Assessing the Satisfaction of a Fan Loyalty Program:

A Case Study of the 12th Man Team Rewards Program
Abstract

Targeted promotions are becoming more popular with marketing firms as a strategic marketing tool implemented to target desired customers (Fruchter & Zhang, 2004). These promotions can be integral in the retention and acquisition of customers. The purpose of this case study was to describe fan satisfaction with an existing rewards program, designed to drive attendance at university athletic events. Fans obtain points for attending events throughout the academic year and are rewarded with incentives (i.e., t-shirts, sport bags, athletic shorts, jerseys, etc.) after obtaining a specific amount of points. A web-based instrument was constructed to measure attendance patterns, satisfaction with the rewards offered, behavioral intentions, website traffic, and overall satisfaction with the program. Results of the study indicated that participants were satisfied with the service and experience with the program. Additional background information on the rewards program will be discussed. Marketing and managerial implications as well as future research on incentive-based promotional programs will be discussed.

Introduction

Targeted promotions are becoming more popular with marketing firms as a strategic marketing tool implemented to target desired customers (Fruchter & Zhang, 2004). Accordingly, season-long promotions are becoming increasingly popular on university campuses across the nation as an avenue for targeting desired customers. Such promotions can be integral in the retention and acquisition of fans (i.e., customers). In times of severe competition, a loyalty program, commonly referred to as a reward program, is usually introduced to build customer loyalty (Yi & Jeon, 2003). The goal of a loyalty (i.e., rewards) program is to establish a higher level of customer retention in profitable segments by providing more satisfaction and value to certain customers (Bolton, Kannan, & Bramlett, 2000). Thus, the purpose of this case study was to assess current student satisfaction with an existing rewards programs currently employed by an intercollegiate athletics program.

The 12th Man Team Rewards Program (12th Man Team) was created six years ago as an incentive-based promotional program to increase attendance at Texas A&M University athletic events, specifically those considered non-revenue sports. Consumers attain points for attending events throughout the athletic season and are rewarded with incentives (e.g., t-shirts, sport bags, athletic shorts, jerseys, etc.) after obtaining a specific amount of points. Managers of the program desire that fans perceive the 12th Man Team as creating a ‘Home Field Advantage’ that inspires athletes and creates a more positive game-day experience. From the athletic department’s perspective, the 12th Man Team creates a recruiting advantage for future Aggies and serves as the public communications piece for the department.
Review of Literature

Customer satisfaction is a function of the discrepancy between a consumer’s prior expectations and his or her perception regarding a purchase (Churchill & Surprenant, 1982; Oliver, 1977; Tse & Wilton, 1988; Yi, 1990). Van Leeuwen, Quick, and Daniel (2002) suggest customer satisfaction is a judgment that a product or service features or the product or service itself that provides a pleasurable level of consumption-related fulfillment. When an experience is better than customer expectations, there is thought to be positive disconfirmation of the expectation and a favorable customer evaluation is predicted (Churchill & Surprenant, 1982; Oliver, 1977; Tse & Wilton, 1988; Yi, 1990). As with all industries, customer service has become a necessity for organizations with the sport setting. (Van Leeuwen et al., 2002).

Van Leeuwen et al. (2002) conducted a study in an effort to identify the determinants of spectator satisfaction and explain how these determinants act to influence customer satisfaction. The proposed Sport Spectator Satisfaction Model (SSSM) was created with the intention of providing practitioners with a means of conceptualizing the sport customer satisfaction process, and providing researchers a starting point for pursuing customer satisfaction research. Knowledge of the extent to which each of the SSSM determinants plays a role in customer satisfaction provides sport managers an enhanced indication of where to direct marketing efforts (Van Leeuwen et al., 2002). The SSSM accounts for the influences of club identification, win/lose phenomenon, and acknowledges that spectator satisfaction is derived from both the core and peripheral dimensions for the spectator product (Van Leeuwen et al., 2002).

