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Introduction 
The importance of season ticket holders (STH) on the success of sport organizations has been reiterated in 

many studies (e.g., Lee & Bang, 2017; Martin, 2017; Reese & Bennett, 2010). In order to build lasting relationships 
to retain STH, some teams have employed loyalty programs. A loyalty program is designed to allow fans to earn 
points which can be used to redeem prizes. Fans can earn points through activities including purchasing tickets, 
purchasing merchandise and concessions, listening/watching away games, attending social events, and other 
activities. Fans can redeem points to have access to pre/post game events, enter raffles or auction items, get signed 
memorabilia, purchase merchandise, and other prizes.  

The premise of a loyalty program can be rooted in the idea of building strong relationships. The indication 
is that fans are no longer passive in the relationship building process but rather take an active role (Malthouse, 
Haenlein, Skiera, Wege, & Zhang, 2013). When sport organizations use a relationship marketing strategy including a 
loyalty program, they are trying to develop a lasting relationship with the fan based on getting to know each fan 
individually. Strong relationships have been shown to lead to increases in purchase habits (Buhler & Nufer, 2010), 
support through poor performance, (Bee & Kahle, 2006), and brand loyalty (Williams & Chin, 2006).  

The previous research in sport on loyalty programs has taken a team attachment viewpoint and focused on 
how the loyalty program can impact fan identification and team brand equity (Pritchard & Negro, 2001; Yoshida, 
Gordon, Heere, & James, 2015). The purpose of this study is to explore the value STH who use the loyalty program 
place on the program when comes to satisfaction and likelihood to renew season tickets. The following research 
questions guided this study: 

 
RQ1: Which loyalty program factors predict overall satisfaction of the loyalty program? 
RQ2: What loyalty program reward factors predict satisfaction of the season ticket member experience? 
RQ3: What loyalty program reward factors predict likelihood to renew season tickets? 

 
Method 

This study used secondary data that was provided to the researchers by a mid-Atlantic NBA organization. 
The NBA organization sent out the survey to all season ticket holders, asking them to complete the survey in 
exchange for 500 reward points added to their account. The survey provided data on the likelihood to renew season 
tickets, satisfaction with season ticket member experience, satisfaction of reward factors for the loyalty program, 
satisfaction other factors of the loyalty program, and overall satisfaction of the loyalty program.  
 

Analysis and Results 
 A total of 689 or 23% of all-season ticket holders fully responded to the survey. Overall, the majority (75%) 
of the participants indicated they use their STH account for personal or family use. Another 15% use their accounts 
for business meetings, clients, or rewards. STH range from holding their account from zero year (they signed up that 
current season) to 47 years, which an average of 5 years. Overall, STH were slightly satisfied, five out of seven on 
the Likert-type scale, with the loyalty program.  
 A multiple regression was run to determine what loyalty program factors predict satisfaction with the loyalty 
program. The results indicated that five of the loyalty program factors explain 65% of the variance in the STH 
reported overall satisfaction with the loyalty program, which was significant at the p = .05. Specifically, quantity of 
auction items (β = .15, p = .01), quantity of raffle items (β = -.16, p = .03), quality of catalog items (β = .24, p < 
.000), ability to earn points (β = .16, p <. 000), and clarity of program (β = .32, p < .000). 
 The loyalty program factors explain 6% of the variance in the STH satisfaction with the season ticket 
member experience. The only factor that was found to be a significant predictor was the quantity of catalog items (β 
= .19, p =.04). A third multiple linear regression was run to test the relationship between the loyalty program factors 
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and likelihood to renew season tickets. The loyalty program factors were found to explain 5% of the STH likelihood 
to renew. The only loyalty program factor that was found to be significant of predicting likelihood to renew was 
clarity of the program (β = .19, p = .003).  
 

Results 
 These results provide another layer of insight into the complicated relationship of season ticket holders. In 
regards to the loyalty program satisfaction, the STH appear to value quantity of the auction items while they value 
quality for the rewards that they can redeem right away. What is interesting is that there is a negative relationship 
between the quantity of the raffle items and the loyalty program satisfaction. STH may find that the prizes that are 
raffled are not worth the number of points that need to be used to obtain the item. Sport marketers should focus on 
continuing to offer a wide variety of items but may need to reevaluate how many points each item should be worth 
and in which category they should offer the different rewards.  
 When looking at the current loyalty program factors, it is evident that overall the loyalty program as it 
currently stands does not have a strong correlation to satisfaction of the season ticket member experience and 
likelihood to renew season tickets. Even though sport organizations are offering these loyalty programs as a tool to 
develop stronger relationships, it does not appear that they alone are working. While fans are satisfied with the 
loyalty program, they may not be equating using the loyalty program to their relationship with the sport 
organization. More so, while STH typically attend games more often, this study did not examine how often they are 
using the loyalty program. Thus, future research should examine the level of engagement the STH have with the 
loyalty program in determining which factors may be worthwhile for developing a stronger relationship.  
 

 


