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Introduction

1 Introduction

This document reports on the findings of the F.A. Premier League National Fan
Survey 2002/03.

The aim of the survey is to explore attitude and opinion towards a variety of
issues connected with the top flight of English football today. It is the biggest
and most comprehensive supporter consultation of its type.

The survey covers season ticket holders and non-season ticket holders present
on Premier League Club databases at the start of the 2002/03 season.
Throughout the report we refer to our sample as ‘fans’ rather than supporters
to distinguish them from the further reaches of Premier League Club
supporters, who do not attend matches, currently estimated to be around
7 million adults aged 16 or over in Great Britain (see page 3).

The survey was conducted by SMRC SportsWise Ltd with fieldwork taking place
in late October and early November 2002. SportsWise is an independent
specialist sports market research organisation.

Background & Objectives

The Premier League has conducted a National Fan Survey for the last 8 years,
and this report follows in a similar tradition. It provides an opportunity to
review the fan perspective after the 10" anniversary of the League itself.

The key objectives of the survey are:

e to measure fan attitude and opinion across a range of Club and
general football industry issues

e to identify fan behaviour connected to matchdays and their football
expenditure

The results provide feedback on the current experience of Premier League
football in England. Particularly relevant are the implications of change such as
stadium development, fan safety and customer service.

Report Structure

The report splits into three main areas of investigation:

1) Fan Profile & Behaviour — here we investigate the demographic profiles,
match behaviour, TV and Internet use in relation to football

2) Fan Attitude & Opinion — this section focuses upon how fans feel about
their Club across matchday, stadium and service issues

3) Fan Expenditure & Value for Money — an expanded section, looking at
spending patterns and Club value for money:

¢ matchday consumables e.g. confectionery, food and drink, alcoholic
drinks

e merchandise e.g. replica kit, videos and publications, children’s
products

e value for money perceptions of Club
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Methodology

The survey was conducted via postal self-completion methodology. This is the
most cost-effective approach to large-scale surveys of this nature.
Questionnaires were distributed to fans drawn randomly from Club databases.
This included season ticket holders and non-season ticket holders.

This approach was adopted for continuity with previous surveys and to reflect
the estimated make up of fans at Premier League home crowds i.e. 70%
season ticket holders, 30% non-season ticket holders (excluding away fans).

Overall, 80,000 questionnaires were sent to fans, and a total of 29,087 were
returned (see Figure 1.1). This represents a good overall response rate of
36%.

STH = Season ticket holder
NSTH = Non-season ticket holder

Figure 1.1: Questionnaire Distribution and % Returns

Q're’s to STH's STH’s Q're's to Non- Non-STH's Non-STH’s Total Total Response
Football Club STH's Returns % Response STH's Returns % Response Returns Rate (%)
792

Arsenal 2,800 28% 1,200 325 27% 1,117 28%
Aston Villa 2,800 1,305 47% 1,200 245 20% 1,550 39%
Birmingham City 2,800 1,164 42% 1,200 112 9% 1,276 32%
Blackburn Rovers 2,800 1,242 44% 1,200 391 33% 1,633 41%
Bolton Wanderers 2,800 1,006 36% 1,200 309 26% 1,315 33%
Charlton Athletic 2,800 1,007 36% 1,200 283 24% 1,290 32%
Chelsea 2,800 969 35% 1,200 475 40% 1,444 36%
Everton 2,800 1,091 39% 1,200 357 30% 1,448 36%
Fulham 2,800 1,236 44% 1,200 334 28% 1,570 39%
Leeds United 2,800 1,035 37% 1,200 456 38% 1,491 37%
Liverpool 2,800 1,066 38% 1,200 310 26% 1,376 34%
Manchester City 2,800 1,139 41% 1,200 332 28% 1,471 37%
Manchester United 2,800 898 32% 1,200 308 26% 1,206 30%
Middlesbrough 2,800 1,230 44% 1,200 99 8% 1,329 33%
Newcastle United 2,800 1,048 37% 1,200 400 33% 1,448 36%
Southampton 2,800 1,228 44% 1,200 453 38% 1,681 42%
Sunderland AFC 2,800 1,019 36% 1,200 266 22% 1,285 32%
Tottenham Hotspur 2,800 1,205 43% 1,200 492 41% 1,697 42%
West Bromwich Albion 2,800 1,605 57% 1,200 325 27% 1,930 48%
West Ham United 2,800 1,065 38% 1,200 465 39% 1,530 38%

56,000 22,350 24,000 29,087
There were two exceptions to the above approach: Middlesbrough and Bolton Wanderers distributed questionnaires to non-
season ticket holders via the Club shop and ticket office rather than by post.

Surveys that adopt a self-completion approach typically achieve a response rate of between 10%-15%. The levels of response
experienced with The F.A. Premier League National Fan Survey far surpass this and consequently help to minimise any bias
associated with the approach itself.

