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Abstract 

 

Correlates of Season Ticket Renewal Behavior in College 
Football 

 

Rachel Lee Scott, M.A. 

The University of Texas at Austin, 2017 

 

Supervisor:  Angeline Close Scheinbaum 

 

The purpose of this study is to assist The University of Texas Athletic 

Department (UT) better understand why some of their football season ticket 

holders did not renew for the upcoming 2017-2018 season. This study examines 

and analyzes secondary data (n=14,503) about UT football season ticket holders 

provided by the athletic department to the researcher. By understanding who 

decided not to renew, UT can infer why they did not renew and ultimately design 

better marketing strategies to continue developing their relationship with season 

ticket holders. The implications of findings about these persons will provide a 

rational basis for the improvement of strategies to promote continued season 

ticket renewal.
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Chapter 1: Introduction 

In today’s extremely fast paced and ever-changing marketplace, the 

consumer is being pulled in many different directions. Their attention and loyalty 

are demanded by something everywhere they turn; this is escalated and enabled 

by technology and social media. These platforms allow brands and organizations 

to interact and engage their followers more intimately and more often. Yet, with 

so many brands and organizations demanding the consumer’s attention how are 

they to choose those to which they are truly loyal? Loyalty is a seemingly 

ephemeral topic to marketers and managers; there are many different 

measurements of it predicated upon the industry and organization and even the 

individual. Jacoby and Kyner (1973, p. 2) define brand loyalty as “the biased or 

non random, behavioral response expressed over time by some decision-making 

unit, with respect to one or more alternative brands out of a set of such brands 

and is a function of psychological processes.”  

However, it is difficult to pinpoint the moment when or explain why an 

individual transforms from casual brand affiliation to a loyal advocate. Similarly, it 

is difficult to know when or why, perhaps, they become apathetic about the 

brand. In the sport spectator world, the concept of loyalty is generally defined as 

a consistent and strong long-term behavioral commitment to a team or 
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organization. This can include varying levels of commitment, from holding season 

tickets for 30 years to having a wardrobe consisting of entirely burnt orange.  

This study examines the loyalty of football season ticket holders at The 

University of Texas at Austin in the renewal or non-renewal of their season 

tickets one year to the next. The examination of the football season ticket holders 

at UT did not yield significant predictive results to explain why some did not 

renew, corroborating and exemplifying the multidimensionality and complexity of 

their decisions outlined in literature. Yet, one alarming finding prompted further 

investigation; of those that did not renew their tickets, the average number of 

years they had held season tickets was 14.16 years. This seems contrary to logic 

and even counter to proposed theoretical fan commitment constructs like Mullin, 

Hardy, and Sutton’s sport escalator model which posited the longer one is 

affiliated with a team, the greater the loyalty and switching costs. Other models 

like Funk and James’ psychological continuum model posit that no relationship is 

the same, nor is it ever stagnant. This model allows for season ticket holders to 

move along the continuum of loyalty, and it seems that a significant number of 

UT football season ticket holders who have held tickets for some time have 

shifted down the continuum. Other circumstantial variables were introduced to try 

and explain the drop in loyalty from long time season ticket holders, and found 

that there was interesting interaction between the generation of the season ticket 
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holder, their race, and the “era” in which they purchased their season tickets. 

This allows the inference of the type of fan they are to be made. Are these 

season ticket holders die-hard fans, willing to stick by the Longhorn football team 

through thick and thin, or are they more fair-weather fans who have come down 

off of the high of winning the national championship in 2005?  

The next section entails a review of the literature in areas related to sport 

spectating and fan psychology. Then covers research more specific to season 

ticket holders including specific constructs and models. Then, comes an overview 

of the methods—including an overview of the secondary data, measurement of 

the variables of interest, and a description of the sample. After the methods, 

comes the result of analyses via descriptive statistics and cross tabulations. Next 

is the discussion of the results vis-à-vis the literature and theories introduced in 

the literature review. The discussion includes managerial recommendations 

along with a profile of the average “non-renewer” for the upcoming football 

season. These recommendations will help sport marketers better understand 

former season ticket holders and how to better reach them. Ultimately, limitations 

and future research are outlined. 
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Chapter 2: Literature Review and Theoretical Foundation 

The following areas of literature are synthesized in the literature review: 

Sport Attendance, The Psychological Continuum Model, Loyalty, Season Tickets, 

Prospect Theory, Die-hard fans vs. fair-weather fans, and the Sport Escalator 

Consumer model.  

SPORT ATTENDANCE 

There has been a myriad of research on the psychology behind sport 

spectating for many years. Though the technological landscape of the world has 

drastically changed in the last 50 years, many of the theories and constructs 

proposed around sport spectating are still relevant. Both then and now, an 

essential element of the research models is being physically present at the game 

or match. Even though we have the ability to watch games literally at our 

fingertips today, sports teams and organizations still pack 100,000+ seat 

stadiums because the fan experience in the physical atmosphere of the game 

has psychological implications that simply watching it on television or a smart 

phone cannot deliver.  

Part of the allure of physical attendance at sporting events is the 

atmosphere. Though an individual can enjoy watching a match or game from the 

comforts of their armchair at home, the feeling of 100,000 people yelling like 



 
 

5 

lunatics in unison allows a fan to be apart of a collective group and community, 

what they call ‘something bigger than themselves.’ In 1993, Melnick proposed a 

theory of fan sociability suggesting that it provided an avenue which enhanced 

people’s “social/psychological lives, and allowed them to experience pure 

sociability, quasi-intimate relationships, and sense of belonging that are 

indigenous to the stands” (p.44). This is important for athletic administrators 

given the technological capabilities of our time. People must be incentivized to 

actually go to a game over watching it at home. Therefore, the unique and 

delightful in-game experience must be preserved and differentiated from the 

experience of watching it at home and even from competitors who provide similar 

in-game experiences.  

There are many different reasons why people attend sporting events.  In 

1980, Mashiach asserted that the function of spectator behavior is not 

determined by one single action, but happens for a many different reasons. This 

is an important factor to begin with because there is a vast array of research that 

corroborates this statement. Each study investigates different important 

determinants in the reason for sport spectating, and many of them are outlined in 

the future research because they go beyond the scope of this study. This study 

examines only some of these factors, but overall the decision making process is 
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an extremely complex one for sport spectators and this will be revealed in the 

data.  

