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Abstract

Purpose – The purpose of this paper is to validate a shortened measure of consumers’ satisfaction
with the service quality at sporting events. The scale’s ability to predict both customer satisfaction and
future behavioral intentions is also measured.
Design/methodology/approach – The measure, entitled Eventserv-Short, was tested across the five
most popular American sports and across two levels (collegiate and professional). An online survey was
utilized with a total of 854 respondents.
Findings – Results showed that Eventserv-Short is a reliable and valid measure of satisfaction with
service quality that is invariant across various sporting events; also, Eventserv-Short predicts overall
customer satisfaction and future behavioral intentions.
Originality/value – The paper’s importance is demonstrated by the measure’s consistent performance
across the different types of sports and settings. Further, these results show that researchers and
managers can now more quickly, reliably, and accurately measure consumers’ satisfaction with the
service quality they perceive while attending sporting events.

Keywords Sporting events, Customer satisfaction, Consumer behaviour, Sports fans

Paper type Research paper

Introduction
Every year, spectators from around the globe flock to stadiums, arenas, and other types
of sporting venues in order to consume a wide range of sports products. Indeed,
fan participation in, and consumption of, sporting events drives both the popularity
and profitability of sports (Smith and Stewart, 2007). Both professional and collegiate
sports teams have also become more focussed on the overall experience that fans
have while attending sporting events. A salient example of this focus on fan experience
comes from Major League Baseball (MLB), in which both the Chicago Cubs and
the Texas Rangers have created a new position entitled Director of Fan Experiences.
The Cubs have invested heavily in this endeavor; the director has a staff of 25 at her
disposal to ensure that each person in attendance at Wrigley Field has a positive
experience and attends future games. College football has also begun to evaluate the
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fan experience, with several universities, such as Auburn University, creating a
dedicated text address where fans can send anonymous messages to a “command
center.” This system allows fans to immediately inform the stadium managers about
a range of problems (e.g. congestion, bad service, overflowing toilets, and even badly
behaving fans) that interfere with a fan’s satisfaction and the quality of service
at the venue.

Researchers have also followed suit, with several studies focussing on the
activities associated with attending a live sporting event in order to measure how
fans’ experience affects their overall satisfaction and future behavioral intentions
(Ko et al., 2011; Kouthouris and Alexandris, 2005; Martin et al., 2010; McDonald
et al., 1995). This research has demonstrated several important findings, including
first, that the outcome of the game is not the sole determinant of fan satisfaction
(Brady et al., 2006; Pons et al., 2006), second, that a fan’s experience is complex and
multi-dimensioned (Bristow and Sebastian, 2001; Martin et al., 2010; Theodorakis
et al., 2001), and finally, that the overall fan satisfaction with a sporting event
depends on the degree to which it satisfies consumers with quality service
(Ko et al., 2009).

Statement of the problem
As noted by Theodorakis and Alexandris (2008, p. 163) “[y] the lack of a widely
accepted, valid and reliable leisure service quality model is a major limitation
of the leisure quality literature so far.” The purpose of this study is to address
this issue by presenting a shortened version of the Eventserv measure (see Martin
and O’Neill, 2010) as a potential scale that can be utilized across a variety of
sporting event venues, at both the collegiate and professional level. In addition,
this new measure will also be tested in regards to its ability to explain a fan’s
overall satisfaction with a particular sporting event and their future behavioral
intentions.

The importance of the fan experience
The overall importance of customer satisfaction and future behavioral intentions on
the success of a firm has not been lost on operators, marketers or researchers. Indeed,
customer satisfaction and future behavioral intentions have been a central focus of
many researchers over the years (Anderson and Mittal, 2000; Homburg et al., 2005;
Mano and Oliver, 1993; Oliver, 1994, 1997). For example, customer satisfaction
has been found to play a key role in the services industry (Edvardsson et al., 2000) and
satisfaction with services is of paramount importance in regards to both customer
loyalty and retention. Ko et al. (2011) have also concluded that service quality
is important in both sports and sports management, especially in regards to consumer
loyalty.

