONDITION NO MATTER .131 .232 .042 .566 .572 

RENOVATED PARKS .628 .248 .127 2.534 .012*** 

HISTORIC PARKS -.378 .233 -.085 -1.618 .107* 

TAILGATING .120 .147 .042 .819 .413 

SONGS .392 .204 .115 1.918 .056* 

ENTERTAINMENT .076 .180 .024 .420 .675 

NO PROMO -.156 .268 -.033 -.582 .561 

LIKE PROMO .567 .155 .195 3.654 .000*** 

CHOOSE BASEBALL .504 .222 .121 2.266 .024** 

NEED PROMO FOR ENT .339 .181 .104 1.879 .061* 

PROMO OVER QUALITY -.226 .170 -.072 -1.329 .185 

LOOK PROMO .596 .151 .210 3.939 .000*** 

NIGHT .383 .187 .119 2.047 .041** 

AFTERNOON .610 .186 .185 3.279 .001*** 

WEEKEND -.199 .232 -.050 -.855 .393 

WEEKDAY .044 .201 .013 .217 .828 

BEGIN SEASON -.112 .188 -.030 -.596 .551 

MID SEASON -.078 .216 -.019 -.361 .718 

END OF SEASON -.267 .253 -.057 -1.055 .292 

RAIN .028 .231 .009 .122 .903 

DRIZZLING .194 .245 .066 .794 .428 

CLOUDY -.046 .242 -.012 -.191 .849 

SUNNY -.841 .311 -.135 -2.705 .007*** 

WINDY .222 .237 .053 .936 .350 
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TABLE 5: Geography and External Contingencies 

Coefficientsa 
Model 

Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -8.424 2.398 
 

-3.513 .001 

RIVALRY .322 .303 .073 1.061 .289 

NO RIVALRY -.459 .203 -.149 -2.260 .024** 

PARK NEEDS REPAIR .029 .197 .013 .145 .885 

PARK CONDITION NO MATTER .072 .186 .034 .390 .697 

RENOVATED PARKS .278 .198 .082 1.403 .161 

HISTORIC PARKS .005 .187 .002 .026 .979 

TAILGATING .249 .117 .127 2.127 .034** 

SONGS .039 .163 .017 .241 .810 

ENTERTAINMENT -.043 .144 -.020 -.300 .765 

NO PROMO .143 .214 .045 .668 .505 

LIKE PROMO .002 .124 .001 .019 .985 

CHOOSE BASEBALL -.109 .178 -.038 -.613 .540 

NEED PROMO FOR ENT .058 .144 .026 .400 .690 

PROMO OVER QUALITY .211 .136 .098 1.551 .122 

LOOK PROMO -.147 .121 -.075 -1.216 .225 

NIGHT -.014 .150 -.006 -.095 .924 

AFTERNOON -.021 .149 -.009 -.140 .889 

WEEKEND .518 .186 .188 2.788 .006*** 

WEEKDAY .010 .160 .005 .065 .948 

BEGIN SEASON -.022 .150 -.008 -.143 .886 

MID SEASON .182 .172 .063 1.057 .291 

END OF SEASON .001 .203 .000 .005 .996 

RAIN .053 .185 .025 .285 .776 

DRIZZLING -.200 .196 -.099 -1.023 .307 

CLOUDY .320 .193 .118 1.656 .099* 

SUNNY -.071 .249 -.017 -.286 .775 

WINDY .088 .190 .031 .464 .643 

 
 

TABLE 6: Family and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) -11.868 3.284 
 

-3.614 .000 

RIVALRY -.536 .415 -.088 -1.290 .198 
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NO RIVALRY .344 .278 .080 1.237 .217 

PARK NEEDS REPAIR -.076 .269 -.025 -.281 .779 

PARK CONDITION NO MATTER .164 .254 .055 .643 .520 

RENOVATED PARKS -.023 .271 -.005 -.087 .931 

HISTORIC PARKS .211 .256 .050 .824 .410 

TAILGATING .530 .161 .194 3.302 .001*** 

SONGS .010 .224 .003 .047 .963 

ENTERTAINMENT -.227 .197 -.074 -1.151 .250 

NO PROMO .232 .294 .052 .790 .430 

LIKE PROMO .289 .170 .104 1.701 .090* 

CHOOSE BASEBALL .203 .243 .051 .836 .404 

NEED PROMO FOR ENT -.067 .198 -.022 -.340 .734 

PROMO OVER QUALITY -.092 .187 -.031 -.492 .623 

LOOK PROMO .157 .166 .058 .949 .343 

NIGHT -.011 .205 -.004 -.053 .957 

AFTERNOON -.055 .204 -.018 -.271 .786 

WEEKEND .057 .254 .015 .223 .824 

WEEKDAY .235 .220 .076 1.069 .286 

BEGIN SEASON -.241 .206 -.068 -1.172 .242 

MID SEASON .115 .236 .029 .488 .626 

END OF SEASON .497 .278 .112 1.791 .074* 

RAIN -.058 .253 -.020 -.231 .818 

DRIZZLING .151 .268 .054 .565 .573 

CLOUDY -.034 .265 -.009 -.129 .898 

SUNNY .302 .341 .051 .887 .376 

WINDY .342 .260 .086 1.317 .189 
 
 

TABLE 7: Athletic Performance and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -19.790 1.716 
 

-11.531 .000 

RIVALRY 1.554 .217 .366 7.163 .000*** 

NO RIVALRY .153 .145 .051 1.050 .295 

PARK NEEDS REPAIR -.144 .141 -.067 -1.022 .307 

PARK CONDITION NO MATTER -.018 .133 -.009 -.133 .895 
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RENOVATED PARKS .283 .142 .086 1.996 .047** 

HISTORIC PARKS .031 .134 .011 .234 .815 

TAILGATING .035 .084 .018 .417 .677 

SONGS .165 .117 .073 1.415 .158 

ENTERTAINMENT .066 .103 .031 .639 .523 

NO PROMO .807 .154 .259 5.253 .000*** 

LIKE PROMO .000 .089 .000 -.002 .998 

CHOOSE BASEBALL -.094 .127 -.034 -.741 .459 

NEED PROMO FOR ENT -.244 .103 -.112 -2.356 .019*** 

PROMO OVER QUALITY .006 .098 .003 .066 .947 

LOOK PROMO -.039 .087 -.021 -.450 .653 

NIGHT .018 .107 .009 .170 .865 

AFTERNOON .046 .106 .021 .430 .668 

WEEKEND .112 .133 .042 .839 .402 

WEEKDAY .042 .115 .020 .370 .712 

BEGIN SEASON -.072 .107 -.029 -.669 .504 

MID SEASON .130 .123 .046 1.053 .293 

END OF SEASON .123 .145 .040 .845 .399 

RAIN -.029 .132 -.014 -.223 .824 

DRIZZLING -.165 .140 -.085 -1.176 .241 

CLOUDY .433 .138 .165 3.132 .002*** 

SUNNY .012 .178 .003 .066 .948 

WINDY -.060 .136 -.022 -.439 .661 
 
 