Schwartz (1973) defined the following important factors as attributes of 

spectator sport: creating a spectacle, displaying talent, relieving tension, 

confirming cultural values, providing continuity in the lives of fans, fostering social 

conformity and companionship, building team spirit and allegiance to an 

organization, and providing an avenue that fostered business interests. Though 

proposed nearly 40 years ago, it is still valid and relevant in the complex decision 

making process of sport consumers. Funk and James later developed a 

psychological continuum to describe an individual’s fan experience and ultimately 

levels of fandom based upon different characteristics of the stages throughout 

the continuum in their 2001 study, The Psychological Continuum Model: A 

Conceptual Framework for Understanding an Individual’s Psychological 

Connection to Sport.  

THE PSYCHOLOGICAL CONTINUUM MODEL 

The first stage, Awareness, is when an individual first learns of the 

existence of particular sports or teams but they do not have a particular favorite 

yet. The second stage, Attraction, denotes when an individual recognizes that he 

or she has a favorite team or sport based upon social, psychological, and or 

demographic-based motives. The third stage, Attachment, is where a more stable 
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psychological connection is beginning to form, creating various degrees of 

association between the individual and the team or sport. Lastly, the fourth stage, 

Allegiance, indicates where an individual has become a loyal and committed fan 

of the sport or team. Funk and James propose that allegiance results in influential 

attitudes that produce consistent and durable behavior.  

This continuum closely models the traditional purchase funnel found 

throughout marketing practice (Mckinsey & Company). The traditional purchase 

funnel has 5 stages (awareness, familiarity, consideration, purchase, and loyalty) 

in contrast to Funk and James’ continuum with four. In this funnel, consumers 

start with a large amount of options and reduce those options throughout the 

different stages down to one so that they can make a purchase and then form the 

long-term attachment of loyalty. Funk and James condense the beginning of this 

funnel, but more fully explain the jump from purchase to loyalty with their 

attachment and allegiance variables. In these variables consumers begin to form 

stable psychological connections to the sport and team ensuring long-term 

behavior.  

These psychological connections create associations within the cognitive 

network and are influenced by a myriad of extrinsic and intrinsic influences or 

situational factors that have been outlined in literature over the years. These 

influences ultimately motivate consumers to attend games. Season ticket holders 
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are by definition apart of the last sector, allegiance. “It seems unlikely that a 

person wakes up one day and finds that he or she is a loyal fan (buying season 

tickets),” they must traverse this psychological continuum to reach a suitable 

level of loyalty that would warrant the higher financial and time commitment 

(Funk & James, 2001, p. 121). 

BRAND LOYALTY IN SPORT 

The construct of loyalty is important to examine and address in this study 

because conceptually season ticket holders are loyal consumers of a team or 

organization (Oliver,1999; Capizzi & Ferguson, 2005). They have made the 

financial and time commitment to be a fan for an entire season of a sport. Thus, 

the examination of renewal or non-renewal of that commitment in a season ticket 

package is potentially a question of loyalty. If these season ticket holders remain 

truly loyal to an organization, would they ever not renew? Are circumstantial 

changes in an individual’s personal life enough to sway a truly loyal fan, or does it 

require the perfect storm of a long poorly performing team and financial stress to 

move a fan from commitment to casual attendance? Scholars have long looked 

at the construct of loyalty and have built an extensive body of literature 

surrounding it.  

One conceptual definition of brand loyalty in Jacoby and Kyner’s Brand 

Loyalty vs. Repeat Purchasing Behavior has six necessary attributes to it 
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expressed in the definition (1973). “It is the biased or non random, behavioral 

response expressed over time by some decision-making unit, with respect to one 

or more alternative brands out of a set of such brands and is a function of 

psychological processes” (p.2). Therefore, if this definition applies to season 

ticket holders as decision-making units, their loyalty cannot be questioned at first 

glance. If, however, they decide to not renew, then their loyalty may be doubted. 

Jacoby and Kyner assert that repeat purchase behavior and brand loyalty are not 

one and the same, so if all six conditions of brand loyalty are not satisfied then 

the behavior may simply be repeat purchases and result in non-loyal behavior 

under the right circumstances.  

The complexity and richness of an individual’s behavior and motivation to 

attend sporting events is seen throughout literature and continues to be true 

today. While a winning and successful team is an important factor in the decision 

to support a team, these studies have also shown other reasons like social 

pressures, atmosphere of the sporting events, and economic levels are also 

involved. The multidimensionality of the consumer’s behavior shows athletic 

administrators and sports marketers the need for further study and close 

examination of their own consumer base, that they might more effectively reach 

their fans.  
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SEASON TICKETS 

Season tickets are a very important revenue stream for athletic 

departments and sports administrations. They provide a known revenue base 

before the pressure sensitive time of game day comes or during the extremely 

busy playing season. They also allow administration to know their predictable 

market base early enough so they can lock down additional revenues like alumni 

donations or corporate sponsorships. Additionally, they help maintain a viable 

spectator base to ensure that there will be “butts-in-the-seats” and provide an 

electric game atmosphere in the stadium and on television. Though the reasons 

supporting season tickets for athletic administrators are relatively obvious and 

straightforward, not all fans want or need season tickets and the incentives to buy 

them may not be as compelling for one individual as they are for another. 

Therefore, it is important to identify the type of fan that buys season tickets.  

Season ticket holders, the population being examined in this study, are 

conceptually the highest order of fans a team or organization can obtain. Recall 

in Funk and James’ psychological continuum model, fans must traverse four 

different stages before they reach loyal fandom in the “allegiance” stage. Here, is 

where season ticket holders reside; thus, it is logical that they are purported to be 

the most loyal and highly involved fans where their intake of the sport and 
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association with the team is more about individualism and a reflection of who 

they are rather than simple entertainment and good seats (McDonald, 2010).  

Research points to several factors that motivate these fans who convert 

from casual identifiers with a team or random single-game ticket purchasers to 

committed and loyal season ticket holders. Some of these factors include access 

to playoffs (Deserpa, 1994), being tangibly connected to success (Cialdini, 

Borden, Thorne, Walker, Freeman, & Sloan, 1976), wanting to be more 

personally involved with the organization, and even altruistic reasons like 

purchasing tickets and making donations to ensure that a team is able to 

continue operating (McDonald & Stavros, 2007). For some loyal season ticket 

holders or fans, the strength of their relationship with their team or organization is 

strong enough that they don’t consider driving time as an important factor, even 

when they’re over 60 minutes away (Pan & Baker, 2005). For them, the need or 

motivation to experience a college atmosphere may be stronger once they are 

removed from it, and a sporting event gives them the opportunity to go to campus 

and experience everything, especially the collegiate atmosphere, that surrounds 

a college football game (Schurr, Wittig, Ruble, & Ellen, 1987). 

