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ABSTRACT

To compete successfully in the expanding sport market, sport marketers need a
thorough understanding of sport consumers, who include sport participants and
sport spectators. Sport spectators are, in many instances, fanatical about the
performance and success of their teams. It is thus obvious that ultimately their
satisfaction with the experience of attending sporting events will be an important
predictor of whether they will attend future events. Understanding the factors that
influence spectator attendance is fundamental to understanding decisions about
sport consumption. In professional rugby, competitions such as the Super Rugby and
Currie Cup benefit from the lucrative money-generating opportunities offered. This
study focuses on team performance and spectator attendance of the Super Rugby and
Currie Cup competitions. Results indicated some interesting relationships between
team performance and spectator attendance, and that a team’s final log position
could predict future spectator attendance.

Key words: Team performance; Sport attendance; Spectators; Rugby; Fans;
Marketing.

INTRODUCTION

Marketing practices have also become part of traditionally non-business organisations, causes
and issues. One area where the application of marketing principles has gained considerable
attention globally is the marketing of sport and marketing through sport. The production,
distribution and consumption of sport have characteristics unique to sport, and these
characteristics make the marketing of sport quite a challenge (Irwin et al., 1999:1). Both
marketing sport and marketing through sport have become well-known examples of
spectacular marketing campaigns and applications of marketing principles. The annual
Superbowl Final is an example of such an event.

Sport competes with various other forms of entertainment for the attention and money of
consumers. Today, the role of marketing is well entrenched as a means to provide in the
financial needs of sport bodies and teams. It is probably correct to say that initially most sport
teams or leagues used to rely on ticket sales at the gate to meet financial obligations. Today,
professional sport receive income from a wide range of sources, depending on the popularity
of the sport and the level at which the sport is operating, namely local, regional or
international, and where the level is not confined to particular geographic boundaries.
Examples of the latter would be soccer and rugby in England, and baseball and ice hockey in
Northern America. Sources of income today include television and various other media
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revenues (Chandler, 1991; Rowe, 1995), the selling of merchandise and clothing
(Steinbreder, 1992; Gorman & Calhoun, 1994; Burton, 1996;), sponsorships (Grimm, 1993;
Schaaf, 1995; Cousens & Slack, 1996), and the letting of stadiums to other sport such as
soccer teams playing matches in rugby stadiums.

The fact that sport potentially has access to various sources of finance has led to a vicious
circle of players demanding more and more money (together with the administrators’ perks),
and sport bodies are forced to raise ticket prices and explore more avenues for finances. As an
example of how much sportsmen earn, one can refer to David Beckham who earned $40
million between May 2010 and May 2011 (Highest paid footballers, 2011). The Springbok
rugby players who were part of the squad who won the World Cup in 2007 also benefited
handsomely from their success. It was reported that the most popular Springbok players were
paid up to R1 million for each product or service endorsement because of their Rugby World
Cup success (Boks to become cash cows, 2007). This amount is apart from the R1 million per
player that SA Rugby paid to the members of the Springbok team who won the cup. It is not
difficult to calculate how many spectators should attend matches and what incomes should be
derived from sponsorships and other deals to pay such salaries. In 2004, Sasol announced that
it would sponsor SA Rugby over the next six years to the tune of R120 million, and so
became the official team sponsor of the Springboks, the SA "A" team, the Springbok Sevens,
and the Under-21 team (Sasol invests R120 million in SA rugby, 2004). The most recent
sponsorship of Springbok rugby by ABSA is worth R50 million per year for a period of five
years (Absa new Springbok sponsor, 2011).