The measurement of fan experience
Developing a measure that can be used to assess the overall quality of spectator sports
and the fans’ resulting satisfaction and future behavioral intentions has been of great
interest to researchers for some time now (e.g. Martin et al., 2008, 2010; McDonald et al.,
1995; Kelly and Turley, 2001; Ko et al., 2011; Theodorakis et al, 2001). Academic interest
the measurement of fan satisfaction was spurred by the development and testing of
the TEAMQUAL measure by McDonald et al. (1995). Following the development
of TEAMQUAL (McDonald et al., 1995), numerous researchers have addressed the
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measurement of fan experience through a series of studies that have taken one of two
different approaches:

(1) modifying the SERVQUAL measure for use in a sporting context (McDonald
et al, 1995; Martin et al., 2008; Kouthouris and Alexandris, 2005); and

(2) developing new measures specifically tailored for use at spectator
sports (Theodorakis et al., 2001; Kelly and Turley, 2001; Martin et al., 2010;
Ko et al., 2011).

While these efforts have been productive, each approach has also encountered
limitations. First, the specialized measures developed specifically to be used in
spectator sporting events all suffer from one major limitation: a lack of testing across a
variety of different types of sports, at both the collegiate and professional level. The
most recently published study (Ko et al, 2011) tests their new measure entitled
the Model of Event Quality for Spectator Sport across only one type of sport, MLB. The
Kelley and Turley model (2001) was tested solely using college basketball fans,
the Theodorakis et al. (2001) study examined professional basketball. The study
conducted by Martin et al. (2010) suffered from the same weakness of only being tested
on college football fans. However, the study was notable for the fact that when tested
utilizing confirmatory factor analysis (CFA) the model proposed by the authors was
upheld and the new measure, Eventserv, was able to explain 65.4 percent of the
variance in overall customer satisfaction.

Next, previous research has been limited by the lack of ability of the items to
accurately predict customer satisfaction and future behavioral intentions. For example,
Kouthouris and Alexandris (2005) tested the SERVQUAL scale in the sport tourism
industry and found that only two of the five factors were significant in predicting
both customer satisfaction and future behavioral intentions of the respondents.
More recently, Martin et al. (2008) utilized the SERVQUAL scale on nearly 1,000
college football fans and found that the five factor structure typically supported
by SERVQUAL was not upheld. The study conducted by McDonald et al. (1995) changed
the original five dimensions of the SERVQUAL scale to include items such as ticket
takers, ticket ushers, merchandisers, concessionaires, and customer representatives, thus
ignoring important variables such as signage and parking. The omission of important
variables in McDonald et al.’s (1995) study was a notable limitation because the variables
excluded by the researchers have been found in more recent studies to have a statistically
significant bearing on a fan’s overall satisfaction with the game day experience and their
future behavioral intentions (Ko et al., 2011; Martin et al., 2008).

Lastly, a major limitation of previous fan satisfaction measures was identified by
industry professionals when asked to review the Eventserv measure (2009). The
measure was sent to directors of sales and marketing for several National Basketball
Association (NBA) franchises, as well as to operations managers in both the National
Football League (NFL) and collegiate football stadiums. All of the industry
professionals surveyed provided feedback that the length of the Eventserv measure
was its major weakness. With 32 questions, the individuals surveyed were concerned
about the real-world applicability of such a long measure. Therefore, the researchers
identified that the major limitations of previous measures were the lack of a
measure generalized for use across multiple types of sporting events at both the
professional and collegiate level; the proper inclusion of items that accurately
predict overall satisfaction and future behavioral intentions; and the lack of a measure

388

MSQ
22,4

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 o
f 

M
is

si
ss

ip
pi

 A
t 1

6:
03

 2
2 

A
pr

il 
20

15
 (

PT
)



that is short enough to appeal to a real-world audience. Thus the present study has
three main goals:

(1) to test a modified (shortened) version of the Martin et al. (2010) measure
across five different sporting events at two different levels (professional and
collegiate);

(2) examine the ability of this modified scale, entitled Eventserv-Short, to
predict both the overall satisfaction of respondents and their future behavioral
intentions; and

(3) to compare the predictive effectiveness of the new shortened scale to the original.