One problem with finding and retaining season ticket holders is that the 

market is extremely saturated for both marketers and customers. Sport marketers 

selling season tickets usually only have a limited pool of supporters or fans from 
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which they can convert season ticket holders, highlighting the importance of 

customer retention (McDonald, 2010). Given the fact that season ticket holders 

must’ve traversed through the psychological continuum to warrant the high 

commitment of season tickets, their relationship with a team, organization, or 

sport is generally longer to establish a suitable level of trust and loyalty. 

Therefore, the type of person a program like The University of Texas football 

program can recruit for season tickets is usually someone with a prior 

relationship with the university or the sport. However, this group of people makes 

up a relatively limited pool, especially if competing products and offers test their 

loyalty, and might lead to nonrenewal. Season ticket holders have numerous 

choices and options among sports organizations and teams to whom they could 

pledge their allegiance. Yet, those that do choose to commit to a season ticket for 

a particular team have generally undergone the four stages of the psychological 

continuum: awareness, attraction, attachment, and are at the pinnacle of their 

relationship with the team, allegiance. These people have various reasons for 

purchasing the tickets that range from institutional alumni to simple fans for a 

particular sport. 

 While it is difficult for administrators or researchers to ascertain the exact 

reasoning why each season ticket holder chooses to buy tickets, renew tickets, or 

not renew tickets, we can infer based on trends in the data and surrounding 
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circumstances that might accompany them. Much of the blame for non-renewal 

of season ticket is attributed to the poor on field performance of a team in 

literature and in practice. However, Mullin, Hardy, and Sutton (2000) criticized 

this narrowed approach on winning as sport-marketing-myopia, because it does 

not acknowledge the entire scope or array of consumer needs and wants. 

Consequently, when sport marketers don’t take the consumers’ needs and wants 

into account their marketing campaigns will not meet the behavioral motivations 

of consumers and ultimately will not create a sustainable model of selling tickets. 

In other words, administrators should understand the psychology of their 

consumers to ensure that their needs and wants are being met in the experiential 

package that their sports program offers. Season ticket holders’ decisions 

whether or not to renew their tickets is not generally based on a single factor, but 

also on other things associated with attending sporting events like the competing 

alternatives which saturate the market and circumstantial factors in an 

individual’s life.  

The influences upon an individual’s decision-making process whether or 

not to attend a sporting event are alike to those in general marketing. The same 

elementary principles why a consumer is loyal to a product or brand are similar to 

why they purchase season tickets. One marketing strategy, product 

differentiation, is used to influence consumers of a product’s unique value, 
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thereby giving it a competitive advantage over similar products (Porter, 1985). 

Consumers perceive one product has greater value when the attributes of that 

product, which that individual consumer deems important, are superior to those in 

other competing products or offers. These attributes are varied, just as the 

consumer’s motivation for attendance is varied. However, in sports marketing, 

there are unique aspects of the product administrators and marketers should 

capitalize to ensure that the experience they give to their fans is compared 

favorably against other events they could experience with other teams or 

organizations.  The attainment of a marketing objective usually begins with 

identifying an unmet need or want in segment of a market or population so that 

the business or organization can bring value to that group of people through the 

design of a product, campaign, or supplementary material (Porter, 1985). While 

the identification of meaningful consumer characteristics comes before market 

segmentation, marketing objectives can be found by aligning product attributes 

with market needs and wants (Kotler, 2003). However, sports marketing might be 

one of the only fields where the marketer doesn’t have control over the product 

they are promoting.  

The nature of sports is inherently fickle and unpredictable. Seemingly, it is 

a big risk to be loyal or to identify with a team when the outcome of their 

performance is so uncertain. This uncertainty, known as “eustress” or euphoric 
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stress, however, is actually why many people attend the games in the first place 

(Elis & Dunning, 1970; Koppet, 1981; Sloan, 1979; Schreyer, Schmidt, & Torgler, 

2016). Even so, many times the “expectations of season ticket holders cannot be 

fully transformed into corresponding marketing efforts to meet those 

expectations” (Pan & Baker, 2005 p. 353). Consequently, the sport marketer’s 

primary job is not about the game itself, but the sport product extensions that 

surround and enhance the game for fans (Mullin, et al, 2000). Thus, an effective 

sport marketing strategy is not solely effective because of successful on field 

performance, but from purposeful initiative to provide a successful product or 

experience which contains the consumer-expected-value-driven attributes 

congruent with unmet needs and wants of those consumers. When a sports 

marketer does this successfully, he or she will move prospective consumers 

through the psychological continuum Funk and James proposed (awareness, 

attraction, attachment, and allegiance) and ultimately gain them as loyal 

customers.  

PROSPECT THEORY 

Another explanation for this is a communication phrasing theory based on 

behavioral economics principles called Prospect Theory (Kahneman & Tversky, 

1979). Prospect theory posits that consumers make decisions based on the 

values they perceive in the outcome. Sport spectating throws an interesting 
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wrinkle in this due to the euphoric stress as previously outlined; when consumers 

don’t know the literal outcome of something, how are they to make a decision? It 

argues that while individuals act in this way, they make subjective evaluations 

based on the information they are given. This allows communicators and 

marketers to phrase things to influence individuals’ perceptions and ultimate 

decision.  

Another theory called expected utility theory describes this choice and 

decision in the realm of economic behavior. In expected utility theory it assumes 

that people are rational decision makers that seek complete maximization of an 

expected value they conceive of by their perceived evaluation of different 

possible alternatives and choose the one that has the maximum return (Owusu-

Frimpong & Marciniak, 2010). The difference between prospect theory and 

expected utility theory is that prospect theory offers a more descriptive theoretical 

lens that incorporates phrasing. Phrasing is the way that something is 

communicated to an individual, in the influencing of the preferences of the 

decision maker (Zolner, 2010; Reese & Bennett, 2010). For sport marketing this 

is important because spectators don’t know the outcome of what they are 

purchasing or committing to in buying tickets to a single game or all season long. 

Therefore it is important to emphasize the other aspects of the game experience. 