The number of sport spectators is important when sponsorships are negotiated and when
decisions related to advertising and promotions have to be made. Individual players are often
major draw cards to lure supporters, for instance, Real Madrid paid Manchester United as
much as €94 million for Cristiano Ronaldo (New York Times, 2009). Television broadcasts
and the sale of merchandise are most probably the biggest income generators of many sport
bodies. Ticket sales, directly dependent on the number of spectators attending a game, are
also big money. Real Madrid’s total revenue for 2009 was €401 million. This achievement
made them the first sport team ever to generate revenue of more than €400 million in a year
(Houlihan et al., 2010). Almost a quarter of Real Madrid’s income in 2009 (€101.4 million)
came from ticket sales. Even in South Africa, top rugby franchises such as the Sharks regard
ticket sales as a major income generator (Lamberti, 2002).

SPORT SPECTATORS AND SPORT ATTENDANCE

One common denominator in the marketing of sport, which directly or indirectly affects most
of the income-producing activities, is the number of spectators who attend games, watch
television broadcasts, and purchase merchandise to illustrate their affiliation with a team. In
sport marketing, sport consumers consist of sport spectators (also known as "fans") and sport
participants (Wakefield, 2002:1). Sport participants are people who participate in sport
(Shank, 2002:145) and sport spectators or fans are defined as people who (Wakefield,
2002:1):

= identify with and follow the behaviour or actions of a team and/or individual players of

sport teams on or off the field;
= purchase the licensed merchandise of sport teams;
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. buy season tickets;

= travel to watch the games of a specific team outside of their geographical area; and

= devote significant social time attending, watching and discussing a team with others
who are committed and devoted to the same or other teams.

The extent to which sport spectators are interested in and follow sport and sport teams ranges
from occasionally watching a televised game or attending a live event, to owing season
tickets and attending or watching as many games as possible (Funk & James, 2001). Wann
and Branscombe (1990) believe that sport spectators identify with a team in order to feel a
sense of belonging to a larger social structure.

FAN IDENTIFICATION

According to Tajfel (1982), the way an individual (or in this case sport spectator) feels about
belonging to a specific social group and the emotional attachment that occurs whilst being a
member of that group are referred to as social identity. Social identity refers specifically to
those aspects of a person that are defined in terms of his or her group memberships (Deaux,
2002). It enables people to distinguish themselves from other groups because they identify
with a particular group(s). Tajfel and Turner (1979 in Social Identity Theory, 2010:2) identify
three variables whose contribution to the emergence of in-group favouritism is particularly
important:
o firstly, the extent to which individuals identify with an in-group to internalise such
group membership as an aspect of their self-concept;
e secondly, the extent to which the prevailing context provides ground for comparison
between groups; and
o finally, the perceived relevance of the comparison group, which itself will be shaped
by the relative and absolute status of the in-group.

Individuals are likely to display favouritism when an in-group is central to their self-
definition and a given comparison is meaningful or the outcome is contestable.

Dionisio et al. (2008:19) point out that, in respect of sport fans, “the primary assumption of
the social identity theory is that individuals will seek to resolve attitudes that are not balanced
or equitable” and go on to emphasise that the phenomenon of basking in reflected glory
(BIRG) is well known and serves to mirror the psychological character of fandom and the
basis of explicit triumph. Then again, when a team fails, fans tend to dissociate themselves
through a process labelled “cutting off reflected failure” (CORF) (Snyder et al., 1986).

Wann and Branscombe (1990) showed how identification with a sport team positively
influenced the self-concept of sport fans. For example, a rugby supporter’s self-concept can
be expressed as follows: “I am a South African, I am male, I am a Bulls supporter.” High
self-esteem is achieved through motivation and it is maximised through creative social
comparison. An example of the latter is the selection of dimensions on which the individual’s
group excels, for instance: “The least tries were scored against the Stormers” or “the Sharks
scored the most tries in the 2011 Super 15 competition”. When a number of particular groups
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compare the group with “worse” groups, the group-esteem is enhanced and consequently
association improves the member’s self-esteem.