The current study
The measure, to be entitled Eventserv-Short, will be validated across five different
types and levels of sports including professional football (NFL); college football
(NCAA, all divisions); professional baseball (MLB); professional basketball (NBA); and
professional hockey (National Hockey League (NHL)).

In order to accomplish the goals of this validation we will examine the item-total
correlations of all 32 items of the original Eventserv measure (for detailed information
see Martin and O’Neill, 2010) to select the items for Eventserv-Short; examine the factor
structure and reliability of Eventserv-Short; test for differences in means, standard
deviations, internal consistency, and for equivalence of factor structure (following the
guidelines by Tabachnick and Fidell, 1989) across the five most attended sporting events;
and evaluate the relationship between markers of positive game day experiences and
satisfaction with game day services. Thus, for Eventserv-Short to be considered a
generalizable short form of Eventserv, the new scale should explain much of the variance
in satisfaction with game day services and have a similar factor structure across the five
major sporting events. In addition, to be considered a valid short form of Eventserv, the
new scale should predict future behavioral intentions of the respondents.

Methods: participants and procedure
Numerous studies have confirmed the validity of web-based studies on volunteer
populations (e.g. Gosling et al., 2004), including the specific validity of the online
measurement of well-being (Howell et al., 2010). Based on the findings of these studies,
and in order to incorporate samples from as many different types of sports as possible,
we recruited participants from popular web sites (i.e. Craigslist, Facebook).
Participants accessed the study through a link embedded in an online
advertisement. Participants were offered the opportunity to enter a raffle to win one
of ten gift certificates, valued at $25 each. A total of 854 participants (63.7 percent
female; Mage¼ 29.99, S¼ 11.76; 56.4 percent European American) completed the
survey. Each participant described the last sporting event they had attended (noting
what type of sport they watched) and described their satisfaction with the game day
services; and rated their intentions to attend and recommend attending, or to avoid and
discourage attending, a future game at this venue. Of the 854 participants, 635 reported
attending a professional football game (the NFL), a college football game (all divisions),
a professional baseball game (MLB), a professional basketball game (the NBA) or a
professional hockey game (the NHL). These were the only sports in which at least
40 participants described the same league or sporting type. All analyses are conducted
on this subset of (635) participants.
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Measures
To form the scale scores for satisfaction with game day services and FBI the constructs
were formed by averaging all items (after reverse coding, if necessary).

Satisfaction with game day services
The respondents’ satisfaction with the game day services was measured with
Eventserv (for detailed information see Martin and O’Neill, 2010). Briefly, the original
Eventserv measure (Martin and O’Neill, 2010) was developed and tested utilizing a
variety of techniques and statistical procedures. Scale development was based on
multiple focus groups over a three-month period. After completing changes as dictated
by said focus groups, the scale was then evaluated by three industry professionals in
stadium operations. Again, changes were made to the measure based on the feedback
received from these industry experts. After the data had been collected, a series of
statistical tests were conducted included reliability testing via Cronbach’s a with a
threshold of 0.5 or above being required (Pedhazur and Schmelkin, 1991). Overall, the
Eventserv measure achieved an a level of 0.928 (Martin and O’Neill, 2010). Individual
factors were also tested and achieved scores ranging from 0.745 through 0.901.
Exploratory testing of the Eventserv measure was conducted via factor analysis
utilizing a varimax rotation with the minimum acceptable loading set at 0.40. Based on
the results of the factor analysis, three scale items were removed from the Eventserv
measure. In total the Eventserv measure was able to explain 65.4 percent of the
variance. CFA was conducted via structured equation modeling utilizing Amos
version 7. Results were favorable with CFI at 0.947 and the NFI at 0.941. The RMSEA
score was 0.086 with a w2 of 167.032, with 19 degrees of freedom and a p value o0.001,
thus indicating that the model was a good fit for the data.