Heath McDonald in his paper, The Factors Influencing Churn Rates Among 
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Season Ticket Holders: An Empirical Analysis (2010), argues that season ticket 

holders must feel differentiated from those buying single tickets and one way to 

do that is to shift their focus toward the intangible aspects of the product they’re 

buying. When a fan purchases a season ticket they are also purchasing 

involvement with the team or organization, a sense of community, and increased 

patron worth. He found that particularly when sports organizations build a strong 

sense of community among their season ticket holders, especially newer ones, it 

adds to their perceived value of the product. As a result, it reaffirms and 

reinforces their value to the team’s wellbeing and success. 

But the sports marketers job is also two fold; they cannot focus solely on 

gaining new customers, they must also retain their older ones. While Funk and 

James’ psychological continuum seems to evoke a linear temporal relationship 

between the customer and the organization at first glance, sports marketers must 

be cognizant that customers can regress on this continuum. Funk and James 

argue as much in their model, explicitly stating that it is not comprised of stagnant 

levels, rather a continuum where consumers can and do flow freely throughout 

the different stages. Though allegiance is posited to be the pinnacle of the 

customer-sport organization relationship, it is neither stagnant nor permanent. 

Administrators and marketers must continue to meet the needs of even their 

most loyal fans to ensure that they remain loyal customers. However, there 
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seems to be a fine line indicated in literature. While higher customer brand-

engagement levels may contribute to improving customer loyalty, literature 

suggests that there is a peak point for this engagement and any over 

communication beyond that point may be negative for the relationship. A 

curvilinear, rather than linear, relationship seems to exist where engagement is 

good until it becomes excessive. Then it may generate customer draining and 

fatigue leading to poor customer satisfaction and loyalty (Hollebeek, 2011).  

Though it seems sports marketers are walking a fine line of engagement 

eliciting loyalty and retention up to a point, customer retention is an extremely 

important aspect of business for them. In service industries, the loss of 

customers is known as customer churn (Neslin, Gupta, Kamakura, Lu, & Mason, 

2006). It is considered as one of the most important factors driving superior 

business performance (Fornell, & Wenerfel, 1987; Reichheld & Sasser, 1990). 

This is largely because customer satisfaction and loyalty levels strengthen the 

switching barrier (Aydin et al., 2005; Lee et al., 2001). So when organizations or 

companies build trust and positive interpersonal relationships with their 

customers, it bolsters the switching barriers, which consequently improves 

customer loyalty and customer retention levels (Wong, 2010; Beccarini & 

Ferrand, 2006). Churn is also a problem, not only for the lack of customer 

engagement and loyalty it suggests, but also because of the high cost of 
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customer acquisition versus retention (Reichheld & Sasser, 1990; Jamal & 

Bucklin, 2006). Neslin (2006) divides customer retention into two categories: 

targeted and untargeted.  

Untargeted customer retention focuses on strengthening brand loyalty 

through service improvement and mass advertising. Whereas targeted focuses 

on special incentives, reduced pricing, or customized solutions to incentivize 

customers who have a high probability of leaving to change their minds and stay. 

One example of this can be found in Pan and Baker’s study, Factors, Differential 

Market Effects, and Marketing Strategies in the Renewal of Season Tickets for 

Intercollegiate Football Games (2005). They found that season ticket holders in 

intercollegiate football programs with lower levels of income had very high levels 

of loyalty. They weren’t motivated by the team’s performance in their own 

purchasing behavior as much as simply their loyalty to the team. Pan and Baker 

recommend a targeted approach to customer retention for these season ticket 

holders by rewarding their loyalty with economically incentivized products and 

discounts from time to time. This effort will have the effect of heading off any 

thoughts of non-renewal due to these customer’s financial circumstances.  

DIE-HARD FANS AND FAIR-WEATHER FANS 

Two self-esteem related processes relate to the psychological process of 

sport spectating (Wann and Branscombe, 1990). The first process, basking-in-
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reflected-glory (BIRGing) reflects individuals’ desire to increase their association 

with successful others, serving an ego enhancement (Wann and Branscombe, 

1990). In other words, people want to be associated with other people, teams, 

organizations, or groups that are successful and in doing so they might also be 

perceived as successful. They noted how likely college students were to wear 

clothing identifying their school on the Monday following a football game. Overall, 

college students were much more likely to wear their school’s clothing following a 

victory rather than a defeat.  

The second self-esteem related process identified by Wann and 

Branscombe, (1990) is termed cutting-off-reflected-failure (CORFing). In this 

process, the fans psychologically distance themselves from an “unsuccessful 

other”. In other words people will not associate themselves with unsuccessful 

groups or people as to protect their own image of success. This psychological 

distance serves as an ego protective function where people tended to increase 

the distance between themselves and unsuccessful others.  

Typically these processes manifest when someone is talking about the 

team winning or losing. When the team wins, fans (both authentic and “fair-

weather”) generally say, “we won”. When a team loses, the fair-weather fans are 

quick to place blame saying, “they lost” (Cialdini & De Nicholaas, 1989; Cialdini & 

Richardson, 1980). They hypothesize, however, that the fan’s level of 
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identification with the team may dictate the extent to which they BIRG or CORF. 

Logically, those that identify highly with a particular team, loyal or “die-hard” fans, 

are more likely to BIRG and those that do not identify as highly are more likely to 

CORF, essentially shedding light on the phenomena of die-hard and fair-weather 

fans.  

Die-hard fans will persevere with their team through defeat; the 

relationship they’ve formed with the team has an impact on that individual’s self-

identity. Whereas fair-weather fans are more likely to take advantage of social 

association with a team when they seem to be performing well. Some research 

has pointed to the succession of coaches as an additional reason for CORFing 

because it might indicate turmoil or a lack of success (Karg, McDonald, & 

Schoenberg, 2015). Another reason for the difference between these two 

different types of fans is the potential consequences for identifying with a group. 

Group identification is a very important part of social norms. Group identification 

has undeniable effects on self-esteem (Crocker & Luhtanen, 1980; Dion, Earn, & 

Yee, 1978; Oaks & Turner, 1978). When an individual relies on the group for self-

esteem needs and that group has intrinsic evaluative components then the risk of 

identifying with the group increases (Crocker & Luhtanen, 1980; Dion, Earn, & 

Yee, 1978; Oaks & Turner, 1978). “Spectators at sporting events are all too 

aware of the evaluative implications of their team’s performance and can 
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experience the elation of victory or agony of defeat as intensely as the 

participants” (Zillmann, Bryant, & Sapolsky, 1979 p.106). Spectator attendance 

has been seen to increase in years following a successful season and decline 

after poor seasons (Canes, 1994; Demmert, 1973; Greenstein & Marcum, 1981; 

Noll, 1974). Wann and Nyla (1990) propose that the responsible parties for these 

fluctuations are these fair-weather fans. 