One result of a strong connection to a sport team is that an individual feels a sense of personal
success when the team wins and a sense of loss when the team loses (Funk & James, 2001).
Fans are informed about how their teams perform in respect of various measures. Each week
of a competition, a new set of statistics is produced with the updates of the previous week’s
results. Apart from the reports in daily newspapers and television broadcasts, various Internet
sites also keep track of the detailed statistics of teams’ performances in the competition.
Statistics such as games won or lost, points scored or scored against, number of tries scored
or scored against and a team’s points in the competition (or log standing) are aspects that
sport fans follow and keep track of. According to the social identity theory, fans’ behaviour
will largely depend on the dimensions selected by fans to differentiate their team from those
of competing teams.

TEAM PERFORMANCE AND SPORT ATTENDANCE

Many attempts have been made to better understand the factors that influence sport spectators
to attend sporting events (Wells et al., 2000; Fink et al., 2002; Boyd & Krehbiel, 2003; Trail
et al., 2003; Ferreira & Armstrong, 2004; Robinson et al., 2005). The main factors that were
identified include psychological factors, economic variables, game attractiveness, and
stadium factors (Shank, 2002; Boyd & Krehbiel, 2003; Ferreira & Armstrong, 2004).
Specifically, game attractiveness is a situational factor that varies from game to game and
from week to week. Game attractiveness is influenced by the perceived quality of an
opponent, the importance of the game and team performance, where team performance refers
to the team’s actual performance on the field (in sport terms, games won or lost, points scored
or scored against, number of tries scored or scored against, and a team’s points in the
competition or log standing).

Winning and spectator attendance probably go together for most sports teams, but the
direction of causation is not unmistakable in a particular direction (Davis, 2008). Stated
otherwise, does winning go hand-in-hand with an increase in attendance, or does an increase
in attendance result in more wins as teams have more resources to spend on players’
compensation? In a study of major baseball teams, Davis (2008:1) found “that the direction of
causation runs from team success to greater attendance, and that an ... increase in fans does
not” necessarily result in more wins later on.

Since the needs and demographics of sport consumers have become more complex, and
competition for spectators’ support has increased, the demand for professional sport
marketing has also grown (Mullin et al., 2000). Sport marketing demands a thorough
understanding of sport consumers. For instance, understanding how fan identification impacts
on spectators attending sport events is essential, and determining why spectators attend sport
games is therefore necessary. A great number of studies have been conducted on team
performance and spectator attendance (Wells et al., 2000; Fink et al., 2002; Boyd & Krehbiel,
2003; Trail et al., 2003; Ferreira & Armstrong, 2004; Robinson et al., 2005). Most studies
focus on spectators’ perception of their attendance behaviour (Jones, 1997; Shank & Beasley,
1998; Dietz-Uhler et al., 2000). In South Africa, however, research on spectator attendance is
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limited. For example, since the introduction of Super Rugby in 1993, the performance of the
South African Super Rugby teams has not been consistent; South African Super Rugby teams
only won the competition in 1993, 2007, 2009 and 2010 (Rugby in South Africa, 2010). In
spite of the fact that, during the Super 12 competition, no South African Super Rugby team
won the tournament, South African viewership grew (Van der Berg, 2001:1). Even when
viewership in New Zealand and Australia decreased, South African viewership and
attendance of the Super Rugby matches increased (Ray, 2011). Team performance and the
effect it has on sport attendance was the main focus of the study on which this article is
based. Specifically, the team performance and sport attendance of two major rugby
competitions, the Currie Cup and Super Rugby, were focused on.

THE SUPER RUGBY AND CURRIE CUP COMPETITIONS

The Currie Cup (only played in South Africa) is the oldest of its kind in rugby competitions
(Currie Cup, 1999). Owing to South Africa’s policy of separate development, the South
African rugby team’s participation in world rugby ended in 1981. South Africa was only
readmitted into international competition in 1992. During this period of isolation, the Currie
Cup became the passion of South African rugby (Currie Cup, 2000). Claassen (2001) states
that the isolation contributed to a tradition of provincialism in South Africa.