Participants were instructed to “think back to your game-day experience. Please
rate your level of satisfaction with respect to the points below” (1¼ very dissatisfied;
5¼ highly satisfied). Example items were “the variety of beverage choices inside the
stadium,” “the cleanliness of the restrooms inside the stadium,” and “the speed at
which lines for food and beverage outlets moved.”

Future behavioral intentions
Intentions to attend, and recommend others attend, a future game at this venue
(i.e. positive future behavioral intentions) were measured with four items (e.g. “how
likely is it that you would recommend attendance to others based on this game day
experience?,” “my experience at this game has increased the likelihood that I will
return to see another of this team’s games in the future”). Intentions to avoid and
discourage others from attending a future game at this venue (e.g. negative future
behavioral intentions) were measured with two items (e.g. “my experience at this game
has decreased the likelihood that I will return to see another of this team’s games in the
future,” “I have told my friends and family not to bother seeing this team play in
person”). Participants rated the likeliness of each item (1¼ highly unlikely; 5¼ highly
likely) or their agreement with each item (1¼ not true; 5¼ very true).

Results: developing Eventserv-Short
Examination of item-total correlations
In order to select the items that would be used to form Eventserv-Short, we examined
the corrected item-total correlations between each of the 32 items from the original
Eventserv and the rest of the scale. We used the corrected item-total correlation
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because, in this procedure, the item being correlated is not considered part of the scale.
Without this correction the correlation between the item and the scale would be
inflated, as the item would count twice when determining the correlation. From this
analysis, nine of the 32 items had corrected item correlation 40.60; however, two of
those items were fairly redundant with the rest of the scale (“the number of security
staff inside the stadium” and “the friendliness of the vendor staff inside the stadium”)
and were dropped from Eventserv-Short (see Table I for the final seven items).

Examination of factor structure and reliability
We first examined the factor structure of Eventserv-Short by conducting a principle
components analysis (PCA) using only the five most attended sporting events (see
Table I). For the initial PCA, the Scree plot analysis (eigenvalue41 and Catell “hill”
test) demonstrated that these seven items formed a single factor solution (e.g. only the
first eigenvalue was 41.00) with all seven items positively loading onto the same
factor. Factor loadings (the correlation between items and factor score) were all
above 0.55 with four items having loadings higher than 0.70. Eventserv-Short was
able to explain 45 percent of the variance in satisfaction with the game day services
with the single factor attaining an eigenvalue of 3.12 (the second factor attained an
eigenvalue of 0.98). The scale scores formed from these seven items were internally
consistent (Cronbach’s a¼ 0.81). Because more than 60 percent of our participants were

Please rate your level of
satisfaction withy

Total
sample

Professional
football

NFL

College
football all
divisions

Professional
baseball

MLB

Professional
basketball

NBA
Professional
hockey NHL

Items Factor loadings
The quality of beverages
inside the stadium 0.55 0.48 0.56 0.53 0.62 0.68
The number of restrooms
available inside the stadium 0.56 0.57 0.51 0.55 0.64 0.53
The amount of time it takes
to get around once inside the
stadium 0.57 0.55 0.53 0.59 0.63 0.54
The service you received
from food and beverage
vendors 0.73 0.76 0.77 0.71 0.68 0.78
The service you received
from all other stadium
personnel 0.76 0.79 0.81 0.75 0.73 0.73
The overall safety and
security of the stadium 0.74 0.75 0.74 0.76 0.79 0.51
The friendliness of the
security staff at the stadium 0.73 0.67 0.72 0.73 0.82 0.79
Percent of variance
explained by first eigenvalue 44.89 44.13 45.28 44.28 49.58 43.75
Sample size 635 83 122 316 69 45
Mean 3.79 3.70 3.72 3.83 3.82 3.72
SD 0.59 0.64 0.58 0.58 0.60 0.53
Cronbach’s a 0.81 0.83 0.82 0.80 0.82 0.79