SPORT CONSUMER ESCALATOR MODEL 

Explaining churn amongst season ticket holders of sport organizations has 

been researched extensively; yet models differ widely, again showing the 

complexity and multidimensionality in the decision-making process of sport 

spectators. Research in customer retention in the banking industry found that 

customer satisfaction management is extremely important, yet further research 

found that dissatisfaction is not truly a major reason for customer churn, since 

seemingly satisfied customers were also found to be leaving (Reichheld & 

Sasser, 1990; East, Grandcolas, & Riley, 2007).  

Over 70% of non-renewal season ticket holders left because they could no 

longer attend games due to personal changes in work or family (McDonald & 

Stavros, 2007). East, Grandcolas, & Riley (2007) studied businesses and 

organizations dependent upon customers visiting a physical location and found 

that 47% of non-renewal was accounted for by involuntary reasons like those in 
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McDonald and Stavros’ 2007 study. So it seems that a lot of the time, season 

ticket holders want to continue to renew, but personal circumstances beyond 

their control make it impractical for them and there is not much a sport marketer 

can do about it. Yet, contrasting that view are other models of the fan 

commitment process like the sport consumer escalator (Mullin, Hardy, Sutton, 

2007).  

The sport-consumer escalator is essentially a funnel with non-attendees at 

one end and long-time season ticket holders at the other.  It proposes that over 

time consumers will seek greater involvement with a team; therefore, churn is 

unlikely because as they become more identified with one team the switching 

costs will be too high to go to another. In other words, the longer an individual is 

a loyal fan, the more likely they are to remain a loyal fan. It encourages sport 

marketers to worry more about their existing customers rather than gaining new 

ones, and if they do that, then churn can be minimized.  

The model has been criticized by other researchers, like Psychological 

Continuum Model authors Funk and James (2001), for being too simplistic as 

fans could progress at different rates and it doesn’t explain why they might fall off 

the escalator entirely or need to go down to others levels. However, it does 

differentiate between two groups of people pertinent to this field: loyal season 

ticket holders at the top of the escalator and casual attendees at the bottom.  
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Research describes “fickle single-ticket holder as the epitome of a 

transactional customer,” their needs exist only in the short term and they have 

relatively low expectations for those needs (Johnson & Garbarino, 2001, p. 67). 

Their relationship with a team or organization is generally distant and they only 

casually identify or associate themselves with that team (McDonald, 2010). A fan 

making the jump from attending single games every once in a while to becoming 

a committed season ticket holder has made a big increase in commitment both 

behaviorally and attitudinally (Funk & James, 2001). However, sport marketers 

cannot assume that the behavior and attitude of a first year season ticket holder 

is the same as a 30-year season ticket holder. It takes time to understand the 

new behaviors and “develop stronger attitudinal links such as mutual trust and 

commitment” (McDonald, 2010 p.679). First year season ticket holders have only 

made one-significant purchase decision, and sport marketers must be intentional 

and active with these young season ticket holders to ensure that their behavior 

and attitude moves from the formative stages into long term loyalty. 

The next section of this study outlines the methods, variables, data 

analyses, and sample description used in investigated the renewal and non- 

renewal of football season ticket holders at The University of Texas at Austin.  
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Chapter 3: Methods 

VARIABLES OF INTEREST 

The variables of interest used in this study include: Renewal Indicator, 

Years Holding Season Tickets, Distance From Campus, Excessive Living Ratio, 

Race of the Input Individual, Children in Household, Adults in Household, Gender 

of Input Individual, Age of Input Individual, Education of Input Individual, 

Estimated Household Income, Number of Owned Vehicles, Generational 

Indicator, and Coaching Tenure. These variables are defined and outlined below. 

• Renewal Indicator: dichotomous variable denoting weather or not that 

individual renewed their season ticket package for the 2017-2018 football 

season at UT. (1: Renewed, 0: Not Renewed). 

• Years Holding Season Tickets: continuous variable indicating the number 

of consecutive years the account has held the tickets. 

• Distance from Campus: continuous variable denoting the distance 

between the center of the season ticket holder’s primary residence zip 

code and the center of 78712, where the UT stadium is located. 

• Excessive Living Ratio: Continuous variable using two categorical 

variables. It estimates home market value divided by estimated household 

income. 
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• Race: Categorical variable indicating 1: white/other and 2: Asian/African 

American/Hispanic. 

• Children in Household – continuous variable indicating the number of 

children 17 years of age or younger present in the household 

• Adults in Household – continuous variable indicating the number of people 

18 years or older in the household 

• Gender of Input Individual – categorical variable indicating the gender of 

the input individual 

• Age of Input Individual – categorical variable indicating the age of the 

individual greater than 18 in 2 year increments (e.g., 18-19, 20-21…< =99) 

• Education of Input Individual – categorical variable indicating the amount 

of education the input individual has completed (1: completed high school, 

2: completed college, 3: completed graduate school, 4: attended 

vocational/technical training) 

• Estimated Household Income: categorical variable indicates the estimate 

household income. (1:$0-$14.99K, 2: $15K-19.99K, 3: $20K - $29.99K, 4: 

$30K - $39.99K, 5: $40K - $49.99K, 6: $50K - $74.99K, 7: $75K - 

$99.99K, 8: $100K - $124.99K, $125K and up) 

• Number of Owned Vehicles: continuous variable indicating if the 

household owns 1, 2, or 3 and greater vehicles 
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• Generational Indicator – categorical variable using the Age of the input 

individual to sort the season ticket holders into generational groups (1: 

Millennials (18-35), 2: Gen X (36-51), 3: Baby Boomers and up (52-greater 

than 99)) 

• Coaching Tenure – categorical variable using the years holding season 

tickets to group the account holders by when they purchased their ticket 

when a specific coach was at UT until the present. (1:Tom Herman (0 

years), 2: Charlie Strong (1-3 years), 3: Mack Brown decline (4-10 years), 

4: Mack Brown glory days (11-20 years), 5: John Mackovic and beyond 

(>21years).) 