Over the years, the Currie Cup has assumed various forms (Rugby in South Africa, 2010).
Initially it was a centralised tournament, but thereafter all 14 provincial teams were divided
into two sections of seven teams each. Each section played a single round within the section
and the top four teams in each section advanced to play for the ABSA Currie Cup, while the
remaining three teams in each section played for the ABSA Cup (Roos, 2001:5). From 2003,
the ABSA Currie Cup reverted to a strength versus strength format. It featured two sections,
namely a top section of six teams and a lower section of eight teams. A double round of
games is then played with the top two teams in each pool qualifying for the finals (Currie
Cup, 2002). Since the Currie Cup took on various forms, only the teams that featured most in
finals and semi-finals during the last 10 years (i.e. Blue Bulls, Cheetahs, Lions, Natal Sharks
and Western Province) were included in this study.

Super Rugby was introduced in 1993 and took on various forms: Super 10 (1993 to 1995),
Super 12 (1996 to 2005) and Super 14 (Rugby in South Africa, 2010). From 2011 onwards,
the Super Rugby competition will be called the Super 15. The Super competition was the first
in which South African teams annually competed in an international competition directly
below the level of national sides. South African rugby fans have always been regarded as
fanatical, and the introduction of the Super competition offered the opportunity to identify the
performance measures that bring fans to the rugby stadiums. One of the major challenges for
the management of a Super side is to develop and maintain fan support for the team. Before
the introduction of the Super competition, provincial players generally came from the
geographical area which constituted the home of the team. With the introduction of the Super
competition, players became professionals and started to move around from one team to
another. “Local” fans thus had to become familiar and supportive of players joining their
team, whom they previously might not have liked at all.
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PROBLEM STATEMENT AND OBJECTIVES

Marketing success comes from identifying and meeting customer needs or wants (Rix,
2004:10). This also holds true for companies who want to compete successfully in the
expanding sport market, where a thorough understanding of sport consumers is essential
(Shank, 2002:145; Wysong, 2002:1). It can thus be stated that satisfaction with the
experience of attending a sporting event and team performance is likely to be important when
predicting the likelihood of spectators attending future events (Matsouka, 2003). A
comprehension of the factors that influence sport consumers’ preferences and behaviour is
essential to understand their sport consumption decisions (Ferreira & Armstrong, 2004).

For many years, South African sport was characterised by passion and pride of mainly White
spectators, especially for local brands, because of the international sport boycott. With the
introduction of professionalism and the commercialisation of rugby, the focus has shifted to
regional teams that compete internationally (Basson, 2003:16; Rugby in South Africa, 2010).
Even though a popular belief amongst sport marketers is that winning teams attract great
crowds, little research has been conducted in South Africa to confirm this notion. There
seems to be a paucity of research in respect of sport spectators’ consumption behaviour in
South Africa. The primary purpose of this study was to assess the relationship between team
performance and sport attendance. Even though some research has been conducted on the
specific topic, researchers have attempted to explain the relationship between team
performance and sport attendance by interviewing sport spectators. This study proposed a
different methodology to assess the relationship between team performance and sport.

METHODOLOGY

To achieve the objective of this study a meta-analysis of match results was performed. A
meta-analysis is a statistical technique for amalgamating, summarising and reviewing
previous quantitative research. A meta-analysis allows the researcher to investigate a wide
variety of questions on condition that a reasonable body of primary research studies exists.
The purpose of a meta-analysis is to integrate the findings of earlier results to uncover new
insights relevant to a particular phenomenon. For purposes of this study, the spectator
attendance figures for the 2000 to 2005 Currie Cup games, as well as South African Super 12
home games from 2000 to 2005 were used as the dependent variable (as the Currie Cup as
well as the Super Rugby competitions took on various formats, only the period 2000 to 2005
provided data that were comparable for purposes of this study). The performances of the Blue
Bulls, Cheetahs, Lions, Natal Sharks and Western Province (i.e. 2000-2005 Currie Cup
competition), as well as the Bulls, Cats, Sharks and Stormers (2000-2005 Super 12
tournament) were therefore analysed (Colquhoun, 2001; Colquhoun, 2002; Colquhoun, 2003;
Colquhoun, 2004; Colquhoun, 2005; Colquhoun, 2006). Since only attendance figures of the
home games for the Super 12 tournament were available, only home games were taken into
account. Semi-finals and finals were not taken into consideration.

