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Abstract 
 
Expansion of the Sport Consumer Behavior Model: An Investigation of Minor League Hockey Game Attendance 
with Motivators and Constraints  
 
In the professional and collegiate sport ranks, viewing options for fans are abundant. During the winter months this 
is especially true with the popular professional and college basketball, as well as wrestling and ice hockey. 
Additionally, during the beginning and end of the winter seasons, there is overlap with the conclusion of fall sport 
seasons (e.g., football, soccer), and the beginning of spring seasons (e.g., baseball/softball, tennis, lacrosse). So, 
those managing winter sports face a crowded marketplace for the attention of spectators when considering the 
competition overlaps with these other seasons. To retain and increase spectator consumption, and acquire new fans, 
practitioners have found it beneficial to understand motivators to game attendance (McDonald, 2010; Mullin, Hardy, 
& Sutton, 2007). Hence, attendance motivations have received much attention in the literature (Sloan, 1989; Trail & 
James, 2001; Wann, 1995). Strategic marketing efforts by sport managers can then be crafted through promotional 
tactics, and game atmosphere elements, to appeal to these motivators. Yet, as past investigations have indicated fan 
attendance differs between types of sport and levels of sport (Bernthal & Graham, 2003; Hill & Green, 2000; James 
& Ross, 2004), minor league hockey promotional campaigns may require a unique approach to influence fans to 
attend games in this saturated sport season. Further, these minor leagues rely heavily on gate receipts to maintain 
operations, as most lack lucrative television deals (Carchidi, 2017). As such, this investigation attempts to provide an 
understanding of attendance behavior in minor league men’s ice hockey, to provide a clearer picture of these fan 
groups.  
 
Moreover, while motivators and their positive impact on attendance decisions are informative to sport marketers, 
this may provide an incomplete picture on attendance without also accounting for the negative factors of a decision. 
So, for a more thorough understanding of making decisions, particularly in a crowded marketplace with many sport 
substitutions, having the negative part of a choice may be needed as consumers evaluate both sides (Howard & 
Sheth, 1969; Kim & Trail, 2010). Therefore, sport managers should also seek information on attendance constraints, 
which can prevent or demotivate behavior, and negatively impact attendance. This knowledge could then help 
improve fan acquisition and retention, through more informed game promotions and stadium elements (Kim & 
Trail, 2010; Mayer, Morse, Eddy, & Love, 2017). However, little research has focused on constraints (Havard & 
Dwyer, 2012; Trail, Robinson, & Kim, 2008), and there is even less that simultaneously investigates both motivators 
and constraints (Kim & Trail, 2010; Trail & Kim, 2011). Further, while hockey has received some attention in the 
literature, most have focused on secondary factors such as population, stadium age, winning percentage, and 
promotions (Leadley & Zygmont, 2006; Paul & Chatt, 2011; Paul, Weinbach, & Robbins, 2013), or just attendance 
motivators (Andrew, Koo, Hardin, & Greenwell, 2009; Hong, 2009). There appears to be only two articles that 
include attendance constraints, one being at the National Hockey League (NHL) level (Casper, Kanters, & James, 
2009). The other analyzed substitute entertainment options to minor league hockey, but minimal variance was 
explained with 3.1% as the largest figure (Zhang, Smith, Pease, & Jambor, 1997). As such, this research also aimed 
to understand minor league hockey attendance behavior while considering both motivators and constraints.  
 
The sport consumer behavior model (SCBM) of Kim and Trail (2010) guided this investigation. To explain 
attendance, the SCBM incorporated elements from the Motivation Scale for Sport Consumption (MSSC; Trail, Fink, 
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& Anderson, 2003) and Leisure Constraints Theory (Jackson, Crawford, & Godbey, 1993; Trail et al., 2008). In the 
model, motivators impact attendance positively, and constraints impact attendance negatively. However, the SCBM 
framework may need refined to account for a broader attendance spectrum (Mayer, 2018). For example, there are 
instances where a theorized attendance constraint, like Cost, may actually be an attendance motivator because of the 
low ticket/concession prices. The reverse may also hold, where a theorized motivator could demotivate people to 
attend, particularly in a minor league context. For example, Player Attachment would be viewed as a motivator for 
one to attend an NHL game where players are readily known. However, in minor leagues this area could potentially 
prevent people from attending, where few players are known. The expansion of the SCBM through being viewed as 
more of a Sport Attendance Behavior Spectrum, where some motivators can be constraints, and constraints can be 
motivators, is also being investigated. Overall, the purpose of this study was to better understand minor league 
hockey attendance, particularly, in which areas influenced spectators positively or negatively in their attendance 
behavior, while advancing theoretical understandings of attendance frameworks.  
 
Currently, this study is a work in progress, with one more game for data collection. The subject is indicative of a 
“typical” Southern Professional Hockey League (SPHL) team, with middle of the league attendance. The survey 
contained 75 items for 25 variables (i.e., Achievement, Player Attachment, Sport Attachment, Escape, Community 
Attachment, Social, Team Attachment, Level of Sport Attachment, Aesthetics, Drama, Role Model, 
Media/Publicity, Promotions, Player Behavior, Game Knowledge, Interest from Others, Someone to Attend With 
You, Lack Success, Arena, Parking, Cost, Sport Alternative, Commitments, Entertainment Alternative, Leisure 
Alternatives) around a consistent negative to positive seven-point Likert-type scale, in addition to 
attendance/spending behavior, and demographics (Kim & Trail, 2010). Thus far, 410 surveys have been 
administered, with 341 deemed usable (83.17% usability rate). Preliminary analysis indicates attendees ranged in age 
from 18 to 82 (M = 43.33), attended 12.19 games, spent $318.60, leaned male (55.1%), and Caucasian (95.9%). 
Further, the sample contains both single game and season ticket holders at nearly 65% and 24%, respectively. The 
paper has a May 15, 2018 completion deadline. Analysis will continue with AMOS 24 to analyze factor structure 
utilizing maximum likelihood estimation (Hu & Bentler, 1999), and SPSS 24 to conduct a regression to predict 
positive and negative attendance, and MANOVA to examine positive and negative attendance differences as based 
upon spectator segmentation (Huck, 2008; Tabachnick & Fidell, 2013). If accepted, details of the analysis, results, 
and implications will be included in the Revision Submission/Attendance Confirmation.  
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