TABLE 8: Casual Spectatorship and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .121 1.690 
 

.072 .943 

RIVALRY -.154 .214 -.049 -.723 .470 

NO RIVALRY .048 .143 .021 .333 .740 

PARK NEEDS REPAIR .283 .138 .177 2.045 .042** 

PARK CONDITION NO MATTER -.109 .131 -.070 -.831 .407 

RENOVATED PARKS -.072 .140 -.029 -.518 .604 

HISTORIC PARKS .074 .131 .033 .560 .576 

TAILGATING .108 .083 .076 1.313 .190 

SONGS -.169 .115 -.100 -1.468 .143 
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ENTERTAINMENT .106 .101 .067 1.041 .299 

NO PROMO -.170 .151 -.073 -1.124 .262 

LIKE PROMO .092 .087 .063 1.051 .294 

CHOOSE BASEBALL .195 .125 .094 1.559 .120 

NEED PROMO FOR ENT .009 .102 .006 .092 .927 

PROMO OVER QUALITY .110 .096 .071 1.147 .252 

LOOK PROMO .187 .085 .132 2.188 .029** 

NIGHT .041 .105 .026 .389 .697 

AFTERNOON -.172 .105 -.105 -1.644 .101* 

WEEKEND .129 .131 .065 .984 .326 

WEEKDAY -.036 .113 -.022 -.317 .752 

BEGIN SEASON -.176 .106 -.096 -1.660 .098* 

MID SEASON .036 .122 .017 .294 .769 

END OF SEASON .167 .143 .072 1.172 .242 

RAIN -.152 .130 -.100 -1.169 .243 

DRIZZLING .141 .138 .097 1.026 .305 

CLOUDY .244 .136 .124 1.793 .074* 

SUNNY -.439 .175 -.142 -2.507 .013*** 

WINDY -.156 .134 -.075 -1.166 .244 
 
 

TABLE 9: Recreational Value and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -16.992 1.583 
 

-10.734 .000 

RIVALRY .562 .200 .155 2.809 .005*** 

NO RIVALRY .269 .134 .106 2.005 .046** 

PARK NEEDS REPAIR -.340 .130 -.187 -2.619 .009*** 

PARK CONDITION NO MATTER .174 .123 .099 1.419 .157 

RENOVATED PARKS .021 .131 .007 .159 .873 

HISTORIC PARKS .227 .123 .090 1.844 .066* 

TAILGATING .040 .077 .025 .522 .602 

SONGS .184 .108 .095 1.710 .088* 

ENTERTAINMENT .074 .095 .041 .777 .438 

NO PROMO .664 .142 .251 4.688 .000*** 

LIKE PROMO -.026 .082 -.016 -.323 .747 

CHOOSE BASEBALL .338 .117 .143 2.880 .004*** 
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NEED PROMO FOR ENT -.045 .095 -.024 -.468 .640 

PROMO OVER QUALITY -.022 .090 -.012 -.246 .806 

LOOK PROMO .077 .080 .048 .967 .334 

NIGHT .225 .099 .124 2.277 .023** 

AFTERNOON .178 .098 .096 1.818 .070* 

WEEKEND .031 .123 .014 .249 .803 

WEEKDAY -.054 .106 -.029 -.508 .612 

BEGIN SEASON -.145 .099 -.069 -1.464 .144 

MID SEASON -.026 .114 -.011 -.228 .820 

END OF SEASON .235 .134 .089 1.759 .079* 

RAIN .010 .122 .006 .080 .936 

DRIZZLING -.033 .129 -.020 -.259 .796 

CLOUDY .013 .128 .006 .100 .920 

SUNNY .110 .164 .031 .668 .505 

WINDY .228 .125 .097 1.818 .070* 
 

TABLE 10: Aesthetics and External Contingencies 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) -18.661 2.638 
 

-7.073 .000 

RIVALRY .725 .334 .136 2.173 .030** 

NO RIVALRY .735 .223 .196 3.290 .001*** 

PARK NEEDS REPAIR -.100 .216 -.037 -.465 .642 

PARK CONDITION NO MATTER .301 .204 .116 1.473 .142 

RENOVATED PARKS -.122 .218 -.030 -.561 .575 

HISTORIC PARKS .382 .205 .103 1.862 .063* 

TAILGATING -.124 .129 -.052 -.965 .335 

SONGS .314 .180 .110 1.746 .082* 

ENTERTAINMENT -.146 .158 -.055 -.923 .357 

NO PROMO .181 .236 .046 .768 .443 

LIKE PROMO .121 .137 .050 .883 .378 

CHOOSE BASEBALL .583 .196 .167 2.981 .003*** 

NEED PROMO FOR ENT .250 .159 .092 1.573 .117* 

PROMO OVER QUALITY -.093 .150 -.036 -.618 .537 

LOOK PROMO .106 .133 .045 .794 .428 

NIGHT .145 .165 .054 .878 .381 

AFTERNOON .244 .164 .089 1.489 .137 
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WEEKEND .101 .204 .030 .496 .620 

WEEKDAY .180 .176 .067 1.018 .309 

BEGIN SEASON -.138 .165 -.045 -.837 .403 

MID SEASON .215 .190 .061 1.134 .257 

END OF SEASON -.185 .223 -.048 -.831 .406 

RAIN .541 .203 .211 2.663 .008*** 

DRIZZLING -.387 .215 -.158 -1.799 .073* 

CLOUDY .062 .213 .019 .290 .772 

SUNNY -.173 .274 -.033 -.631 .528 

WINDY .040 .209 .011 .189 .850 
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Appendix F 

Regression Tables for Scale Psychometrics and Promotions 

TABLE 11: Media Popularity/Influence and Promotions 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 
B Std. Error Beta 