In an endeavour to achieve the objective of this study, namely to assess the relationship
between spectator attendance and team performance, team performance was measured by
investigating the actual performance of rugby teams on the field. Team performance
measures which were studied consisted of number of games won by the relevant team,
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number of games lost by the team, actual points scored by the relevant team, actual points
scored against the team, number of tries scored by the team, number of tries scored against
the relevant team, and final points at the end of the competition (i.e. competition points). The
following hypotheses were postulated:

Hi: A positive relationship exists between spectators’ attendance and number of games
won by the particular team

H,: A negative relationship exists between spectators’ attendance and number of games
lost by the team

Hs: A positive relationship exists between spectators’ attendance and points scored by
the particular team

Hs: A negative relationship exists between spectators’ attendance and points scored
against the team

Hs: A positive relationship exists between spectators’ attendance and number of tries
scored by the team

Hs: A negative relationship exists between spectators’ attendance and number of tries
scored against the particular team

H;: A positive relationship exists between spectators’ attendance and tournament points

Hg:  The variance in spectator attendance can be explained by team performance
variables (i.e. number of games won and lost, points scored by and against a team,
number of tries scored by and against a team and tournament points)

Pearson’s product moment correlation was used to test H; to H;. Simple linear regression was
used to test Hg. The significance level of 0.05 was considered sufficient ( & =0.05).

RESULTS

Since this study focused on spectator attendance and game attractiveness of South African
Super 12 and Currie Cup teams, only the performances of South African teams were
investigated. A summary of the actual team performance results of the Bulls, Cats, Sharks
and Stormers is given in Table 1.
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TABLE 1: ACTUAL PERFORMANCE OF SOUTH AFRICAN SUPER 12 TEAMS

2000-2005
Variables N Min.  Max. Mean Std. Dev.
Number of games won 6 0 7 3.50 2.881
Number of games lost 6 2 11 6.00 3.347
« | Points scored by the relevant team 6 231 320 271.17 40.701
S | Points scored against the team 6 229 500 361.17 89.584
@ | Number of tries scored by the team | 6 19 36 29.83 6.494
Number of tries scored against 6 25 67 44.17 13.541
Final tournament points 6 4 34 19.67 12.469
Number of games won 6 1 7 3.17 2.994
Number of games lost 6 0 10 7.00 4.099
«, | Points scored by the relevant team 6 226 320 268.67 37.713
g Points scored against the team 6 244 459 361.33 75.804
Number of tries scored by the team | 6 23 34 27.17 4.792
Number of tries scored against 6 17 59 41.50 14.869
Final tournament points 6 6 34 18.17 11.788
Number of games won 6 1 8 3.67 2.658
Number of games lost 6 1 9 5.67 3.077
¢ | Points scored by the relevant team 6 205 322 248.50 41.549
<;u Points scored against the team 6 246 384 315.17 45.640
oy | Number of tries scored by the team | 6 25 34 27.83 3.764
Number of tries scored against 6 24 50 36.33 8.454
Final tournament points 6 9 38 20.50 10.932
Number of games won 6 3 7 5.17 1.329
., | Number of games lost 6 1 7 5.00 2.191
5 | Points scored by the relevant team 6 215 310 273.67 34.273
€ | Points scored against the team 6 260 354 301.50 34.350
;/9) Number of tries scored by the team | 6 22 37 29.17 5.776
Number of tries scored against 6 28 45 34.50 6.091
Final tournament points 6 18 33 26.33 5.428