SAMPLE DESCRIPTION 

This study of season ticket holders consisted solely of secondary data 

provided by The University of Texas at Austin athletic department. The data was 

completely anonymous and consisted of 14,503 season ticket holders from the 

2016-2017 football season, 11,728 accounts that had renewed for the upcoming 

2017-2018 football season, relative email activity associated with each season 

ticket holder account, demographic information for each season ticket holder 

household, and the number of years that the account had held season tickets. 

A systematic stratified random sampling design was used to create four 

groups (i.e., those who renewed and have e-mail activity; those who had e-mail 
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activity and did not renew; those who did not have e-mail activity and did renew; 

and those with neither e-mail activity nor renewal). Among these four groups, 

only two of the groups had a sample size that warranted meaningful analyses-- 

those who renewed and have e-mail activity and those who had e-mail activity 

and did not renew. To break down the large sample of 14,503 into a workable 

number for analyses, 1000 season ticket holder accounts were selected at 

random from each of these four groups in SPSS. Within the sample size of 1000 

season ticket holders selected at random, 779 had renewed and 221 had not 

renewed. The weighting of the sample size was the same weighting of these two 

groups.  

The following sample demographics are based on the workable 

subsample of 1,000 season ticket holders. For an overview of sample 

demographics, see Table 1. 87.6% were white/other and 12.4% were 

Hispanic/African-American/Asian. For gender, 78.3% of the primary account 

holders were male and 21.4% were female. For generational cohorts, 10.5% are 

Millennials, 35.4% are as Generation X, and 54.1% are baby boomers or older.  

For the geographic location of the account holders, the average distance 

of the address of the primary residence of the season ticket holders is 121.59 

miles from the stadium. With respect to longevity as season ticket holders, the 

average number of years they have held season tickets was 14.9 years. Most 
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households did not currently have children living in the home (68.8%). Of the 

remaining 31.2% with children living at home, only 4.3% have more than two 

children present in the household. The average estimated household income of 

the sample was between $50,000 and $74,999. The average education of the 

primary account holder in the sample of 1000 season ticket holders is between 

the completion of college and high school (mean=1.94, 1=completed high school, 

2=completed college).  

DATA ANALYSES 

To examine the differences between those who renewed and did not 

renew, descriptive statistics (i.e., mean, median, percentile, frequency, cross 

tabulations) were used as the method of analyses. The profiles of season ticket 

holders who did not renew for the 2017-2018 football season were determined 

using cross tabulations for gender, age, race, years holding season tickets, 

distance from campus, coaching tenure, and generation. The next section 

includes an overview of the results. 
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Chapter 4: Results 

NON-RENEWER PERSONA PROFILE 

Of the 1000 season ticket holders in the sample, 221 did not renew. This 

section will detail who these people are, providing the University of Texas athletic 

department a deeper understanding of them. Table 2 provides the averages and 

quartiles for the variables among these season ticket holders who did not renew. 

The average number of children in the household is .66 with no children 

until the 75% quartile where there is 1. The average number of adults in the 

household is 2.74. Most have 2, but some in the upper most quartile indicated 

more than 3 bringing the average up. The vast majority of those who did not 

renew identify as white/other (87.8%), over 71% population completed college or 

grad school. The average household income was between $75,000 and $99,999 

annually. The vast majority of season ticket holders who did not renew (80.1%) 

had held season tickets for at least 4 years, but over 57% of them had held 

season tickets for at least 11 years. This 57% was analyzed further to provide a 

persona for the athletic department to use since this 57% seems to fly in the face 

of the sport escalator model and shows regression down the psychological 

continuum model outlined previously in the research. Of the 57% of the sample 

size who had held season tickets for at least 11 years, 93% were white, 87% 

were male, over 37% had lived in their house for longer than 11 years, the 
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average income was between $75,000 and $99,990, 62% of them owned at least 

3 vehicles, and the average age was between 68-69 years old. There was a 

broad array of years holding season tickets in this population ranging from 15 to 

30 or more years. One reason for this might be that this population is aging. Over 

23% of the 57% holding season tickets for longer than 11 years, had held their 

tickets for 30 years or more. Additionally, 50% of this group is over the age of 72.  

There also seemed to be a pattern amongst all season ticket holders who 

did not renew between their age or generation and the coaching era in which 

they purchased the tickets. Millennials and Gen Xers were most likely to have 

lapsed in their season ticket packages if they had purchased their season tickets 

during the “Mack Brown decline” (4-10 years ago). Baby boomers and older 

generations were most likely to have lapsed in their season ticket packages if 

they purchased their season tickets more than 21 years ago during or before 

John Mackovic’s coaching tenure (see Figure 1).  

  



 
 

32 

Chapter 5: Discussion 

Though the data did not provide any predictive model to explain the non-

renewal of the 221 season ticket holders in the sample, it did impart some 

interesting findings that were both supported and unsupported in the literature. 

The fact that the data could not provide a predictive model for renewal or non-

renewal is in and of itself a corroboration of the literature stating that the decision 

making process of consumers is extremely complex. This is also true of sport 

spectators and their loyal counterparts, season ticket holders. The psychological 

motivations behind their attendance and loyalty are extremely varied. The data 

supports this based on simple demographic information. The sample included 

very different types of season ticket holders. One measure of this was the length 

they had held their tickets for, and it ranged from 0 to greater than 30 years (see 

Figure 2).  

Of those that did not renew, the distance from campus ranged from 1.66 

miles to 2122.92 miles, the estimated household income ranged from $0-$14.99K 

to $125K and up, the age ranged from 18-19 to greater than 99. Needless to say 

that the sample was extremely diverse, however, this points to some interesting 

conclusions. The 221 who did not renew essentially only have the fact that they 

did not renew in common, most everything else about them is widely varied. So 

there is no one factor that can predict or determine why these people did not 
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renew at this time. Literature states that the motivations of sport spectators are 

complex and multidimensional, and because their motivation cannot be 

pinpointed in the findings it seems to be corroborated.   

One alarming finding in the data was that the average number of years the 

non-renewal group had held season tickets was 14.9. This seems to exactly 

counter the sport consumer escalator model found in literature (Mullin, Hardy, 

Sutton, 2007). Recall that it posits the longer an individual has a relationship with 

a team, the greater their costs of switching are; so consequently, their loyalty 

grows. Yet, this group had held season tickets for nearly 15 years and has now 

decided to not renew. The psychological continuum model proposed by Funk and 

James in 2001 gives a little more flexibility to the spectator and allows them to 

travel up and down the levels of fandom as their circumstances and attitudes 

change. Thus it seems that this group has regressed down the continuum from 

loyal allegiance, where season ticket holders reside. However, the question must 

be, why now?  