Keh and Lee (2006) evaluated the interaction involving reward type, reward timing, and customer satisfaction, examining whether the effectiveness of these reward structures were moderated by customer satisfaction (Keh & Lee, 2006). Keh and Lee (2006) constructed a design which compared timing of reward redemption (immediate vs. delayed), type of rewards (direct vs. indirect), and service experience (satisfied vs. dissatisfied). Their findings support the central tenet that the effectiveness of reward programs is highly fluid and dependent on the interplay among service experience, reward type, and reward timing. Results also revealed that customer satisfaction plays an important moderating role on reward type and reward timing (Keh & Lee, 2006).

Based upon the aforementioned literature, the following research question was proposed:
· Are members of the 12th Man Team satisfied with the 12th Man Team Rewards Program?

Method
Research respondents (n=256) for this study were active members of the 12th Man Team (18 years and older). Members were invited to take the survey through an e-mail sent to the 12th Man Team listserv. The 12th Man Team is comprised of approximately six thousand members ranging from infants and toddlers to university students and alumni. A Qualtrics survey, (web-based instrument) consisting of basic effectiveness variables (e.g., loyalty, perceived value, customer satisfaction, attendance), was developed to capture respondents’ attitudes toward the 12th Man Team. An examination of the results was conducted utilizing descriptive statistics and univariate analysis.

Results and Implications

The results of this study show how rewards programs can and should be used to strengthen the value and public opinion of a sports organization, even in the absence of repeat attendance. The results of this study illustrated that members of the 12th Man Team experienced an extremely high overall satisfaction with the 12th Man Team Rewards Program. Specifically, more than 85 percent of the study’s respondents were satisfied with the selection of rewards offered by the 12th Man Team. Ninety-two percent of respondents agreed that the overall service offered by the 12th Man Team staff was satisfying. Based upon the satisfaction variables used in this study, it is clear that team rewards programs can be of great community value to a sports organization. Results also indicated that members of the 12th Man Team have been extremely satisfied with member services, with more than 96 percent of the respondents reporting that they were well-informed about upcoming events by the staff members. Overall, 98 percent of the survey participants stated that their experience with the 12th Man Team staff was a positive one.
Based on the communication stance of many athletic departments today, team rewards programs have not been successful thus far, and the mission and goals of those programs should be re-evaluated to see if such programs should be continued. The results of this study illustrate that perceptions of a sports organization can be positively affected through the implementation of a team rewards program. While it has been shown that team rewards programs have little effect on game attendance, future research involving a longitudinal study should be conducted as a follow-up evaluation of how positive perceptions of a rewards program might lead to future attendance during the subsequent athletic seasons.
References

Bolton, R. N., Kannan, P. K., & Bramlett, M. D. (2000). Journal of the Academy of Marketing Science, 28, 95 – 108.
Churchill, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer satisfaction. Journal of Marketing Research, 19, 491 – 504.
Fruchter, G. E., & Zhang, Z. J. (2004). Dynamic targeted promotions. Journal of Service Research, 7, 3 – 19.

Keh, H. T., & Lee, Y. H. (2006). Do reward programs build loyalty for services?: The moderating effect of satisfaction on type and timing of rewards. Journal of Retailing, 82, 127 – 136.

Oliver, R. L. (1977). Effect of expectation and disconfirmation on post-exposure product evaluations: An alternative interpretation. Journal of Applied Psychology, 62, 480 – 486.

Tse, D. K., & Wilton, P. C. (1988). Models of consumer satisfaction formation: An extension. Journal of Marketing Research, 25, 204 – 212.

Van Leeuwen, L., Quick, S., & Daniel, K. (2002). The sport spectator satisfaction model: A conceptual framework for understanding the satisfaction of spectators. Sport Management Review, 5, 99 – 128.

Yi, Y. (1990). The effects of contextual priming in print advertisements. Journal of Consumer Research, 17, 215 – 222.

Yi, Y., & Jeon, H. (2003). Effects of loyalty programs on value perception, program loyalty, and brand loyalty. Journal of the Academy of Marketing Science, 31, 229 – 240.
Word Count: 1,434
1