Given that a popular belief is that the Currie Cup is central to the passion of South African
rugby focus (Currie Cup, 2000), investigating the team performance and attendance figures
for the Currie Cup competition was essential in this study. As previously mentioned, the
Currie Cup has taken on various forms. Only the attendance figures for the top five Currie
Cup teams (during the relevant period) were therefore included. A summary of the actual
team performance results of the Blue Bulls, Cheetahs, Lions, Natal Sharks and Western
Province (WP) are given in Table 2.
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TABLE 2: ACTUAL PERFORMANCE OF CURRIE CUP TEAMS 2000-2005

Variables N Min.  Max. Mean  Std. Dev.
Number of games won 6 12 21 18.00 3.347
Number of games lost 6 0 7 4.50 2.429
% Points scored by the relevant team 6 760 1061  940.83 125.653
f Points scored against the team 6 509 665  624.50 60.285
% Number of tries scored by the team 5 89 142 120.00 23.054
Number of tries scored against 5 55 80 71.40 9.864
Final log position 5 1 10 4.60 3.912
Number of games won 6 12 16 14.17 1.472
Number of games lost 6 1 11 7.00 3.406
«(;"’U Points scored by the relevant team 6 717 987  805.17 94.641
§ Points scored against the team 6 464 746  600.83 93.779
6 Number of tries scored by the team 5 81 189 108.60 45.357
Number of tries scored against 5 52 91 70.60 14.673
Final log position 5 2 5 3.60 1.140
Number of games won 6 11 19 14.83 3.061
Number of games lost 6 1 9 6.17 2.927
« | Points scored by the relevant team 6 701 911 81233 90.831
5 Points scored against the team 6 560 654  621.17 39.807
- Number of tries scored by the team 5 78 112 98.00 14.629
Number of tries scored against 5 68 71 69.60 1.517
Final log position 5 4 3.40 0.548
Number of games won 6 7 15 11.83 2.639
2 Number of games lost 6 1 13 7.67 3.933
5_3 Points scored by the relevant team 6 565 744  652.00 77.967
| Points scored against the team 6 432 586  525.33 57.200
% Number of tries scored by the team 5 67 94 81.00 13.210
Z | Number of tries scored against 5 44 70 58.60 10.431
Final log position 5 5 2.20 1.643
Number of games won 6 21 13.33 4.676
Number of games lost 6 0 12 6.83 4.215
Points scored by the relevant team 6 584 964  743.17 125.085
% Points scored against the team 6 491 659  585.83 72.112
Number of tries scored by the team 5 67 121 93.00 19.429
Number of tries scored against 5 53 77 64.80 9.628
Final log position 5 1 5 2.60 1.517
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Since attendance figures are classified confidential information that is used by sport
marketers to negotiate sponsorship deals and contracts, the researchers were asked not to
publish the data relating to attendance.

Hypothesis testing: Relationship between spectator attendance and team performance
The objective of this study was to assess the relationship between spectator attendance and
team performance. Table 3 provides a summary of the findings.

TABLE 3: PEARSON’S  CORRELATION:
ATTENDANCE FIGURES

TEAM PERFORMANCE AND

HYPOTHESES Test statistic H, rejected/accepted
Hy:: Number of games won r= 0.685 (p<0.05) H supported
Hz:: Number of games lost r=-0.431 (p<0.05) H supported

N | Hal Points scored by the relevant team r= 0.450 (p<0.05) H supported

E’_ H4,:  Points scored against the team r=-0.688 (p<0.05) H supported

@ Hs,:  Number of tries scored by the team r= 0.366 (p>0.05) H not supported
He.:  Number of tries scored against r=-0.650 (p<0.05) H supported
Hs,:  Final tournament points r= 0.712 (p<0.05) H supported
Hyp: Number of games won r= 0.368 (p<0.05) H supported
Hyy:  Number of games lost r=-0.063 (p>0.05) H not supported