1 (Constant) .620 1.792  .346 .729 
AUTOGRAPH NIGHT -.060 .174 -.022 -.345 .731 
DOG .406 .129 .172 3.156 .002*** 
CHURCH RELIGION .271 .160 .091 1.695 .091* 
COLLEGE NIGHT .098 .204 .036 .479 .632 
CONCERT -.155 .170 -.052 -.913 .362 
FAMILY FUN .022 .138 .009 .159 .874 
FAN APPREC -.289 .226 -.080 -1.278 .202 
FIREWORKS .296 .200 .091 1.480 .140 
LADIES NIGHT .109 .163 .042 .668 .505 
HAIRCUTS -.324 .185 -.116 -1.745 .082* 
HERITAGE NIGHT .206 .166 .077 1.242 .215 
MOVIE THEME -.024 .166 -.009 -.144 .886 
NERSE APPREC .102 .184 .036 .557 .578 
RETRO -.238 .169 -.090 -1.407 .160 
SINGLES .429 .168 .168 2.552 .011*** 
STUDENT .215 .228 .078 .945 .346 
BBQ APRON .054 .153 .021 .350 .727 
HAT .198 .288 .047 .688 .492 
JERSEY -.250 .334 -.052 -.746 .456 
PONCHO -.030 .186 -.011 -.162 .871 
SCARF .143 .182 .054 .787 .432 
TSHIRT -.641 .332 -.132 -1.930 .054* 
BASEBALL AUTOGRAPH .304 .191 .110 1.591 .113 
BLANKET -.544 .247 -.150 -2.208 .028** 
BOBBLEHEAD -.084 .196 -.029 -.430 .668 
BASEBALL CARD .231 .214 .078 1.082 .280 
COUPONS .362 .195 .123 1.857 .064* 
DUFFEL BAG -.005 .269 -.001 -.018 .986 
FATHEAD DECALS .071 .209 .027 .340 .734 
MAG SCHEDULE -.187 .223 -.064 -.838 .403 
GIFT CARD -.215 .200 -.065 -1.078 .282 
CELL CHARGER -.176 .183 -.062 -.960 .338 
WS RING -.466 .192 -.182 -2.433 .015*** 
SNOW GLOBE .139 .179 .051 .774 .440 
SUNGLASSES .504 .192 .175 2.618 .009*** 
TOTE BAG -.395 .255 -.122 -1.546 .123 
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UMBRELLA .369 .243 .120 1.516 .130 
WALL CALENDAR .017 .239 .006 .069 .945 
WALL POSTER .296 .243 .106 1.217 .224 

Dependent Variable: ZSPIAM1_COMP 

 

 

 

 

TABLE 12: Geography and Promotions 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 
B Std. Error Beta 

1 (Constant) -4.489 1.330  -3.375 .001 
AUTOGRAPH NIGHT -.212 .129 -.112 -1.646 .101* 
DOG -.054 .096 -.033 -.567 .571 
CHURCH RELIGION -.036 .118 -.018 -.306 .760 
COLLEGE NIGHT .365 .151 .194 2.412 .016*** 
CONCERT .209 .126 .103 1.657 .098 
FAMILY FUN .092 .102 .055 .900 .369 
FAN APPREC -.008 .168 -.003 -.047 .962 
FIREWORKS .074 .148 .033 .497 .620 
LADIES NIGHT -.184 .121 -.104 -1.520 .129 
HAIRCUTS -.102 .138 -.053 -.738 .461 
HERITAGE NIGHT -.070 .123 -.038 -.568 .571 
MOVIE THEME -.037 .124 -.020 -.297 .767 
NERSE APPREC .071 .136 .036 .517 .605 
RETRO .305 .126 .168 2.426 .016*** 
SINGLES -.087 .125 -.050 -.700 .484 
STUDENT .076 .169 .040 .452 .652 
BBQ APRON -.119 .114 -.067 -1.052 .294 
HAT .068 .214 .023 .316 .752 
JERSEY .341 .248 .103 1.375 .170 
PONCHO -.302 .138 -.156 -2.187 .029** 
SCARF .120 .135 .066 .887 .376 
TSHIRT .137 .247 .041 .556 .579 
BASEBALL AUTOGRAPH .151 .142 .080 1.061 .289 
BLANKET .265 .183 .106 1.449 .148 
BOBBLEHEAD -.053 .146 -.026 -.366 .714 
BASEBALL CARD -.121 .158 -.059 -.761 .447 
COUPONS .027 .145 .013 .186 .852 
DUFFEL BAG -.164 .200 -.070 -.823 .411 
FATHEAD DECALS .001 .155 .000 .005 .996 
MAG SCHEDULE -.124 .166 -.062 -.746 .456 
GIFT CARD .025 .148 .011 .170 .865 
CELL CHARGER -.100 .136 -.052 -.736 .462 
WS RING -.099 .142 -.056 -.699 .485 
SNOW GLOBE .119 .133 .064 .898 .370 
SUNGLASSES -.050 .143 -.025 -.347 .729 
TOTE BAG -.085 .190 -.038 -.451 .652 
UMBRELLA .456 .180 .217 2.525 .012*** 
WALL CALENDAR -.222 .177 -.111 -1.251 .212 
WALL POSTER .116 .181 .060 .639 .523 

a. Dependent Variable: ZSPIAM2_COMP 
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TABLE 13: Family and Promotions 
Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized Coefficients t Sig. 

B Std. 

