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In the not-too-distant past, fans wanting to purchase tickets to a sporting event either did so by buying through the 
team directly or through scalpers (Ammon & Mulrooney, 1997). Today’s sports fan, however, has numerous 
electronic options for purchasing tickets, some of which are controlled by the sport organization and some that are 
not. In some instances, sports organizations have developed partnerships with secondary ticket market vendors 
either approving of a single vendor for resale transactions (Drayer & Martin, 2010) or even merging ticket 
operations with the third-party vendor so end-users cannot differentiate between buying on the primary or 
secondary market (Andrews, 2016; Drayer, 2011). A repercussion of the popularity of the secondary ticket market is 
that some customers are now conditioned to go directly to the secondary market for ticket purchases, even when 
tickets are available on the primary market. 
 
While ticket cost would seem to be the driving factor in the shift from primary to secondary market purchases, 
evidence exists suggesting other factors are also at play. Dwyer, Drayer, and Shapiro (2013), for example, found that 
in addition to lower ticket prices, consumers expected to find greater seat availability on the secondary market 
compared to purchasing from the team. This was especially true as the game date neared. Primary and secondary 
markets also differ significantly in the variety of pricing options offered. Whereas primary markets tend to list only a 
limited number of price points, secondary ticket markets may include hundreds of different ticket prices, including 
multiple price points for seats within the same section or even the same row (Courty, 2003). Concerns over the risk 
of fraudulent tickets (Ahn, Ik Suh, Lee, & Pederson, 2014; Smith, Smith, Gopalakrishna-Remani, & Offodile, 2012), 
the communication of associated fees (Drayer & Greenhalgh, 2015; Smith et al., 2012), and purchase valuation 
relative to what others paid for similar seats (Guide to the Secondary, 2017), are additional factors consumers weigh 
when purchasing sport event tickets online.  
 
Despite these findings, the current body of research has only scratched the surface on consumer ticket buying 
preferences in both the primary and secondary market. Understanding the role of various attributes in these markets 
is essential, as sport organizations look to drive consumers to preferred buying platforms, while secondary ticket 
market operators work to gain market share. More investigation is needed, however, to understand the factors 
driving consumer purchasing behavior in the electronic sport ticket marketplace. Therefore, the purpose of the 
current study was to examine the online ticket buying experiences of sport event consumers and determine which 
attributes of the interaction are most salient in their consideration of ticket purchase. Understanding this 
phenomenon is particularly challenging as consumers often weigh many factors concurrently when making a ticket 
purchase. 
 
Conjoint analysis was used to identify which of the ticket buying process attributes identified in prior literature 
(timing of ticket purchase, seating availability, price fluctuations, associated fees, number of price points, fraud risk, 
and price valuation) contributed most to consumers’ likelihood of purchasing game tickets. The fundamental 
purpose of conjoint analysis is to identify the structure of consumers’ preferences (Green & Srinivasan, 1990). In a 
conjoint study, subjects are forced to trade off characteristics of a product to develop their preference. Preference 
structures are then decomposed to generate part-worths for each attribute. By analyzing part-worths, researchers can 
identify relative contributions of various attributes and understand preferences of different consumer groups (Hair, 
Black, Babin, & Anderson, 2010).  
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Multiple regression was utilized to estimate the part-worths of each attribute. Larger part-worth ranges are judged to 
be the most important in predicting preference. Importance weights were derived for each attribute by dividing each 
attribute range by the sum of attribute ranges. The research design was a seven-attribute by two-level conjoint with 
attendance preference as the outcome variable. An orthogonal and balanced set of profiles was generated where 
each factor appears an equal number of times. Eight profiles were created, with each representing a hypothetical 
ticket buying situation.  
 
Surveys featuring the eight scenario profiles were distributed to fans in attendance at a major college football 
conference championship game. In total, 469 respondents completed the questionnaire. The results of the regression 
analysis indicated fraud risk (part-worth range = 3.784, factor importance = 48.3%) was by far the most important 
attribute, followed by seat availability, price options, and price changes. Responses were also analyzed to identify 
differences based on whether consumers bought tickets on the primary or secondary market. Fraud risk was still the 
most important attribute regardless of where they bought their tickets, but ticket prices that do not change day-to-
day (factor importance = 14.9%) and knowledge of how much others in their section paid for tickets (factor 
importance = 6.3%) were much more important factors to primary buyers than secondary buyers (factor importance 
= 3.0% and 1.8%, respectively). Secondary market buyers put more of an emphasis on the ability to buy tickets as 
late as game day (factor importance = 8.5%) than primary market buyers. 
 
By understanding which factors are most important in the ticket buying experience, sport managers and ticket 
operators can better position their ticket platform to become the preferred consumer choice. For sport 
organizations who are competing against the secondary market, the results seem to indicate secondary buyers are far 
less sensitive to price fluctuations, but prefer the ability to buy tickets at the last minute, echoing the findings of 
Shapiro, Drayer, and Dwyer (2016). Perhaps sport organizations, in the interest of profit maximization, should 
examine the idea of not concurrently releasing for sale all tickets for high-demand events. Instead, some tickets for 
popular events could be held back and only made available for sale closer to the event date, priced at a premium. 
Additional interpretations of the data and implications for practitioners will be discussed.  
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