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Abstract  

As professional sports seek to grow their fan base, the motives and behaviours of female 

sport fans are worth examining. Women are typically under-represented in the fan bases of 

most professional sports and particularly in the season-ticket holder (STH) ranks. In order to 

understand more about what attracts and retains female STH, and to identify any gender 

based differences, we examine the STH base of a professional football (soccer) club and 

compare male and female STH on a range of behavioural and attitudinal dimensions. Women 

made up only 11% of this clubs STH, and we find significant differences between genders in 

motives for joining, satisfaction and what drives it, loyalty and consumption. Accordingly, 

the marketing of season tickets to women may need to be adapted to cater for these 

differences. 
 

Introduction 

Studies into gender and sport consumption typically show women are as committed to sport 

as male fans, both in terms of ‘traits’ and knowledge exhibited (Crawford & Gosling 2004). 

On occasions, women’s involvement in, and consumption of, sport has been shown to 

outweigh men’s (James & Ridinger 2002). Women are attending an increasing number of 

sporting events (Cere 2002) and frequently constituting a greater percentage of sporting 

clubs’ fan base (Crawford 2001). Despite the growth, the low base means female fans still 

represent a relatively untapped market for sporting organisations (Fink, Trail & Anderson 

2002).  For example, in the U.S., 16% of women identify themselves as NFL fans, but some 

in some regions like Pittsburgh the figure was 34%, suggesting that there are things that can 

be done to influence female fandom rates (nbcsports.msnbc.com 2007). It has been noted, 

however, that gender and “the marginalised position women occupy within many sport fan 

communities” (Crawford & Gosling 2004, p. 478) has not received adequate examination. 

 

Recently, a research emphasis has been placed on the role of gender and its impact on the 

consumption of sport. Women’s motives to consumer sport have been examined and it is 

consistently found that women’s motivations are different to men’s (Wann 1995; Wann, 

Schrader & Wilson 1999). Research findings also suggest that the type of sport enjoyed by 

women, compared to men, differ significantly (Sargent, Zillmann & Weaver 1998). Finally, 

external factors contributing to attendance and involvement with sport have been examined, 

with gender differences again present (Wells, Southall & Peng 2000). These studies provide a 

strong body of research that propose the existence of gender differences in motivations to 

consume sport. 

Studies in this area are limited, in the most part, to student samples (Sargent, Zillmann & 

Weaver 1998) or general attendants of games (Fink, Trail & Anderson 2002; James & 

Ridinger 2002). Little distinction is made between fans based on the degree of identification 

or involvement with the team or sport. Consequently, the findings are difficult to apply to 

specific consumer groups, including the more highly involved fans that are the target of many 

of the marketing activities of professional sport organisations. Very little, if any, research has 

focused on the highly involved and committed female fans, for example Season Ticket 

Holders (STH) of professional teams.  



It is apparent that female fandom and interest toward sport is increasing, however women still 

tend to be under-represented as STH. Season ticket holders are critical to the success of 

sporting organisations as STH ticket sales comprise approximately 55% of clubs’ income 

(Beccarini & Ferrand 2006). It is noteworthy that this does differ widely with team and sport. 

Some NFL and AFL clubs have women STH rates over 45%. In the A-League (soccer) club 

investigated here, whilst 22% of Australian women identify themselves as soccer fans 

(compared to 34% of men), only 11% of STH are women. This poor conversion rate in some 

sports, when we know better rates are possible, suggests marketing efforts could be 

improved. The study presented here seeks to address this problem by examining and 

comparing the motivations and attitudes of female and male STH. If differences are found 

between the two consumer groups, appropriate actions can be taken to market the STH 

package more appropriately to each group with the aim of converting the high female fan 

base into a greater female STH base. 

Literature Review 

In the sport industry, the female consumer segment has perhaps the greatest potential (Bush 

et al. 2005) and the percentage of female fans attending major sporting events is increasing 

(McCarthy 2001; Yerak 2000). For example, in 2000, women comprised 46% of National 

Football League (NFL) attendees and 38% of National Basketball Association’s (NBA) fan 

base (Yerak 2000). More recently, of the 93 million worldwide viewers of the 2007 NFL 

Super Bowl, 45% were women (Mahoney 2008). Bush et al. (2005) found that the number of 

women claiming to be sports fans increased from 29% in 1998 to 58% in 2002. The Taylor 

Research & Consulting Group showed 75% of young females said they ‘love’ or ‘like’ sports 

and spends an average of 15 hours per week playing; watching, reading or thinking about 

sports (Applebaum 2003). 

Gender studies within sport have investigated cross gender motivations for involvement with 

and interest into sport (James & Ridinger 2002) as well as women’s reasons for becoming 

sport fans (Mewett & Toffoletti 2008). Wann (1995) and Wann, Schrader & Wilson (1999) 

found that female fans scored higher than males on family motivation to attend sport. A more 

recent study by Fink, Trail & Anderson (2002) provided evidence that women expressed 

spending time with family was a greater influence to attend sport than did male fans. In 

addition, the strong social ties and social networks gained through sport were significant 

reasons of why women become sport fans (Dietz-Uhler et al. 2000), reconfirming the social 

aspect of sport appealing to women. However, inconsistent with these findings, James & 

Ridinger (2002) research suggested females did not rate the opportunity to spend time with 

family or social interaction higher than males. Nonetheless, we would expect to find that 

women attend sport as a means of socialising with family/friends, consistent with the 

majority of literature. 