Error 

Beta 

1 

(Constant) -7.744 1.821  -4.253 .000 

AUTOGRAPH NIGHT -.377 .177 -.143 -2.137 .033** 

DOG .186 .131 .082 1.424 .155 

CHURCH RELIGION -.072 .162 -.025 -.442 .659 

COLLEGE NIGHT -.056 .207 -.021 -.269 .788 

CONCERT -.076 .173 -.027 -.439 .661 

FAMILY FUN .194 .140 .083 1.385 .167 

FAN APPREC .059 .230 .017 .259 .796 

FIREWORKS -.096 .203 -.031 -.475 .635 

LADIES NIGHT .149 .165 .060 .899 .369 

HAIRCUTS .089 .188 .033 .472 .637 

HERITAGE NIGHT .115 .168 .045 .682 .496 

MOVIE THEME -.094 .169 -.037 -.556 .578 

NERSE APPREC .167 .187 .061 .896 .371 

RETRO -.105 .172 -.041 -.609 .543 

SINGLES -.261 .171 -.107 -1.525 .128 

STUDENT .428 .232 .161 1.847 .066* 

BBQ APRON -.222 .156 -.089 -1.424 .155 

HAT .429 .293 .106 1.466 .144 

JERSEY -.064 .340 -.014 -.188 .851 

PONCHO .229 .189 .085 1.212 .226 

SCARF -.080 .185 -.031 -.432 .666 

TSHIRT .734 .338 .158 2.174 .030** 

BASEBALL AUTOGRAPH .228 .194 .086 1.175 .241 

BLANKET -.132 .251 -.038 -.527 .598 

BOBBLEHEAD .173 .199 .061 .867 .387 

BASEBALL CARD -.204 .217 -.072 -.942 .347 

COUPONS -.092 .198 -.033 -.465 .642 

DUFFEL BAG .320 .273 .098 1.172 .242 

FATHEAD DECALS -.236 .212 -.092 -1.111 .267 

MAG SCHEDULE .207 .227 .074 .912 .362 

GIFT CARD -.131 .203 -.041 -.646 .519 

CELL CHARGER -.234 .186 -.086 -1.258 .209 

WS RING -.073 .195 -.030 -.377 .707 

SNOW GLOBE .411 .182 .159 2.258 .025** 

SUNGLASSES -.257 .196 -.094 -1.316 .189 

TOTE BAG -.040 .259 -.013 -.153 .879 

UMBRELLA -.017 .247 -.006 -.069 .945 

WALL CALENDAR -.004 .243 -.002 -.017 .986 

WALL POSTER .401 .247 .150 1.620 .106* 

a. Dependent Variable: ZSPIAM3_COMP 
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TABLE 14: Athletic Performance and Promotions 
Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 
B Std. Error Beta 

1 

(Constant) -8.057 1.182  -6.818 .000 
AUTOGRAPH NIGHT .158 .115 .086 1.381 .168 
DOG -.180 .085 -.114 -2.122 .035** 
CHURCH RELIGION -.232 .105 -.117 -2.204 .028** 
COLLEGE NIGHT .091 .134 .050 .676 .499 
CONCERT .271 .112 .138 2.424 .016*** 
FAMILY FUN -.071 .091 -.044 -.781 .435 
FAN APPREC .354 .149 .147 2.373 .018*** 
FIREWORKS -.149 .132 -.069 -1.127 .260 
LADIES NIGHT -.133 .107 -.078 -1.242 .215 
HAIRCUTS .076 .122 .041 .621 .535 
HERITAGE NIGHT .008 .109 .004 .069 .945 
MOVIE THEME -.185 .110 -.105 -1.685 .093* 
NERSE APPREC -.018 .121 -.009 -.149 .881 
RETRO .139 .112 .079 1.246 .214 
SINGLES -.087 .111 -.051 -.783 .434 
STUDENT -.095 .150 -.052 -.632 .528 
BBQ APRON .039 .101 .022 .382 .702 
HAT .791 .190 .281 4.163 .000*** 
JERSEY .054 .221 .017 .246 .806 
PONCHO -.025 .123 -.013 -.206 .837 
SCARF -.172 .120 -.098 -1.438 .151 
TSHIRT .244 .219 .076 1.116 .265 
BASEBALL AUTOGRAPH .165 .126 .090 1.306 .192 
BLANKET .174 .163 .072 1.073 .284 
BOBBLEHEAD .144 .129 .074 1.111 .267 
BASEBALL CARD -.159 .141 -.081 -1.132 .258 
COUPONS .069 .129 .035 .535 .593 
DUFFEL BAG .080 .177 .035 .449 .654 
FATHEAD DECALS -.188 .138 -.106 -1.363 .174 
MAG SCHEDULE -.040 .147 -.020 -.270 .788 
GIFT CARD -.024 .132 -.011 -.183 .855 
CELL CHARGER -.044 .121 -.023 -.366 .715 
WS RING .144 .126 .084 1.141 .255 
SNOW GLOBE -.016 .118 -.009 -.133 .895 
SUNGLASSES .059 .127 .031 .466 .641 
TOTE BAG -.200 .168 -.093 -1.189 .235 
UMBRELLA -.066 .160 -.032 -.410 .682 
WALL CALENDAR .319 .158 .164 2.021 .044** 
WALL POSTER -.170 .160 -.091 -1.056 .292 

a. Dependent Variable: ZSPIAM4_COMP 
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TABLE 15: Casual Spectatorship and Promotions 
Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .096 .945  .102 .919 

AUTOGRAPH NIGHT .007 .092 .005 .075 .940 

DOG -.022 .068 -.018 -.317 .751 

CHURCH RELIGION .169 .084 .114 2.009 .045** 

COLLEGE NIGHT -.139 .108 -.102 -1.297 .196 

CONCERT .116 .090 .079 1.296 .196 

FAMILY FUN -.201 .073 -.166 -2.755 .006*** 

FAN APPREC -.218 .119 -.121 -1.823 .069* 

FIREWORKS -.045 .105 -.028 -.427 .670 

LADIES NIGHT -.014 .086 -.011 -.165 .869 

HAIRCUTS -.030 .098 -.022 -.307 .759 

HERITAGE NIGHT .082 .087 .062 .939 .349 

MOVIE THEME .243 .088 .185 2.769 .006*** 

NERSE APPREC .014 .097 .010 .149 .882 

RETRO -.185 .089 -.141 -2.074 .039** 

SINGLES -.016 .089 -.013 -.181 .856 

STUDENT .272 .120 .198 2.264 .024** 

BBQ APRON -.006 .081 -.005 -.074 .941 

HAT .030 .152 .014 .199 .842 

JERSEY -.115 .176 -.048 -.652 .515 

PONCHO -.076 .098 -.054 -.778 .437 

SCARF -.045 .096 -.034 -.472 .637 

TSHIRT -.039 .175 -.016 -.225 .822 

BASEBALL AUTOGRAPH .118 .101 .086 1.166 .244 

BLANKET -.045 .130 -.025 -.342 .732 

BOBBLEHEAD -.046 .104 -.032 -.448 .654 

BASEBALL CARD -.208 .113 -.141 -1.847 .066* 

COUPONS -.131 .103 -.090 -1.278 .202 

DUFFEL BAG .169 .142 .100 1.188 .236 

FATHEAD DECALS .238 .110 .179 2.156 .032** 

MAG SCHEDULE -.051 .118 -.035 -.430 .668 

GIFT CARD -.125 .105 -.076 -1.188 .236 

CELL CHARGER .117 .097 .083 1.208 .228 

WS RING -.040 .101 -.031 -.394 .694 

SNOW GLOBE .148 .095 .111 1.570 .117* 

SUNGLASSES .016 .102 .011 .159 .873 

TOTE BAG .188 .135 .116 1.392 .165 

UMBRELLA .054 .128 .035 .418 .676 

WALL CALENDAR -.073 .126 -.051 -.581 .561 

WALL POSTER .076 .128 .055 .590 .556 

a. Dependent Variable: ZSPIAM5_COMP 
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TABLE 16: Recreational Value and Promotions 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) -8.011 .983  -8.146 .000 

