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Soccer has become a popular sport, particularly among American youth and college students. Today, over 1,000 colleges or universities have a varsity soccer program and there are more female teams than males. Although the increasing trend of women’s soccer teams on college campuses is promising and pleasing, they usually receive less recognition, have smaller audiences, and fewer perks than men’s team. Most of these teams are struggling financially due to lack of game attendance, sponsorships, sales of media products, and sales of licensed merchandise. Ticket sales are a major income producer for intercollegiate sport teams. Teams also have secondary revenue producers as well, such as parking, concessions, programs, and media productions. These secondary resources are often the extension of ticket sales. However, there is an overall lack of research on market demand issues associated with intercollegiate women’s soccer games. To attract spectators, it is necessary for teams to identify those variables that may affect the spectator decision to attend games. The purposes of this study were three folds: (a) to identify dimensions of market demand related intercollegiate women’s soccer games and develop a conceptual framework via a comprehensive review of literature, (b) to develop a scale to measure these dimensions, and (c) to examine the relationships of the market demand factors to game consumption level. 
Over the past decade, there has been a decline in consumer interest in spectator sports when compared to other forms of entertainment. At the same time, there has been a rapid increase in competition in the sport market place (Patterson, 2004). Consumer retention has been the largest challenge facing the sports industry (Sawyer & Smith, 1999). To overcome competition in the sports industry, it is important for the marketer to understand the concept of market demand. Market demand is related to consumer expectations towards the attributes of the core product (Zhang, Lam, & Connaughton, 2003). Fundamentally, market demand is a cluster of pull factors associated with a sport product that an organization can offer to its new and returning consumers (Braunstein, Zhang, Trail, & Gibson, 2005; Hansen & Gauthier, 1989; Schofield, 1983; Zhang, Pease, Hui, & Michaud, 1995). Researchers in previous studies have stated that in-depth analysis of market demand for sports organizations would provide understanding of consumer expectations and formulate an effective marketing mix (e.g., Greenstein & Marcum, 1981; Hansen & Gauthier, 1989; Schofield, 1983; Zhang et al, 1995; Zhang, Lam, Bennett, & Connaughton, 2003; Zhang, Lam, & Connaughton, 2003). Marketers or managers of a sport organization would attain the ability to analyze the internal and external environment by investigating market demand and making strategic decisions that will enhance the success of their business (Mullin, Hardy, & Sutton, 2007). This will eventually satisfy consumer needs and increase market demands in the sport industry (Zhang et al., 1995).

Previous market demand studies have primarily focused on professional sports (e.g., Greenstein & Marcum, 1981; Hansen & Gauthier, 1989; Schofield, 1983; Zhang et al, 1995; Zhang, Lam, Bennett et al., 2003). They found that three factors were integral to the decision making of consumers: Game Attractiveness, Economic Consideration, and Schedule Convenience. Game Attractiveness has been studied most thoroughly when compared to Economic Consideration and Schedule Convenience (e.g., Hansen & Gauthier, 1989; Schofield, 1983; Zhang et al., 1995; Zhang, Lam, Bennett et al., 2003; Zhang, Lam, & Connaughton, 2003). Game Attractiveness was explained by individual skills, presence of star players, team records, league standing, record-breaking performances, closeness of competition, team history in a community, schedule, convenience, and stadium quality. Economic Consideration included ticket price, marketing promotion, substitute forms of entertainment, television effect, income, and competition of other sporting events. Schedule Convenience was explained by game time, day of week, and weather has been studied to a lesser extent (e.g., Hansen & Gauthier, 1989; Schofield, 1983; Zhang et al., 1995; Zhang, Lam, Bennett et al., 2003; Zhang, Lam, & Connaughton, 2003). In their study, Zhang, Lam, and Connaughton (2003) found that general market demand factors (e.g., Game Attractiveness, Economic Consideration, and Game Promotion) of professional sports explained 15 to 22% game consumption variance. A common feature of the previously identified market demand variables can be applied to diverse professional sports (Zhang, Lam, Bennett et al., 2003; Zhang, Lam, & Connaughton, 2003). Although findings of previous market demand studies are helpful to understand consumer expectations for intercollegiate sports, some market demand variables might not be specifically relevant to marketing issues that are unique to the intercollegiate women’s soccer games. Thus, conducting the current study is necessary.
Through a comprehensive review of literature and conducting interviews with coaches, athletes, and spectators, a conceptual framework of market demand was developed for studying consumer behavior issues of intercollegiate women’s soccer games. A questionnaire was developed that included the following sections: decision information, institution affiliations, game consumption, and sociodemographics. Unique social, historical, and market environment characteristics of intercollegiate women’s soccer games were particularly considered for the questionnaire development. Following the initial formulation of the questionnaire, it was submitted to a panel of five experts, including university professors in sport management, athletic administrators, marketing specialists, coaches, athletes, and spectators for a content validity test. Each panel member was asked to examine the appropriateness of the format and the relevance of the content, the adequacy and representation of the items, and the clarity of the statements. The formulated questionnaire was distributed to all the spectators in the bleachers during halftime of each of the six games and be collected before the start of the second half of a game. Data analytical procedures primarily included: descriptive statistics, exploratory factor analyses, regression analyses, and multivariate analyses of variance. The following six factors emerged in the factor analyses: Soccer Epitome, Social Opportunity, Game Promotion, Home Team, Opposing Team, and Event Convenience. Regression analyses further revealed that these factors were predictive of game attendance level. To some extent, these market demand factors for women’s Division II soccer games were consistent with those identified in previous studies on market demand issues of sport events; nonetheless, the Soccer Epitome and Social Opportunity factors, along with their items such as supporting women’s soccer, were found to be more influential on the attendance of women’s Division II soccer games. Discussions are focused on the marketing implications of the research findings.
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