One reason might be the current state of The University of Texas football 

in 2017. The team last won a national championship in 2005 and has not really 

contended for it again aside from in 2009. There have been 3 coaches in the 

span of 4 years: Mack Brown, Charlie Strong, and the new coach hired in 2017, 

Tom Herman. The standard of excellence is extremely high among fans, media, 
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and boosters and popular opinion is that the team has not been as successful as 

they were in the past. To investigate this, the Coaching Tenure variable was 

utilized to simulate how long the season ticket holder had “endured” poor 

seasons in contrast with the height of the program in 2005 when they won the 

national championship. This variable revealed somewhat of a pattern amongst all 

season ticket holders who did not renew relative to their generation. Millennials 

and Gen Xers were most likely to have lapsed in their season ticket packages if 

they had purchased their season tickets during the “Mack Brown decline” (4-10 

years ago). Given their younger age ranges they have not been tested as long as 

those older than them, and the extent of their loyalty might have finally been 

found out. Their behavior up to this point was simply repeat purchases, and now 

under the right circumstances of a new coach and a mediocre team (by “Texas 

standards”) and perhaps additional personal circumstances, their disloyalty was 

revealed. 

 Baby boomers and older generations were most likely to have lapsed in 

their season ticket packages if they purchased their season tickets more than 21 

years ago during or before John Mackovic’s coaching tenure. Of the group that 

had held tickets for 11 years or more, most who did not renew had held their 

tickets for over 21 years. One reason for this might be that this population is 

getting older; the average age of this group was 72. Daniel Wann and 
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Branscombe’s “basking-in-reflected-glory” and “cutting-off-reflected-failure” 

constructs shed light on the phenomena of a die-hard vs. a fair-weather fan. The 

die-hard fans are more likely to stick by their team even in failure, so that when 

they do perform well the association with their glory is much greater. The fair-

weather fans are quick to cut off reflected failure and won’t associate with a team 

until they begin to perform well. Thus, it seems that the group of season ticket 

holders who have held them for greater than 21 years might actually be apart of 

the die-hard fans, and are simply aging out of their season ticket packages.   

Research has found that first year season ticket holders are 

psychologically and behaviorally very different from multi-year season ticket 

holders. There is evidence to support this in the data. Of the 221 people who did 

not renew in the sample size, 44 had held their tickets for 3 years or less (See 

Figure 3). While it seems those who had held season tickets for a long time might 

actually be aging out of their packages, the average age of those holding season 

tickets for 1 year or less was 50-51. Perhaps, this group of season ticket holders, 

in particular, constitutes the fair-weather fans as indicated in the literature. They 

had not yet internalized the value of the other tangible aspects of the season 

ticket holder package and the sport extensions that accompany it. Due to this, 

their loyalty had not solidified and was simply functioning as a repeat behavior for 

those who had held tickets for greater than 1 year (Jacoby & Kyner, 1973). It is 
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important that The University of Texas athletic department communicate the 

tangential value that is part of a season ticket; value such as being apart of a 

community, feeling differentiated from the every day fan, being apart of the 

success of the team, and experiencing the best that game day has to offer. 

Prospect theory explains that the phrasing of communication strategies has a 

significant influence on the behaviors of rational people, and when marketing 

strategies are used effectively season ticket holders will see the value in the 

other aspects of their product since the literal outcome of games are unknown 

(euphoric stress).  

Given the understanding that many of the season ticket non-renewals for 

the 2017-2018 are from older fans who’ve held season tickets for a lengthy 

amount of time and might be aging out of their packages, it is important that the 

University of Texas athletic department continues to “recruit” new season ticket 

holders. The literature and good business practice emphasizes customer 

retention and for the most part, season ticket holders at The University of Texas 

at Austin football program are staying. They’re even staying up until they age out 

of the package. Though this is good at first glance, this generation of people has 

been apart of the legacy that is Texas football with multiple national 

championships and amazing game-day experiences and atmosphere. To ensure 

that the younger generations, some of whom are beginning to not-renew, the 
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athletic department must reinforce the value of their product in the minds of their 

loyal season ticket holders even if the team is not performing well. If they don’t, 

the die-hard fans will all eventually age out of their season tickets, and those that 

are left will not be nearly as loyal or committed to the program.  

LIMITATIONS 
This research was conducted with nearly 15,000 season ticket holders at 

a major university, but no signification predictive model was found as to why 

some of them did not renew their packages. Consequently, we cannot know for 

sure the behavioral motivations behind their decision to not renew their season 

tickets. With research and deduction we can infer the reasons for their behavior, 

but it cannot be fully understood. Another limitation is that the data from the 

season ticket holders was only from one major university. To further understand 

the motivations, data should be taken from different universities to ensure the 

representation amongst different geographical locations and populations. 

FUTURE RESEARCH 
Future research will include an examination of other psychological, 

circumstantial, social, demographic, and behavioral motivations of season ticket 

holders. As found in this study, there are many different considerations that 

influence an individual’s decision-making process. Scholars have defined some 

important factors in the psychological and circumstantial motivation to attend 



 
 

38 

sporting events: game schedules (Hill, Madura, & Zuber, 1982; Knowles, 

Sherony, & Haupert, 1992; Marcum & Greenstein 1985; Pan, Gabert, McGaugh 

& Branvold, 1997; Zhang, Pease, Hui, & Michaud, 1995); age of the franchise 

(Siegfried & Eisenberg, 1980); identity of the fans themselves and how they 

identify with team loyalty and satisfaction (Laverie & Arneet, 2000; Sutton, 

Mcdonald, Milne, & Cimperman, 1997); effect of the telecast (Fizel & Bennett, 

1989); per capita and household income(Bird, 1982; Pan, Zhen, Gabert, & 

Brown, 1999), population size in the immediate locale of the event (Branvold, 

Pan, & Gabert, 1997; Siegfried & Eisenberg, 1980); the competing sport 

alternatives (Coffin, 1996, Demmert, 1973); ticket prices (Bird, 1982; Siegfried & 

Eisenberg, 1980); the star players(Baade & Tiehen, 1990; Jones, 1984; Schurr, 

Wittig, Ruble, & Ellen, 1987; Schwartz, 1973); event promotion (Jones, 1984; 

Zhang et al., 1995); social learning (Pan & Baker, 1999) substitution of the event 

for other forms of entertainment (Hill, Madura, & Zuber, 1982; Medoff, 1976; Pan 

et al, 1997); travel distance to the events (Maschiach, 1980; Schurr, et al, 1987); 

and weather (Noll, 1974; Pan et al, 1997). Spreitzer and Snyder (15) found most 

men and women agreed that sports were part of being a well-rounded person 

and were also a way for getting together with friends to have a good time. Any 

future research will look at these potential constructs as part of the season ticket 

holder’s decision-making process to see if they would shed more light on the 
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motivations behind renewal and non-renewal in addition to the demographic data 

that was used in this study. 
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Chapter 6: Conclusion 

The investigation of UT football season ticket holders did not yield any 

predictive model to explain renewal or non-renewal of their season tickets. 