AUTOGRAPH NIGHT .114 .095 .073 1.191 .234 

DOG -.131 .071 -.098 -1.855 .064* 

CHURCH RELIGION -.045 .088 -.027 -.514 .608 

COLLEGE NIGHT -.089 .112 -.057 -.791 .429 

CONCERT .108 .093 .064 1.155 .249 

FAMILY FUN .022 .076 .016 .290 .772 

FAN APPREC .403 .124 .197 3.248 .001*** 

FIREWORKS -.084 .110 -.045 -.761 .447 

LADIES NIGHT -.115 .089 -.080 -1.293 .197 

HAIRCUTS -.039 .102 -.025 -.387 .699 

HERITAGE NIGHT .046 .091 .030 .503 .615 

MOVIE THEME -.007 .091 -.005 -.078 .938 

NERSE APPREC .011 .101 .007 .105 .916 

RETRO -.021 .093 -.014 -.226 .822 

SINGLES -.024 .092 -.017 -.263 .793 

STUDENT .083 .125 .053 .662 .509 

BBQ APRON .223 .084 .152 2.659 .008*** 

HAT .440 .158 .184 2.786 .006*** 

JERSEY .501 .184 .183 2.728 .007*** 

PONCHO -.067 .102 -.042 -.652 .515 

SCARF -.061 .100 -.041 -.614 .540 

TSHIRT -.193 .182 -.071 -1.061 .290 

BASEBALL AUTOGRAPH .207 .105 .133 1.972 .049** 

BLANKET .031 .135 .015 .227 .821 

BOBBLEHEAD .192 .108 .115 1.782 .076* 

BASEBALL CARD -.151 .117 -.090 -1.292 .197 

COUPONS .149 .107 .089 1.397 .163 

DUFFEL BAG .054 .148 .028 .367 .714 

FATHEAD DECALS -.040 .115 -.026 -.348 .728 

MAG SCHEDULE .152 .123 .092 1.242 .215 

GIFT CARD -.123 .110 -.066 -1.123 .262 

CELL CHARGER -.043 .101 -.027 -.427 .670 

WS RING -.010 .105 -.007 -.098 .922 

SNOW GLOBE .033 .098 .022 .335 .738 

SUNGLASSES .113 .106 .070 1.072 .284 

TOTE BAG -.047 .140 -.026 -.336 .737 

UMBRELLA -.082 .133 -.047 -.612 .541 

WALL CALENDAR .049 .131 .030 .373 .710 

WALL POSTER -.184 .134 -.117 -1.377 .169 

a. Dependent Variable: ZSPIAM6_COMP 
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TABLE 17: Aesthetics 
Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) -3.912 1.556  -2.514 .012 

AUTOGRAPH NIGHT .098 .151 .042 .647 .518 

DOG .078 .112 .039 .695 .488 

CHURCH RELIGION -.028 .139 -.011 -.205 .838 

COLLEGE NIGHT -.284 .177 -.124 -1.602 .110* 

CONCERT .183 .147 .074 1.242 .215 

FAMILY FUN -.042 .120 -.021 -.353 .725 

FAN APPREC .096 .197 .032 .487 .627 

FIREWORKS -.164 .174 -.060 -.945 .346 

LADIES NIGHT -.129 .141 -.060 -.911 .363 

HAIRCUTS .077 .161 .033 .478 .633 

HERITAGE NIGHT .434 .144 .195 3.021 .003*** 

MOVIE THEME -.284 .145 -.129 -1.965 .050** 

NERSE APPREC .296 .160 .123 1.855 .064* 

RETRO -.114 .147 -.052 -.776 .438 

SINGLES .199 .146 .094 1.363 .174 

STUDENT -.016 .198 -.007 -.079 .937 

BBQ APRON .175 .133 .081 1.316 .189 

HAT .563 .250 .160 2.248 .025** 

JERSEY -.224 .290 -.055 -.770 .442 

PONCHO .052 .161 .022 .323 .747 

SCARF .178 .158 .081 1.127 .261 

TSHIRT -.156 .289 -.039 -.542 .588 

BASEBALL AUTOGRAPH .097 .166 .042 .584 .559 

BLANKET -.226 .214 -.075 -1.057 .291 

BOBBLEHEAD .341 .170 .139 1.998 .047** 

BASEBALL CARD -.166 .185 -.067 -.895 .371 

COUPONS .471 .169 .191 2.780 .006*** 

DUFFEL BAG -.036 .234 -.013 -.156 .876 

FATHEAD DECALS -.032 .181 -.015 -.179 .858 

MAG SCHEDULE .154 .194 .063 .793 .428 

GIFT CARD -.070 .174 -.025 -.400 .689 

CELL CHARGER -.282 .159 -.120 -1.773 .077* 

WS RING .188 .166 .088 1.130 .259 

SNOW GLOBE -.022 .156 -.010 -.144 .886 

SUNGLASSES -.039 .167 -.016 -.232 .816 

TOTE BAG .004 .222 .002 .019 .985 

UMBRELLA -.232 .211 -.091 -1.099 .273 

WALL CALENDAR .401 .208 .164 1.930 .054** 

WALL POSTER -.481 .211 -.207 -2.275 .024** 
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Appendix G 

Interest in Game-Day Promotions 

 

 TABLE 18: Interest in game-day promotions 
Category Factor Mean Std. Deviation 
Special events FAN APPREC 5.55 1.47 

FIREWORKS 5.31 1.63 
  CONCERT 4.84 1.80 
  AUTOGRAPH NIGHT 4.72 1.93 
  MOVIE THEME 4.43 2.01 
  FAMILY FUN 4.30 2.19 
  RETRO 4.10 2.01 
  LADIES NIGHT 3.94 2.07 
  HERITAGE NIGHT 3.70 1.99 
  DOG 3.34 2.25 
  SINGLES 3.22 2.09 
  COLLEGE NIGHT 3.15 1.94 
  HAIRCUTS 3.11 1.91 
  NURSE APPREC 2.90 1.85 
  STUDENT 2.90 1.92 
  CHURCH RELIGION 2.31 1.79 
  Average 3.86 1.93 
Giveaway clothing JERSEY 6.19 1.10 