Mewett & Toffoletti (2008) identified four categories of fans based on their origins; including 

‘in-the-blood’ whereby the woman was born into a sporting family and fandom was a learned 

cultural practice. Secondly, ‘learners’ are those women who gained interest in the sport 

through friends and/or being exposed to the game. Third and fourth were termed ‘converts’ 

and STFs (Sexually Transmitted Fandom). These both relate to those female fans that while 

initially uninterested in sport, converted due to personal relationships with an individual 

involved with sport. James & Ridinger (2002) reported that once females became fans, they 

exhibited strong support towards a specific team; however their level of motivation toward 

the general sport was not as strong as men’s.  



In addition to psychological motives to attend sporting games, environmental elements have 

been shown to play a role in gaining a female fan base. Environmental factors include those 

elements external to the individual and are out of their direct control, such as ticket price and 

advertising/promotional efforts. Research into these factors have provided initial insight into 

the off-field fan experience when attending sporting events and how gender effects the 

perceptions of this experience (McDonald & Rascher 2000; Wells, Southall & Peng 2000). 

Satisfaction with ticketing services was not found to vary by gender (Zhang et al. 1998). 

However, Hansen & Gauthier (1993) found substantial distinctions regarding the impact of 

promotional efforts on attendance. The behavioural aspect of their study found that women 

purchased more merchandise than men and planned to purchase more in the future. They also 

indicated they were “more likely to remain loyal under adverse conditions than were men” 

(Fink, Trail & Anderson 2002, p. 15).  

Studies into gender and sport have oftentimes showed mixed results. In addition, such studies 

are limited to student samples (Sargent, Zillmann & Weaver 1998) and fans rather than STH. 

STH can be considered as highly vested in the sport, similar to the ‘Allegiance’ or 

‘Attachment’ stage of the Psychological Continuum Model (PCM). Therefore, it becomes 

important to investigate female STH attitudes, behaviours and motivations towards sport in 

order to develop a more accurate understanding of what factors influence female fans to 

move from the less involved ‘Awareness’ or ‘Attraction’ stage of the PCM to purchase 

season tickets. By comparing those only at the highest levels of attachment, we hope to 

understand whether the low conversion of female fans to STH by this club is a result of not 

developing high levels of involvement in enough women, or more a case of deficient 

marketing to those women who are highly involved fans.  Better understanding of gender 

differences will allow for a more developed marketing strategy toward women in order 

convert the female fan base into a greater female STH base. 

Methodology 

To determine if gender has an impact on the motives, attitudes and behaviours of season-

ticket holders, we worked with a professional football (soccer) club that has over 19,000 

season-ticket holders. The club provided a database of members for whom an active email 

address was held and all members were invited to complete a survey online. The survey 

included items drawn from past research on season-ticket holder satisfaction (McDonald and 

Shaw 2007). Overall, 2,586 STH completed the survey for a response rate of 50%. 

Respondents were compared to the known population demographics on variables such as age, 

gender and ticket class. No significant differences were found. Comparison of early and late 

respondents also suggested that non-response bias is not a concern here. Comparison of 

motives and behaviours was done through simple univariate analysis of self-reported data 

from the survey. The impact role of gender in influencing satisfaction was examined both in 

terms of simple comparison of satisfaction ratings of various components of the STH 

offering, but also through structural equation modelling using AMOS, in order to identify the 

relative importance of each component in determining overall satisfaction.  

Results 

Analysis of means and cross-tabulation of responses by gender produced results suggesting 

that differences exist between male and female STH on a large number of motivational, 

attitudinal and behavioural variables. Table 1 outlines differences in reasons for joining, and 

women can be seen to be more likely to support the club due to the influence of family and 

friends, and much less likely to want to support the team out of loyalty to a regional or the 

league (Chi-square 97.7, df = 5, sig = .0001). Table 2 shows women are more likely to join as 

a STH for family or friend interaction (Chi-square 28.9, df = 7, sig = .0001). In addition, 



Table 3 shows that 64.5% of women attended soccer matches with family, as opposed to 

45.3% of males, a significant difference (Chi-square 50.3, df = 4, sig = .001). 