Notes: Means, SDs, and a coefficients did not differ between sporting events or gender (po0.05),
based on the appropriate inferential test

Table I.
Testing the Eventserv-

Short for equivalence
across sporting events
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female, we examined the factor structure again separately by gender. For both females
and males the single-factor solution was replicated with all loadings being 40.55;
also, the loading of these females and males were nearly identical as demonstrated
by the strong positive correlation of the loadings (r¼ 0.95) between females and
males.

Next, we conducted five separate PCA (i.e. a PCA for each of the five major sports)
and extracted only a single factor. To test for factor equivalence, we used the criteria
suggested by Tabachnick and Fidell (1989); that is, the same number of factors should
account for about the same amount of variance in the construct and the relationships
between factors should be the same. First, across all five sports, the single-factor
solution accounted for about the same amount of variance (43.75-49.58 percent) in
satisfaction with the game day services. Second, to measure the degree to which factor
loadings are similar, we computed the correlations between the five sets of independent
loadings. The correlational patterns of the loadings were strong and positive when
examining the NFL, College Football, MLB, and the NBA (rs ranged from 0.67 to 0.93).
The NHL had a lower set of correlations with the other four sports (rs ranged from
0.28 to 0.57); however, these correlations were still positive, and the low correlations
were due to different loadings on two items. Specifically, for the attendees of NHL
games, the item “the quality of beverages inside the stadium” loaded more strongly on
Eventserv-Short, and the item “the overall safety and security of the stadium” loaded
more weakly on Eventserv-Short. Thus, the percent of variance explained by the
first factor of Eventserv-Short and the near identical pattern of the factor loading on
Eventserv-Short supports the equivalence of Eventserv-Short across the five major
sporting leagues.

Testing for differences in means, standard deviations, internal consistency, and factor
equivalency across five sporting events
When testing for significant differences in means, standard deviations, and reliability
coefficients across sporting events, we found no significant differences. Mean differences
were compared by computing a one-way ANOVA; differences in standard deviations
were tested with Levene’s test for equal variance. To examine for equivalence of
reliability, we compared the reliability coefficient (Cronbach’s a) and tested for significant
differences using the Fisher-Bonett test (Kim and Feldt, 2008). See Table I for the means,
standard deviations, and reliability coefficients of Eventserv-Short for each of the five
major sporting leagues.

Comparison of Eventserv-Short to Eventserv in game day experiences and satisfaction
To test the generalizability of Eventserv-Short when administered to attendees of
different sporting venues, we compared the relationship between the scale scores for
satisfaction with game day services when using Eventserv and Eventserv-Short with
each of following variables: positive future behavioral intentions, negative future
behavioral intentions, positive emotions experienced at the sporting event, negative
emotions experienced at the sporting event, and team identity (see Table II for
correlational patterns). First, the corrected correlation between Eventserv-Short and
Eventserv (sans the seven items used to measure Eventserv-Short) was strong,
positive, and significant (r[633]¼ 0.84, po0.001) – this indicates that both sets of items
are measuring the same construct. Second, both Eventserv-Short and Eventserv
demonstrated the expected correlational patterns. There were no significant
differences in the strength of correlations, between satisfaction with game day
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services or future behavioral intentions. Thus, using the seven-item Eventserv-Short
measure provides the same information as the 30-item Eventserv measure.

Conclusion of research findings and comparison of measures
Through the comparison of factor structure and reliability, means, standard deviations,
internal consistency, and predictive ability of Eventserv-Short to the original
Eventserv scale, the new Eventserv-Short instrument was found to be an adequate
measure of fan satisfaction with game day services. In addition, the scale was found to
be equally effective when tested across five different sporting events, which
demonstrates the generalizability of the instrument for use in a variety of types of
sporting venues.