TSHIRT 6.05 1.10 
  HAT 5.84 1.26 
  SCARF 4.58 2.01 
  PONCHO 4.49 1.88 
  BBQ APRON 4.12 2.04 
  Average 5.21 1.57 
Giveaway novelties and 
merchandise 

BLANKET 5.59 1.46 
DUFFEL BAG 5.37 1.57 

  GIFT CARD 5.28 1.61 
  TOTE BAG 5.16 1.64 
  UMBRELLA 5.09 1.74 
  BOBBLEHEAD 4.90 1.81 
  BASEBALL CARD 4.82 1.79 
  BASEBALL AUTOGRAPH 4.80 1.93 
  SUNGLASSES 4.75 1.85 
  CELL CHARGER 4.72 1.88 
  WS RING 4.70 2.07 
  WALL CALENDAR 4.65 1.82 
  MAG SCHEDULE 4.41 1.83 
  SNOW GLOBE 4.40 1.97 
  COUPONS 4.37 1.80 
  WALL POSTER 4.32 1.91 
  FATHEAD DECALS 4.15 1.99 
  Average 4.79 1.80 
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Appendix H 

Survey questionnaire 

MLB Promotions 
Consent  
Thank you for your participation. Please read the consent form below. After you have 
completed reading the form please click "next" to continue.  
 
Consent to Act as a Participant in a Research Study 
 
University of Missouri School of Journalism Project #2002795 

You are being asked to participate in a research study titled: “MLB attendance 
influencers.” The purpose of this study is to better understand how people interact with 
Major League Baseball (MLB) teams and game-day promotions. >You must be 18 years 
or older, live within 150 miles of an MLB stadium, not own season tickets to an MLB 
team, and have attended an MLB game during the 2014 or 2015 MLB season to 
participate in this study. 

 The study involves answering a series of survey-style questions, which you will 
indicate how much you agree or disagree. This study will take approximately 10-15 
minutes to complete. Only the investigators registered with this study will have access to 
the data, which is kept in a secure program. MTurk worker IDs will only be collected for 
the purposes of distributing compensation. MTurk worker IDs will not be shared with 
anyone outside of the research team, will be removed from the data set, and will not be 
linked to survey responses. Data will only be reported as an aggregate of all participants 
in this study. 

The risks of the study are not beyond what you may experience in everyday life, 
as the information presented to you will be no different from what you might find on a 
sports news website. 

Your participation in this study is voluntary. Refusal to participate will involve no 
penalty, and you may discontinue participation at any time without penalty. 
Compensation for completing the study is $1.00. If you have questions or concerns about 
the study or the procedures, you may ask the Principal Investigator, Andrea Weed, at 
alweed@mail.missouri.edu, or contact the project’s advisor, Professor Cynthia Frisby, at 
frisbyc@missouri.edu. Subjects should call the Campus Institutional Review Board for 
questions regarding their rights as human subjects participants in research studies. You 
may contact the MU Campus Institutional Review Board at 573-882-9585. 
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QA Please respond to the following questions.  

What is your 5-digit postal ZIP code?  

 

Q1 Are you at least 18 years old?  

m Yes 
m No 
 

Q2 Are you a season ticket holder for an MLB (Major League Baseball) team?  

m Yes 
m No 
 

Q4 How many games did you attend during the regular 2014 and/or 2015 MLB season 

(March 22, 2014-October 4, 2015)?  

m None 
m 1-6 games 
m 7-19 games 
m 20 or more 
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Q5 Please indicate the degree to which you agree with the following statements about 
your favorite MLB team. 

 Strongly 
Disagree 

Disagree Somewhat 
Disagree 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

I chose 
my 

favorite 
team 

because 
they 

receive a 
substantial 
amount of 
national 

television 
coverage. 

m  m  m  m  m  m  m  

I chose 
my 

favorite 
team 

because 
they 

receive a 
substantial 
amount of 
national 

newspaper 
coverage. 

m  m  m  m  m  m  m  

I chose 
my 

favorite 
team 

because 
they are 
popular. 

m  m  m  m  m  m  m  

I chose 
my 

favorite 
team 

because 
they 

receive a 
substantial 

m  m  m  m  m  m  m  
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amount of 
radio 

coverage. 
I chose 

my 
favorite 

team 
because 

they 
receive a 

substantial 
amount of 

social 
media 

coverage. 

m  m  m  m  m  m  m  

I chose 
my 

favorite 
team 

because 
they 

receive a 
substantial 
amount of 
coverage 

on 
websites I 

look at. 

m  m  m  m  m  m  m  

 
Q6 Please indicate the degree to which you agree with the following statements about 
your favorite MLB team. 

 Strongly 
Disagre

e 

Disagre
e 

Somewha
t Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

I follow my 
favorite 

team 
because I 
attended 
school in 
the same 

city or state. 

m  m  m  m  m  m  m  
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I chose my 
favorite 

team 
because it is 

close to a 
city in 
which I 

now, have, 
or hope to 

live. 

m  m  m  m  m  m  m  

I chose my 
favorite 

team 
because I 

live or have 
lived in or 
around the 

area. 

m  m  m  m  m  m  m  

I have to 
support this 

team 
because it is 
located in 

my 
hometown 

or 
university. 

m  m  m  m  m  m  m  

I chose my 
favorite 

team 
because of 

geographica
l reasons 

(like town, 
city, or state 

this team 
represents) 
and/or I live 
in or around 

the area. 

m  m  m  m  m  m  m  

 
Q7 Please indicate the degree to which you agree with the following statements about 
your favorite MLB team. 

 Strongl
y 

Disagre
e 

Somewha
t 

Neither 
Agree 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 
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Disagre
e 

Disagree nor 
Disagre

e 
I chose my 

favorite 
team 

because 
older family 

members 
follow this 

team. 

m  m  m  m  m  m  m  

I chose my 
favorite 

team 
because my 
immediate 

family 
follows this 

team. 

m  m  m  m  m  m  m  

One of the 
reasons for 
being a fan 
of the team 
is that my 

family 
members are 
fans of the 

team. 

m  m  m  m  m  m  m  

I have been 
a fan of my 

favorite 
team since 
childhood. 

m  m  m  m  m  m  m  

I chose my 
favorite 

team 
because 
extended 
family 

members 
(e.g., cousin, 
aunt/uncle, 

grandparents
) follow this 

team. 

m  m  m  m  m  m  m  
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I chose my 
favorite 

team 
because my 

parents 
and/or 
family 

follow this 
team. 

m  m  m  m  m  m  m  

 
Q8 Please indicate the degree to which you agree with the following statements about 
MLB teams. 

