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Among sport spectatorship in the United States, football is the most popular (Norman, 2018), but 
attendance is declining (Bonesteel, 2018). Accordingly, the concept of customer retention is an essential information 
area in this sport marketplace, principally with respect to game attendance and the organizations that rely on the 
behavior of these consumers (McDonald, 2010; Mullin, Hardy, & Sutton, 2014). However, much of this attention is 
typically directed toward the higher levels of professional and collegiate football, with little to the lower Division I 
level in the Football Championship Subdivision (FCS) where their attendance and finances are not as lucrative 
(Fulks, 2017; NCAA, 2017). While the FCS level has smaller game attendance, there is growth potential as some 
commonly attract 20,000 attendees (National, 2017), and can generate revenue for the athletic department (Fulks, 
2017). Nonetheless, the disparity of these figures compared to other levels indicates the FCS has less room for 
future budgeting errors. This is particularly concerning given two developments: budget games and student 
attendance.  

 
First, fewer “Budget Games” are scheduled where FCS schools play a Football Bowl Subdivision (FBS) team 

in exchange for large financial considerations and likely loss (i.e., one/two per season = 10% of yearly budget; Faure 
& Cranor, 2010). Recently, the Big-12 required teams to schedule an out-of-conference Power 5 game (joining the 
Big-Ten, ACC, and SEC with this requirement) and no more than one annual FCS opponent moving forward 
(Trotter, 2015), a serious concern for FCS schools. Second, higher levels of college football have reported a 7% 
student attendance decrease (Cohen, 2014). If this trend continues, diminishing student attendance compounds 
financial issues for FCS athletic departments as today’s students are viewed as tomorrow’s season ticket purchasers 
and athletic boosters (Cohen, 2014; Cowlishaw, 2018). Given that college student attendance behavior has changed 
over the decade and football is not always viewed as an important element of college life (Bonesteel, 2018), 
practitioners must update their understanding of this fan segment. This can ensure students do not become 
uninterested alumni through their increased consumption (New, 2014). Therefore, this investigation sought to focus 
on attendance motivators and constraints at a level of football that needs highlighted, and commonly has less 
available resources (NCAA, 2017; Ridpath, 2017), for the continued existence of FCS athletics. 

 
Once the factors that motivate a person to attend a football game are understood, marketers can appeal to 

these areas in their promotional tactics for strategic target-marketing efforts that increase the likelihood of 
attendance. Hence, the area of sport attendance motivations has been well researched (Sloan, 1989; Trail, Anderson, 
& Fink, 2000; Wann, 1995). However, the FCS has received very little attention, but the few studies that included it 
highlighted its differences to other levels (Robinson & Trail, 2005; Robinson, Trail, Dick, & Gillentine, 2005; 
Shapiro, Ridinger, & Trail, 2013), which lead to:   
 
RQ1 – What motivates FCS game attendance as based upon past-attendance behavior?  
 

However, positive motivations only provide half the picture to understanding sport attendance (Kim & 
Trail, 2010), as research indicated consumers evaluate both positive and negative aspects of a decision (Howard & 
Sheth, 1969) which are not always the same area (Tomlinson, Buttle, & Moore, 1995). Further, negative elements 
can be weighed more heavily (Kanouse, 1984). Therefore, another area that negatively impacts sport consumption is 
constraints that can prevent attendance, an often-unnoticed aspect of sport behavior (Simmons, Popp, McEvoy, & 
Howell, 2017)  

 
According to Leisure Constraints Theory (Crawford & Godbey, 1987; Godbey, Crawford, & Shen, 2010), 

those that previously attended have successfully navigated all constraints. However, even when interested in 
attending a game an assortment of factors can limit attendance particularly with today’s students (e.g., friends, 
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TV/streaming, etc.), and can be compounded by student Class Year development (Medalie, 2011; Terenzin & 
Wright, 1987). Then, they may not always be able to negotiate all constraints, and have to modify desired attendance 
levels (Trail, Robinson, & Kim, 2008), which lead to:  
 
RQ2 – Do attendance constraint differences exist between Upperclassmen and Underclassmen (i.e., 
Freshmen/Sophomores)?  
 
RQ3 – Do attendance constraint differences exist between past-attendees and non-attendees?  
 

Knowledge of these attendance constraints, in juxtaposition with motivations, can aid organizations. Sport-
event offerings can be adjusted to retain customers, increase consumption, and improve service to existing attendees 
while potentially acquiring consumers that have not yet attended (Kim and Trail, 2010). Subsequently, there is a need 
to better understand motivators and constraints to attendance behavior at the non-premier football level.  

 
Currently, this study is a work in progress. Surveys were collected to highlight 14 motivator variables, or 11 

constraint variables, with attendance behavior/demographics. Data collection occurred after the completion of the 
season (i.e., 5 games) to aid in recall and measure behavior across a longer timeframe. Data analysis will continue 
through Confirmatory Factor Analysis through AMOS Structural Equation Modeling to test factor loadings of items 
to variables. Next, a Multiple Linear Regression will be utilized to address RQ1, and predict pertinent factors of the 
14 motivator variables for explaining attendance as based upon only  past-attendees (n = 240) that on average 
attended 2.27 games (Tabachnick & Fidell, 2013).  

 
A 2x2 Multivariate Analysis of Covariance (MANCOVA) will be conducted for RQ2/3 to determine if any 

significant differences existed on the 11 constraints by Class Year and Attendance Behavior (i.e., never-
attendees/past-attendees when they could not attend), with Alphas levels at .05, and power at .80 (Tabachnick & 
Fidell, 2013). Covariates of passion/fanhood (Simmons, Popp, McEvoy, & Howell, 2018) and gender (Trail et al., 
2008) will be utilized as research indicated this impacted attendance constraints. Further, effect sizes will be 
considered for meaningfulness of results (Cohen, 1988). Preliminary results of attendance constraints (n = 464) 
indicated Upperclassmen did not attend 2.78 games (n = 152, SD = 1.33), and Underclassmen did not attend 2.65 
games (n = 88, SD = 1.56), while about 53% of Upperclassmen (n = 170) and 38% of Underclassmen (n = 54) were 
non-attendees (i.e., all 5 games). A similar pattern developed in Attendance Behavior. If accepted, details of the 
analysis and results/implications will be included in Revision Submission/Attendance Confirmation.  
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