Discussion
The purpose of this study was to create a shorter reliable and valid survey that could
be more easily used by other researchers and practitioners in the “real world” across
multiple types of sporting events. The current study presents strong evidence that the
Eventserv-Short measure is indeed a reliable and valid measure of satisfaction with
game day services that allows academics and practitioners to compare customer
responses across different sports franchises, different types of sports, and even
different levels of sport (i.e. both professional and collegiate). Additionally, the current
study has addressed limitations of previous studies by providing support for a new
measure that can accurately assess future behavioral intentions and customer
satisfaction, while also being short enough in length to be widely utilized in real-world
scenarios. The advantages of multiple researchers having the ability to use the same
basic measure to assess fans’ satisfaction with game day services should not be
underestimated. Potential positive benefits include being able to accurately measure
similarities and differences between different groups of fans across several different
criteria (e.g. gender, nationality, type of sport, etc.) and being able to compare the
results of multiple studies longitudinally in order to measure changes in consumers’
preferences over time.

Another advantage of a shorter measure is that it reduces the potential for survey
fatigue experienced by the respondents and increases the likelihood that participants
will complete the measure, which can lead to increased reliability, validity, and more
representative distributions of results. In turn, the higher quality data will allow
managers to make more sound decisions regarding sporting services and operations.
Furthermore, shorter measures are typically less expensive to administer because
respondents are not required to spend as much time answering questions and they can
be more easily incorporated in modern technology such as texting or applications for
different mobile devices. Shorter measures also offer greater efficiency to researchers in

Construct Mean (SD) a 1 2 3 4

1. Eventserv 3.58 (0.53) 0.94 –
2. Eventserv-Short 3.79 (0.59) 0.81 0.84** –
3. Positive future behavioral intention 3.70 (0.99) 0.79 0.27** 0.29** –
4. Negative future behavioral intention 1.35 (0.73) 0.68 �0.22** �0.23** �0.34** –

Notes: The correlation between Eventserv and Eventserv-Short has been corrected by eliminated the
overlapping items from Eventserv. N¼ 635

Table II.
Comparing the

correlations between
Eventserv and

Eventserv-Short
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regards to administration, analyzing, and reporting, thus directly addressing
researchers’ critiques of the lack of a universal scale to measure consumer satisfaction
with sporting event services. Lastly, the shorted measure answers the critiques of
industry professionals in response to the longer Eventserv measure.

Managerial implications
Research has demonstrated that sporting venues must measure and understand
attendees’ overall game day satisfaction with services and experience because
individual attendance at sporting events is not merely predicted by the win-loss record
of the sports team (Brady et al., 2006). Upon reviewing the original Eventserv measure,
industry professionals indicated that the measure was simply too long to be utilized in
a real-world setting. Eventserv-Short has answered that need by providing a much
shorter (seven questions vs 32) scale that has been tested across a variety of both
professional and collegiate sporting events. Thus, the current project may prove useful
to both the owners and operators of sporting event venues for several reasons.

First, Eventserv-Short is able to accurately and quickly measure an attendee’s
satisfaction with the game day services at a sporting event venue. Therefore,
Eventserv-Short can provide sporting event managers with timely and easy-to-collect
feedback which will allow them to tailor their services to provide the most satisfying
experience possible for their fans. This increased satisfaction can possibly lead to more
positive future behavioral intentions, such as increased attendance at a sporting event
venue, which has been shown to predict ticket purchases, merchandise sales, positive
word of mouth, and increased donations to collegiate athletic programs (Martin et al.,
2008, 2010; Martin and O’Neill, 2010).