 Strongly 
Disagre

e 

Disagre
e 

Somewha
t Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

Watching a 
well-

executed 
athletic 

performanc
e is 

something I 
enjoy. 

m  m  m  m  m  m  m  

I enjoy a 
skillful 

performanc
e by the 
team. 

m  m  m  m  m  m  m  

I am a 
spectator of 

sport 
because of 

sport 
competition

. 

m  m  m  m  m  m  m  

I enjoy 
watching a 

highly 
skilled 
player 

perform. 

m  m  m  m  m  m  m  

 



 77 

 
Q9 Please indicate the degree to which you agree with the following statements. 

 Strongly 
Disagree 

Disagree Somewhat 
Disagree 

Neither 
Agree 

nor 
Disagree 

Somewhat 
Agree 

Agree Strongly 
Agree 

One of 
my 

reasons 
to watch 

and 
attend 
MLB 

games is 
to 

occupy 
my free 

time. 

m  m  m  m  m  m  m  

One of 
my 

reasons 
to watch 

and 
attend 
MLB 

games is 
to kill 
time. 

m  m  m  m  m  m  m  

One of 
my 

reasons 
to watch 

and 
attend 
MLB 

games is 
just to 

keep me 
busy or 

occupied. 

m  m  m  m  m  m  m  
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Q10 Please indicate the degree to which you agree with the following statements. 
 Strongly 

Disagre
e 

Disagre
e 

Somewha
t Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

One of my 
reasons to 
watch and 

attend 
MLB 

games is to 
seek 

excitement 
and 

stimulation
. 

m  m  m  m  m  m  m  

One of my 
reasons to 
watch and 

attend 
MLB 

games is to 
use it as a 
form of 

recreation. 

m  m  m  m  m  m  m  

I like the 
stimulation 
I get from 
watching 

MLB 
games. 

m  m  m  m  m  m  m  

I like to 
watch, 
read, 

and/or 
discuss 
MLB 

because 
doing so 
gives me 

an 
opportunity 
to be with 
my family. 

m  m  m  m  m  m  m  
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Q11 Please indicate the degree to which you agree with the following statements. 
 Strongly 

Disagre
e 

Disagre
e 

Somewha
t Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

One of my 
reasons to 
watch and 

attend 
MLB 

games is 
the beauty 
and grace 

of the 
game. 

m  m  m  m  m  m  m  

One of my 
reasons to 
watch and 

attend 
MLB 

games is 
the artistic 

value of the 
game. 

m  m  m  m  m  m  m  

I enjoy 
watching 

the artistry 
of 

professiona
l baseball. 

m  m  m  m  m  m  m  

Professiona
l baseball 
should be 
considered 
an art form. 

m  m  m  m  m  m  m  

One of the 
main 

reasons that 
I watch, 

read, and/or 
discuss 

professiona
l baseball is 

for the 

m  m  m  m  m  m  m  
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artistic 
value. 

 
Q12 Please indicate how interested you would be in receiving the following game-day 
event promotions.  

 Not at 
All 

Interest
ed 

Uninteres
ted 

Somewh
at 

Uninteres
ted 

Neither 
Intereste

d nor 
Uninteres

ted 

Somew
hat 

Interest
ed 

Interest
ed 

Very 
Interest

ed 

Autograph 
night m  m  m  m  m  m  m  

Bring your 
dog m  m  m  m  m  m  m  

Church/relig
ious night m  m  m  m  m  m  m  

College 
night m  m  m  m  m  m  m  

Concert m  m  m  m  m  m  m  
Family fun 

day/kids run 
the bases 

m  m  m  m  m  m  m  

Fan 
appreciation 

day 
m  m  m  m  m  m  m  

Fireworks m  m  m  m  m  m  m  
Ladies' night m  m  m  m  m  m  m  
Haircuts for 

charity m  m  m  m  m  m  m  

Heritage 
night m  m  m  m  m  m  m  

Movie-
themed 

night (e.g., 
Star Wars) 

m  m  m  m  m  m  m  

Nurse 
appreciation m  m  m  m  m  m  m  

Retro night m  m  m  m  m  m  m  
Singles 
night m  m  m  m  m  m  m  

Student m  m  m  m  m  m  m  
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night 
 
Q13 Please indicate how interested you would be in receiving the following game-day 
clothing promotions.  

 Not at 
All 

Interest
ed 

Uninterest
ed 

Somewhat 
Uninterest

ed 

Neither 
Interested 

nor 
Uninterest

ed 

Somewh
at 

Intereste
d 

Interest
ed 

Very 
Interest

ed 

BBQ 
apron m  m  m  m  m  m  m  

Hat m  m  m  m  m  m  m  
Jersey m  m  m  m  m  m  m  
Rain 

ponch
o 

m  m  m  m  m  m  m  

Scarf m  m  m  m  m  m  m  
T-

shirt m  m  m  m  m  m  m  

 
Q14 Please indicate how interested you would be in receiving the following game-day 
novelty and merchandise promotions.  

 Not at 
All 

Interest
ed 

Uninteres
ted 

Somewha
t 

Uninteres
ted 

Neither 
Interested 

nor 
Uninteres

ted 

Somew
hat 

Interest
ed 

Interest
ed 

Very 
Interest

ed 

Baseball 
with 

replica 
autograph

s 

m  m  m  m  m  m  m  

Blanket m  m  m  m  m  m  m  
Bobble 
head m  m  m  m  m  m  m  

Collector 
baseball 

card 
m  m  m  m  m  m  m  

Coupon 
book for 

team 
merchand

m  m  m  m  m  m  m  
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ise 
Duffel or 
travel bag m  m  m  m  m  m  m  

Fathead 
wall 

decals 
m  m  m  m  m  m  m  

Magnetic 
schedule m  m  m  m  m  m  m  

Mystery 
gift card m  m  m  m  m  m  m  

Portable 
cell 

phone 
charger 

m  m  m  m  m  m  m  

Replica 
World 
Series 

Champio
n ring 

m  m  m  m  m  m  m  

Snow 
globe m  m  m  m  m  m  m  

Sunglasse
s m  m  m  m  m  m  m  

Tote bag m  m  m  m  m  m  m  
Umbrella m  m  m  m  m  m  m  

Wall 
calendar m  m  m  m  m  m  m  

Wall 
poster m  m  m  m  m  m  m  
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Q15 How much do you agree with the following statements?  
 Strongl

y 
Disagre

e 

Disagre
e 

Somewha
t 

Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

I enjoy 
attending 

MLB games 
between 
rivals. 