However, this seems to be exemplified in the literature which states again and 

again that the psychological decision making process of the sport spectator, even 

loyal season ticket holders, is complex and multidimensional. A group of the 

sample was found to have not renewed after an average of 14.16 years and was 

examined more closely. Though the University of Texas is a very successful 

football program, the standard of excellence and success is extremely high and 

in the fan base and media, and the popular opinion seems to be that the football 

program has not lived up to that standard of success for a number of years. The 

fans holding tickets for a long time examined in the study, while seemingly loyal 

ticket holders for a number of years, may have rode the high of winning a 

national championship in 2005 for a while and now the euphoric “basking-in-

reflective-glory” construct is fading and they are beginning to “cut-off-reflected-

failure.” Given the waning success of the sport marketer’s product at the 

University of Texas, it is important that the marketers focus on other tangible 

parts of their product of which ticket holders can partake.  

McDonald recommends ensuring that the season ticket holders feel 

differentiated from the casual attendee through a sense of community and 
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commitment. Since the season ticket holders are such an important part of 

revenue for an athletic department, marketers should help them feel valued and 

an integral part of the success of the team, just as they are valued by the 

program and are important to administrators and marketers. Similarly, the profile 

provided about the average season ticket holder who did not renew their tickets 

revealed that generally they are older white males who have completed college 

and/or graduate school with an income of $75,000-$99,999. It is important the 

sport marketers reach these season ticket holders and make them feel the value 

of their package, even when the success of the football team may not be meeting 

their wants or expectations. The tangential aspects of the season ticket holder 

package are valuable and an important aspect to emphasize when framing 

communication with them. 
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Table 1: Descriptive Statistics of Entire Sample 

 

YearsH

oldingS

easonTi

ckets 

Distance

FromCa

mpus 

Numbero

f Adults 

ChildrenI

nHouseh

old 

AgeInput

Indiv 

Education 

InputIndivi

dual 

Income 

EstimatedH

ousehold 

Coaching

Tenure 

Mean 16.03 121.5974 2.78 .57 20.40 1.91 6.98 3.7110 

Median 17.00 76.0800 2.00 .00 20.00 2.00 8.00 4.0000 

Percentiles 25 8.00 14.7000 2.00 .00 15.00 1.00 6.00 3.0000 

50 17.00 76.0800 2.00 .00 20.00 2.00 8.00 4.0000 

75 25.00 185.3200 4.00 1.00 26.00 3.00 9.00 5.0000 

 

 

 

 
 
 
 
 

 
 

Renewal Indicator 

 
Frequen

cy Percent 

Valid 

Percent 

Cumulativ

e Percent 

Vali

d 

0 221 22.1 22.1 22.1 

1 779 77.9 77.9 100.0 

Totl 1000 100.0 100.0  

Coaching Tenure 

 
Frequenc

y 

Percen

t 

Valid 

Percent 

Cumulativ

e Percent 

Vali

d 

1.00 68 6.8 6.8 6.8 

2.00 79 7.9 7.9 14.7 

3.00 280 28.0 28.0 42.7 

4.00 220 22.0 22.0 64.7 

5.00 353 35.3 35.3 100.0 

Totl 1000 100.0 100.0  

Race Code 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1 876 87.6 87.6 87.6 

2 124 12.4 12.4 100.0 

Total 1000 100.0 100.0  

Gender Input Individual 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1 178 80.5 80.5 80.5 

2 43 19.5 19.5 100.0 

Totl 221 100.0 100.0  

new_age 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 105 10.5 10.5 10.5 

2.00 354 35.4 35.4 45.9 

3.00 540 54.0 54.1 100.0 

Total 1000 99.9 100.0  
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Table 2: Descriptive Statistics of Non-Renewers 

 
 

 
 

 

Coachi

ng 

Tenure 

Years 

Holdi

ng 

Seas

on 

Ticket 

Distance 

From 

Campus 

Childr

en In 

Hous

ehold 

Num

ber 

of 

Adul

ts 

Age 

Input 

Indiv 

Race 

Code 

Educati

on Input 

Individu

al 

Income 

Estimated 

Househol

d 

Genera

tion 

Mean 3.5928 14.90 145.9767 .66 2.74 20.53 1.12 1.94 7.05 2.4932 

Median 4.0000 14.00 74.4800 .00 2.00 20.00 1.00 2.00 8.00 3.0000 

Percentiles 25 3.0000 6.00 15.9300 .00 2.00 15.00 1.00 1.00 6.00 2.0000 

50 4.0000 14.00 74.4800 .00 2.00 20.00 1.00 2.00    8.00 3.0000 

75 5.0000 24.00 174.2800 1.00 3.50 26.00 1.00 3.00 9.00 3.0000 

new_age 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 21 9.5 9.5 9.5 

2.00 70 31.7 31.7 41.2 

3.00 130 58.8 58.8 100.0 

Total 221 100.0 100.0  

Gender Input Individual 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1 178 80.5 80.5 80.5 

2 43 19.5 19.5 100.0 

Totl 221 100.0 100.0  

Race Code 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1 194 87.8 87.8 87.8 

2 27 12.2 12.2 100.0 

Totl 221 100.0 100.0  

CoachingTenure 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 1.00 12 5.4 5.4 5.4 

2.00 32 14.5 14.5 19.9 

3.00 51 23.1 23.1 43.0 

4.00 65 29.4 29.4 72.4 

5.00 61 27.6 27.6 100.0 

Total 221 100.0 100.0  
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Figure 1: 
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Figure 2: 
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Figure 3:  
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