(9)’- Hay:  Points scored by the relevant team r= 0.298 (p>0.05) H not supported

.2 | Hap:  Points scored against the team r=-0.051 (p>0.05) H not supported

3 Hsp:  Number of tries scored by the team r= 0.145 (p>0.05) H not supported
Heo:  Number of tries scored against r=-0.203 (p>0.05) H not supported
Hsy:  Final log position r= 0.650 (p<0.05) H supported

Table 3 clearly illustrates that, in respect of Super 12 Rugby, only in the case of Hs, the
hypothesis (i.e. no relationship between number of tries scored and attendance figures) could
not be supported. The remaining hypotheses were supported. Number of games lost showed a
moderate negative relationship with attendance figures (r = -0.45), and points scored by the
relevant team showed a moderate positive relationship with attendance figures (r = 0.45).
Points and tries scored against the team displayed strong negative relationships (r = -0,688
and r = -0.650 respectively), whereas number of games won and final tournament points
showed strong positive relationships with attendance figures (r = 0.685 and r= 0.712). One
could therefore conclude that, in the Super 12 case, team performance on the field, the
number of games won, points scored by teams and specifically the final log standing of
teams, influenced spectators to attend games. However, if teams allow opponents to score
tries, lose and specifically give up points, spectators are less likely to attend games.
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The results showed differences between the Super 12 and Currie Cup data. The hypotheses of
Hab, Ha,, Hap, Hsp and Hg, could not be supported for Currie Cup rugby. This implies that, in
the case of Currie Cup games, the number of games lost, points scored by the relevant team,
points scored against the team, number of tries scored by the team and the number of tries
scored against a team do not have a significant relationship with the attendance of games.
Only the number of games won and specifically final log position showed significant positive
relationships with attendance figures (r = 0.368 and r = 0.650 respectively). One could
therefore conclude that in Currie Cup games, spectators attend games only if their teams are
doing well and winning in the competition.

Hypothesis testing: Variance in spectator attendance

The final hypothesis in this study stated that variance in sport attendance can be explained by
team performance variables (i.e. number of games won and lost, points scored by and against
a team, number of tries scored by and against a team and tournament points predicted). The
hypothesis was tested by performing a simple linear regression analysis for Currie Cup and
Super 12 competitions. Both models were not significant (p < 0.05). Table 4 gives a summary
of the findings of the regression analysis.

TABLE 4. REGRESSION: TEAM PERFORMANCE VARIABLES AND
ATTENDANCE FIGURES

VARIABLE t-value p-value
(Constant) 1.858 0.081
Number of games won -0.534 0.600
N | Number of games lost 0.113 0.911
g,_ Points scored by the relevant team -0.491 0.630
& | Points scored against the team -0.410 0.687
Number of tries scored against 0.224 0.825
Final tournament points 1.029 0.318
(Constant) 1.308 0.214
Number of games won -1.355 0.198
g' Number of games lost -.0170 0.868
2 Points scored by the relevant team 0.570 0.578
g Points scored against the team 0.850 0.411
Number of tries scored against -0.368 0.719
Final log position -0.756 0.463

None of the variables are significant, and could therefore not be used to explain variance in
sport attendance. Stepwise regression was performed to eliminate nonsignificant variables.
For the Super 12 competition, results showed that final tournament points predicted variance
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in sport attendance (p < 0.05, adjusted R* = 0.485). For the Currie Cup, final log position
predicted variance in sport attendance (p < 0.05, adjusted R* = 0.35). One could therefore
conclude that variance in sport attendance can be explained by the performance of teams
according to their final tournament points. Table 5 gives a summary of the stepwise
regression findings.