Next, Eventserv-Short may give managers and operators of the sporting event
venues a quick and effective means of generating a “blueprint” to success when it
comes to satisfying their customers. The seven factors that make up the Eventserv-
Short measure represent the seven most important aspects of the customer service
experience by the respondents in this study, across five major sporting event types.
Allowing managers and employees alike to focus on a relatively succinct number of
variables this study, assessed in as brief of a form as possible, may aid in the
development and training of employees, service standards, and quality systems inside
of sporting event venues.

Finally, in this study, the researchers were able to demonstrate that increased
satisfaction with game day services decreases an attendee’s likelihood of avoiding, or
actively discouraging others to avoid, a future game at a specific venue. This
measurement and prediction of a fans’ negative FBI has rarely, if ever been examined.
The implications for managers is that providing a satisfying game day experience
through attentive game day services can decrease fans’ intent to avoid future games at
the stadium, regardless of whether the team wins or loses.

Future research
An important area to explore with the Eventserv-Short measure is that of other major
sports played around the world. Soccer (football) is perhaps the most popular sport
around the globe, but was not addressed in the current study due to the low number of
respondents who had recently attended a soccer match. Simply stated, soccer did not have
a following in this study that was substantial enough for measurement. However, the
world-wide attraction of soccer necessitates an understanding of what motivates soccer
fans’ satisfaction with game day services and their FBI. Additionally, administering this
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scale to a more international audience regarding sports with more international appeal,
such as cricket could add further external validity to the Eventserv-Short.

Other areas of research that may prove to be productive would be a more detailed
examination of sports fans overall satisfaction and future behavioral intentions,
specifically including factors other than a cognitive evaluation of the game day
experience. The emotions generated during the game day experience in combination
with the level of fan identification may also have a role to play in both the overall
satisfaction of the consumer while attending a sporting event and their intention
to return.

Finally, it may also be of interest to examine the differences in satisfaction with
game day services across different cultures. The importance that soccer fans in Turkey
place on the quality of food and beverage inside the stadium may be much different
when compared to fans in Argentina. Such differences will be important not only for
individual teams, franchises, and broader governing bodies, but should also be
considered when conducting and promoting international sporting events like the
World Cup (which draws fans from around the globe). Indeed, studies such as this
would allow researchers to begin the process of building a body of evidence that
is comparable across a multitude of factors including the type of sport (football vs
basketball), the level (professional vs collegiate), cultural differences (fans in the USA
vs fans in the UK) and so on.

Limitations
Although the current study assessed the generalizability of Eventserv-Short among
five different sports, there are still many sports remaining that were not addressed.
This limits the application of the results to other types of sports such has NASCAR
and Boxing, and to sports in other countries. As noted in the future research section,
spectators from different countries and cultures may place greater emphasis on
different factors of the overall experience, thus changing both the managerial and
marketing emphasis of each sporting event. Another issue with the respondent
population is a lack of information about the person with whom they attended the
sporting event. The researchers surmise that a group of four male college friends
attending a professional baseball game will have different needs and wants than
those same four customers when attending a game with their wives and children. This
issue was not addressed in the current study, but such information would allow for
a more customized consumer experience and well as better market segmentation
and more effective marketing efforts. Another limitation of the current study is that
while much shorter than the original Eventserv scale, it should be noted that the
Eventserv-Short measure does not explain as much of the variance as its predecessor
in regards to customer satisfaction. While a shorter scale has several advantages, the
trade-off is a certain amount of predictive value, which some may find unattractive.

Conclusion
It is the researchers’ belief that the current study is a potential first step in providing a
universal scale that measures satisfaction with game day services across a vast array
of sporting events. The value of such a scale for both researchers and operators is high
and is intended to add to the current and future body of knowledge in regards to
customer satisfaction and sporting event venues. There is much more work to be
done in this regard, and having a tool that can be easily adapted to reliably work in a
variety of settings offers distinct advantages. It is the researchers’ belief that the new
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Eventserv-Short measure is just that: a short, reliable, and valid way to measure the
consumer’s experience when attending a sporting event in person.
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