m  m  m  m  m  m  m  

I enjoy 
attending 

MLB games 
between 
teams 

without 
rivalry. 

m  m  m  m  m  m  m  

I like going 
to ballparks 
even when it 
is in obvious 

need of 
repair. 

m  m  m  m  m  m  m  

The 
condition of 
the ballpark 

does not 
affect my 

decision to 
go to a 
game. 

m  m  m  m  m  m  m  

I like going 
to games at 

new or 
newly 

renovated 
ballparks. 

m  m  m  m  m  m  m  

I like going 
to historic 
ballparks 

(e.g., 
Fenway 

Park, 

m  m  m  m  m  m  m  
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Wrigley 
Field). 
I like 

tailgating 
before 
games. 

m  m  m  m  m  m  m  

I enjoy the 
game-day 
rituals of 
songs and 

chants. 

m  m  m  m  m  m  m  

On-field 
entertainmen

t between 
innings is 

something to 
which I look 

forward. 

m  m  m  m  m  m  m  

 
Q31 How much do you agree with the following statements?  

 Strongl
y 

Disagre
e 

Disagre
e 

Somewha
t 

Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

I will go to a 
game even if 

the game-
day 

promotion is 
of no interest 

to me. 

m  m  m  m  m  m  m  

I will only 
go to a game 
if I like the 
game-day 
promotion. 

m  m  m  m  m  m  m  

If another 
entertainmen

t option is 
available 

(e.g., 
concert, 

play, another 

m  m  m  m  m  m  m  
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professional 
sports team 
in town is 
playing), I 
will still go 
to a baseball 

game. 
If another 

entertainmen
t option is 
available 

(e.g., 
concert, 

play, another 
professional 
sport team in 

town is 
playing), I 

would not go 
to a baseball 
game unless 

there is a 
game-day 
promotion 

that interests 
me. 

m  m  m  m  m  m  m  

I would 
attend an 

MLB game 
if the 

promotion 
interested 

me, 
regardless of 

the 
competitive 
quality of 
baseball. 

m  m  m  m  m  m  m  

Before 
purchasing 
tickets, I 

look to see 
what the 

promotion 
will be for 

m  m  m  m  m  m  m  
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that game. 
Q32 How much do you agree with the following statements?  

 Strongly 
Disagre

e 

Disagre
e 

Somewha
t Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

I prefer 
attending 

games 
with a 

nighttime 
start. 

m  m  m  m  m  m  m  

I prefer 
attending 

games 
with an 

afternoon 
start. 

m  m  m  m  m  m  m  

I prefer 
attending 
games on 
a weekend 
(Friday-
Sunday). 

m  m  m  m  m  m  m  

I prefer 
attending 
games on 
a weekday 
(Monday-
Thursday)

. 

m  m  m  m  m  m  m  

I like 
going to 
games 

from the 
beginning 

of the 
season 

until May. 

m  m  m  m  m  m  m  

I like 
going to 
games in 
June and 

m  m  m  m  m  m  m  
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July. 
I like 

going to 
games 
during 
August 

and until 
the end of 
the regular 

season. 

m  m  m  m  m  m  m  

 
Q16 How likely are you to attend a game if the following weather conditions are present? 

 Very 
Unlikely 

Unlikely Somewhat 
Unlikely 

Undecided Somewhat 
Likely 

Likely Very 
Likely 

Raining m  m  m  m  m  m  m  
Drizzling m  m  m  m  m  m  m  
Cloudy 

or 
overcast 

m  m  m  m  m  m  m  

Sunny m  m  m  m  m  m  m  
Windy m  m  m  m  m  m  m  

 
Q17 Why don't you attend more MLB games? Indicate how much you agree or disagree 
with the following statements.  

 Strongl
y 

Disagre
e 

Disagre
e 

Somewha
t 

Disagree 

Neither 
Agree 

nor 
Disagre

e 

Somewha
t Agree 

Agre
e 

Strongl
y Agree 

I do not have 
enough time. m  m  m  m  m  m  m  

Tickets are 
too 

expensive. 
m  m  m  m  m  m  m  

Parking is 
too 

expensive. 
m  m  m  m  m  m  m  

Concessions 
are too 

expensive. 
m  m  m  m  m  m  m  

It is better to 
watch games m  m  m  m  m  m  m  
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on television. 
It is better to 
watch games 

online. 
m  m  m  m  m  m  m  

It is better to 
listen to 

games on the 
radio. 

m  m  m  m  m  m  m  

It is better to 
watch games 
at a local bar 
or restaurant. 

m  m  m  m  m  m  m  

A local bar 
or restaurant 
offers game-

day 
promotions 
that interest 

me. 

m  m  m  m  m  m  m  

The game-
day 

promotions 
at the 

ballpark are 
poor quality. 

m  m  m  m  m  m  m  

I cannot get 
phone/intern
et reception 

in the 
stadium. 

m  m  m  m  m  m  m  

Travelling to 
the ballpark 

is 
inconvenient 
or difficult. 

m  m  m  m  m  m  m  

I don’t like 
being in a 
crowded 

place. 

m  m  m  m  m  m  m  

Parking at 
the ballpark 

is 
inconvenient. 

m  m  m  m  m  m  m  
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Q29 If your reason for not attending more games was not listed above, please tell us 
about it in the space provided below.   
 
Q18 What is your age? 
m 18-24 
m 25-34 
m 35-44 
m 45-54 
m 55-64 
m 65 or older 
 
Q19 What gender are you? 
m Male 
m Female 
m Other or prefer not to identify 
 
Q20 What ethnicity do you identify with? 
m White or Caucasian 
m Black or African-American 
m Asian-American or of Asian descent 
m Asian Indian 
m Native American 
m Middle Eastern 
m Hispanic or Latino 
m Multiethnic/multiracial 
m Other or prefer not to identify 
 
Q21 What type of developed environment do you live in? 
m City 
m Suburb 
m Rural 
 
Q22 What is your approximate yearly household income? Include total income of all 
adults living in your household. 
m Under $25,000 
m $25,001-$49,999 
m $50,000-$74,999 
m $75,000-$99,999 
m $100,000-$149,999 
m $150,000 or more 
m Prefer not to say 
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Q23 What is your current employment status? 
m Employed full-time 
m Employed part-time 
m Student at a college, university, or technical school 
m Retired 
m Homemaker 
m Not currently employed 
m Prefer not to say 
 
Q24 Including yourself, how many persons are in your household? 
m Single 
m Two 
m Three 
m Four 
m Five or more 
 

 