 

Table 1: Comparison of Reasons for Supporting Team Across Genders 

  

Gender 

 
The following are a number of reasons why you may 

have started to support the club. 
  0 Male 1 Female Total 

Count 1 2 3 

% within Gender  0.1% 0.6% 0.1% I liked the colours 

  Adjusted Residual -2.4 2.4   

Count 6 3 9 

% within Gender  0.3% 0.9% 0.4% 
They were a successful team when I first became 

interested in soccer 

 Adjusted Residual -1.4 1.4   

Count 71 55 126 

% within Gender  3.9% 15.9% 5.8% My family or friends followed this Club 

  Adjusted Residual -8.8 8.8   

Count 6 6 12 

% within Gender  0.3% 1.7% 0.6% There was a particular player I liked 

  Adjusted Residual -3.2 3.2   

Count 1168 182 1350 

% within Gender  63.8% 52.6% 62.0% I wanted to follow the team from this city/state 

  Adjusted Residual 3.9 -3.9   

Count 578 98 676 

% within Gender  31.6% 28.3% 31.1% 
I wanted to support football and the A-League in 

general 

  Adjusted Residual 1.2 -1.2   

Totals Count 1830 346 2176 

 

Table 2: Comparison of Reasons for Joining as STH Across Genders 

  Gender 

The following are a number of reasons why you 

may have joined the Club as a member in 2008/09.  0 Male 1 Female Total 

Count 270 33 303 

% within Gender  14.8% 9.5% 14.0% To financially support the Club 

Adjusted Residual 2.6 -2.6  

Count 109 26 135 

% within Gender  6.0% 7.5% 6.2% 
To gain discounted entry to games (i.e. to save 

money) 
Adjusted Residual -1.1 1.1  

Count 140 23 163 

% within Gender  7.7% 6.6% 7.5% To gain a reserved seat 

Adjusted Residual 0.7 -0.7  

Count 316 61 377 

% within Gender  17.3% 17.6% 17.4% To feel more involved with, or part of, the Club 

Adjusted Residual -0.1 0.1  

Count 14 4 18 

% within Gender  0.8% 1.2% 0.8% Given to me as a gift 

Adjusted Residual -0.7 0.7  

Count 183 65 248 

% within Gender  10.0% 18.8% 11.4% 
I wanted to participate with friends or family 

members 
Adjusted Residual -4.7 4.7  

Count 625 104 729 I wanted to support football and the A-League in 

general % within Gender  34.2% 30.1% 33.6% 



Adjusted Residual 1.5 -1.5  

Count 169 30 199 

% within Gender  9.3% 8.7% 9.2% 

Adjusted Residual 0.3 -0.3  
Guaranteed ticket for games 

Count 1826 346 2172 

Table 3: Comparison of Attendance Behaviour by Gender 

Who would you usually attend the football with? Gender 

  0 Male 1 Female Total 

Count 112 15 127 

% within Gender  6.1% 4.4% 5.9% By myself 

Adjusted Residual 1.3 -1.3  

Count 59 6 65 

% within Gender  3.2% 1.7% 3.0% Family who arent Victory members 

Adjusted Residual 1.5 -1.5  

Count 769 216 985 

% within Gender  42.1% 62.8% 45.4% Family who are Victory members 

Adjusted Residual -7.1 7.1  

Count 103 10 113 

% within Gender  5.6% 2.9% 5.2% Friends who arent Victory members 

Adjusted Residual 2.1 -2.1  

Count 782 97 879 

% within Gender  42.8% 28.2% 40.5% Friends who are Victory members 

Adjusted Residual 5.1 -5.1  

 Count 1825 344 2169 

 

The respondents completed a range of items related to service quality and satisfaction. This 

data was compared to look for differences in mean ratings, and used to develop a structural 

equation model covering STH attitudes to the season ticket offering. Results can only be 

summarised here, but a well fitting model was produced (CMIN = 1140, df = 146, RMSEA 

0.06, CGI = .94) and used to examine any differences in the relative importance of various 

elements of the season-ticket offering amongst the genders through group analysis. In terms 

of average ratings of the various elements, women rated 27 of the 40 items significantly 

higher than men. Attitudes towards the administration and board of the club were the only 

broad area where men and women agreed. Apart from being generally more positively 

disposed than men, women placed significantly more importance on customer service and 

club administration when determining overall satisfaction. Men were more focused on on-

field performance and facilities at the home ground. Women attended as many home games 

as men, and were just as likely to rejoin. There was also no difference between the genders on 

the Net Promoter Score, both equally likely to recommend. 

Conclusions 

This study extends academic literature on gender and sport consumption by examining 

gender differences amongst highly involved fans. Strong support is found for past research 

that suggested women are strongly motivated by social inclusion when supporting sport 

teams, and we again see this as a primary motive for taking up a season-ticket. The ability to 

spend time with family and friends should therefore be encouraged and highlighted when 

marketing season tickets to women. This may be by way of increasing incentives to bring 

family/friends, holding family days at the sporting club or simply creating promotional 

campaigns enforcing a family friendly atmosphere. Women were also seen to evaluate 

satisfaction differently from men, more positive in general but also more focused on service 

and club management dimensions. In many other aspects we see that male and female STH 



were very similar – strongly identified as fans, knowledgeable, committed and highly 

involved in their team. This is yet more evidence strengthening the argument that female 

sport fans should not be marginalised or patronised by managers, intentionally or otherwise, 

as they tend to exhibit the same behaviours and beliefs as their male counterparts.  
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