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With the success of AT&T Stadium, colloquially known as “Jerry’s World”, the Dallas Cowboys have remained the 
wealthiest franchise in the NFL at $3.2 billion: almost doubling the worth of any other NFL franchise average 
valuation at $1.43 billion (Obanion, 2014). However, over the last 20 years, the Dallas Cowboys have been arguably 
one of the worst franchises in the NFL; having only two playoff appearance in the past 18 years. Given this, one can 
assume that people value more than the win/loss experiences of sport teams when it comes to attending games. 
Executives such as Jones are selling the experience of the game (i.e., stadium appeal, customer service) over the 
actual game itself (i.e., the product on the field). 
 
As the sports industry continues to grow, the customer experience is expected to have an influence on the way that 
sport entities increase revenue. Sports managers are recognizing the impact of experiences within the stadium by 
providing value-added services and features beyond the game itself. The present study looked at the combined 
impact of fan avidity and perceptions of the stadium facilities at two Philadelphia Eagles games during the 2013 
NFL season, in terms of how these variables might be associated with fans’ perceptions of the stadium facilities.  
  
Literature Review 
  
Fan avidity. DeSarbo (2009, 2010) defined fan avidity as the level of time, interest, loyalty, and engagement that a 
person invests into a sports franchise and/or athlete. Wakefield and Sloan (1995) suggested that fan loyalty (a 
dimension of avidity) is important for understanding in-game attendance. One reason for this is proposed by 
Syracuse (2008), who argues that fans’ emotional connection to their favorite teams makes them eager consumers of 
sports-related products and goods - such as live attendance.  
 
Stadium facilities. Nelson (1970) defined experience goods as those economic goods whose full value is only and fully 
ascertained at the moment of consumption - a definition that befits in-game stadium attendance. Wakefield & Sloan 
(1995) suggested that marketing the stadium experience is essential to satisfying the fan, because when fans attend 
games they must have a positive experience both inside (i.e., concession stand experience, gift shop experience) and 
outside (i.e., parking lot attendance, security) of the stadium. Melnick (1993) suggested that beyond facility concerns 
such as concessions and aesthetics, fans also attend games in order to have social interactions with other fans, as 
well for a general entertainment value of the experience. Notably, unlike on-field outcomes, many of these are 
variables under the control of franchises. 
 
Method 
 
To test the effect of fan avidity and stadium facilities on perceptions of the experience of attending a live game in an 
actual sport service setting, fans were surveyed using a mall intercept technique at an NFL team’s stadium (Lincoln 
Financial Field) during two regular season afternoon games (beginning at 1:00 EST), the home team (Eagles) lost 
both games. Surveys (N = 432, 53% male, 78% White/Caucasian) were designed to be completed in under five 
minutes, and an equal number were collected in all three-terrace levels of the facility. Survey metrics were developed 
in consultation with the team’s marketing department, and contained items about concessions, security, parking, and 
the cleanliness of the stadium, as well as basic fan avidity and fan loyalty questions, to understand their impact on 
fans’ perceptions of the team’s service mission statement (their key metric for understanding perceptions of live 
game attendance; full survey metric is available upon request).   
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Results 
          
A step-wise regression was used to assess the impact of all survey items on perceptions of live game attendance. 
Demographic variables such as age, gender, race, and stadium level (i.e., specific level of the stadium in which fans 
sat, Step 1) had no impact. Fan avidity and loyalty were significant predictors, but when the stadium facilities 
variables were loaded into the analysis (Step 3), fan loyalty was no longer a significant predictor, see Table 1.  
 
Discussion  
 
At the onset of the study, it was logical to assume that fandom and perceptions of the stadium facilities would serve 
as independent predictors to live game attendance. Surprisingly, the perceptions of the stadium facilities were shown 
in our data to be more important than fandom. This finding contrasts with conventional wisdom (e.g., Chicago 
Cubs selling out 79.6 percent of their home games despite having one of the oldest stadiums in Major League 
Baseball, albeit currently being renovated and updated; ESPN, 2014). Consequently, our data suggests that 
perceptions of stadium facilities is a better predictor of satisfaction of live game attendance than fandom is - this is 
notable, given that one of the ways that fans express their fandom is by attending the games (DeSarbo, 2009; 2010). 
From this, one conclusion from our study is that fandom will get individuals to the game, but perceptions of the 
stadium facilities will keep individuals coming back. Sports managers must continue to create strategic 
communication plans that market the facilities as well as the team, allowing for a possible increase in fan attendance.  
 
Limitations 
 
Notably, the findings reported here should be interpreted within the context of a few limitations. As the survey was 
administered during a live sports event, a short survey was required so as not to disrupt fans. Future work should 
consider following up with a more elaborate survey of fans post-game. Second, with the team losing both games, 
this may have introduced CORFing (cutting off reflective failure), which would have reduced the impact of fandom 
on the live experience (Cialdini et al., 1976). Third, only one team from one US league was used for this study, so 
replicating this study with other fan bases would be useful.  
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