TABLE 5: STEPWISE REGRESSION: TEAM PERFORMANCE VARIABLES AND
ATTENDANCE FIGURES

Model Summary Anova Coefficients
Predictor R R? Adjusted R? F B Beta t
(df)
Dependant variable: Spectator attendance
o 0.621  0.385 0.351 11.272*
3
S @
(2]
Final log position -1944.49 -0.621 -3.357*
(:i:‘ 0.656  0.431 0.406 17.393*
2
= )
3
Final log position -18004 -0.656 -4.140*

* Significant at the 99% confidence level

From the above it is clear that, in the case of the Super 12 competition, rugby teams should
attend to most of the “components” that constitute team performance. In the Currie Cup
competition, however, teams need to win. Components such as tries scored are irrelevant to
fans. This finding could be ascribed to the fact that, when comparing Currie Cup and Super
Rugby teams fans identify stronger with Currie Cup teams as these teams are “local” and
have a long tradition. Historically, the core players in Currie Cup teams were local people
with whom spectators associated easily. The Super teams have yet to become strong and
preferred brands.

CONCLUSION

To be successful in sport marketing, sport marketers have to understand both the nature of
sport marketing and the specific application of marketing principles and processes to the sport
context (Parkhouse, 2001). To complicate matters, three things are happening simultaneously:
the needs and demographics of sport consumers have become more complex, competition for
the spectators’ support has increased, and the demand for professional sport marketing has
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also grown (Mullin et al., 2000). More attention needs to be paid to developing a theory of
sport consumption (McDonald et al., 2002), in particular the way fan identification impacts
on spectators attending sport events (Wysong, 2002).

The main objective of this study was to assess the relationship between team performance
and sport attendance by following a different methodological approach than previous
research. Specifically, a meta-analysis was performed on sport attendance and team
performance of the Currie Cup and South African Super Rugby competitions. Team
performance was measured by assessing the actual performance of the Currie Cup and the
South African Super Rugby teams on the field (i.e. number of games won, number of games
lost, points scored by the relevant team, points scored against the team, number of tries
scored, number of tries scored against the team, and final tournament points). Results showed
that, in the case of the Super Rugby competition, a significant relationship existed between
the number of games won, points scored by teams and the final log standing of teams and
spectator attendance. In the Currie Cup competition, results showed a significant relationship
between spectator attendance and games won and final log position.

Even though results showed that a relationship does exist between team performance and
sport attendance, only the final log position of a team (i.e. final points in the tournament)
explained variance in spectator attendance (i.e. the higher the log position, the more
spectators attended). It is, however, obvious that the final log position is a composite figure
and depends on a number of “positives”, such as points scored and games won by rugby
teams. The notion that winning teams attract crowds is thus supported in this study. However,
the study has also shown that, in the case of the Super 12, poor performance on the field (i.e.
tries and points scored against teams) will in fact lead to fans not attending games. This result
supports Ray’s (2010) comment that spectators want to see the best players playing their best

rugby.

Sport marketers need a rational, coherent system that can match sport consumers to sport
products (Mullin et al., 2000:8). The results showed that for both the Currie Cup and Super
Rugby tournaments team performance is essential. The results also revealed that spectator
attendance decreased when Super Rugby teams performed not as good as could be expected
on the field, but more so for Currie Cup games. One can conclude that the spectators’
expectations of their teams were not as high in international competitions as in local
competitions. Thus, to attract spectators to Super Rugby home games, teams should perform
well on the field. They should score tries, get a good log standing and not give up points.
However, in local competitions, like the Currie Cup, teams should win.

Understanding the factors that influence sport spectators’ preferences and behaviour is
fundamental to understanding sport consumption decisions. The current study assessed team
performance only in South Africa, and only amongst rugby fans. Future research could be
extended to other sport attendance factors such as economical, psychological and stadium
factors, as well as other sport such as cricket and soccer.

The social identity theory has been proposed as a theory to explain the behaviour of fans. The

findings in respect of fan behaviour for both the Super Rugby and Currie Cup competitions
support the social identity theory. If a team performs well the fans attend games but when a

87



SAJR SPER, 34(1), 2012 Gerber & Terblanche

team fails, less fans attend games. The latter is also in line with the social identity theory
which states that fans tend to dissociate themselves from a team when the team does not
perform. The latter behaviour takes place through a process labelled “cutting off reflected
failure”.
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