Comment:

Levels of response across all Clubs were subject to minor fluctuations from the previous year of research with the biggest drop in
response from Sunderland (-9%) and Liverpool (-7%) fans, and the biggest increases being amongst Aston Villa (+5%) and West
Ham United fans (+4%). The single greatest level of response was from newly promoted West Bromwich Albion fans (48% overall),
where a letter from the Chief Executive accompanied questionnaires. Here, an unrivalled level of participation from season ticket
holders (57%) was achieved, along with an average response from non-season ticket holders (27%).
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Report Context

Season ticket holders and non-season ticket holders (consisting primarily of
members and casual attenders) are, by their very behaviour, the most ardent
followers, and closest to the Clubs they support. They are best qualified to
offer feedback as they have greatest experience upon which to base attitudes
and opinions. This in turn helps to make the report more focused.

We do not address the ‘non-attender’, or ‘armchair’ supporter highlighted by
the grey shaded area in Figure 1.2. This supporter type may be present on
some Club databases but were not included in any significant volume in this
survey.

Figure 1.2 -—
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Source: Fan estimates taken from FAPL research 2002 and season
ticket estimates based upon 2001/2 season (Club databases)

Season Ticket Holder:
Those fans that have purchased a ticket for every home league match in the current season via a Club
season ticket facility. The average season ticket holder attends 18 home league matches per season.

Non-Season Ticket Holder:
This category consists primarily of Club members and casual attenders. These attend on average 9 home
league games a season.

Notes to Reader:

Club data presented for Season Ticket Holders should be considered representative. Where we refer to ‘fans’ overall, this is primarily based upon season ticket
holder response. Club data for Non-Season Ticket Holders is provided for comparative purposes only and should not be considered representative because
respondent participation was based upon fan presence on Club databases (where they exist) at the time of fieldwork i.e. this approach excludes fans that are not
on Club databases.

In line with the previous survey, reporting does not account for different crowd sizes, which means overall data slightly favours Clubs with smaller fan bases. This
is primarily to allow for comparisons to be made with previous surveys. In addition, we do offer Club level analysis to highlight differences between Clubs (e.g.
Club by Club, age, gender, income etc) where they exist.

Findings are reported as percentages and where these do not add to 100%, this is due to exclusion of ‘Don’t know’ responses, rounding of figures, or ‘other’
responses that have not been presented. Sample sizes for season and non-season ticket holders (e.g. n= ***) appear on every graph and vary due to different
response levels for each question. Some graphs highlight average sample sizes.

Significant differences:
Significant differences between season ticket holders and non-season ticket holders are common in this survey due to the large sample sizes attributed to both
sub-sets. For this reason they are not highlighted throughout the document.

All mentions of ‘fans’ relate to our sample rather than to the wider Premier League fan base.
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2 Highlights 2002/03

Here we take the opportunity to highlight what we consider to be key findings from the 2002/03
National Fan Survey. Each is explored in greater depth in the main body of the report, but is provided
here in summary form.

Clubs and the Premier League can be cautiously optimistic about the feedback presented here.
Generally, the findings are positive and whilst areas of more negative reaction do exist among fans,
these should be seen as opportunities for Clubs to improve levels of customer satisfaction.

Matchday & Stadium Experience |

e More than 8 in 10 fans positive about safety issues
The findings here act as a huge endorsement of the work achieved in the area of fan safety.
Once an area of concern, the vast majority of fans in this survey provide positive feedback to
Clubs — a finding that stretches across fans of all Clubs.

¢ New build stadiums receive return on investment
The 4 newly built Premier League stadiums all feature in the top 6 rated Premier League
stadiums overall — a vote of approval and return on Club investment. Improved stadiums also
rate well with greatest inroads being made in the areas of sight lines of the game,
cleanliness, toilet facilities and comfort.

¢ Food & drink provision not maximised by Clubs
Food and drink provision - be it guality, price, access, or range - are the worst rated areas of
matchday and stadium experience — perhaps Clubs are missing an opportunity to drive
increased revenue and enhanced fan satisfaction in these areas.

| Optimistic Financial Future |

¢ Majority optimistic about the financial future of Clubs
Little pessimism surrounds fan perception of Club finances — most (2 in 3) are optimistic
(very, or guite) in outlook. Not surprisingly, perceptions vary by Club and reflect other factors
that have the potential to impact upon Club revenues (e.g. relegation, player overspend etc).

| Value for Money is Positive |

¢ Premier League considered reasonable value by most
More than 1 in 2 (53%) fans consider Clubs to offer value for money — a further 27%
consider value to be good.

Club Communications Mixed

¢ High levels of customer service reflected in staff attitude
Attitude displayed by Club employees continues to be well regarded by fans across all Clubs
suggesting a continuing trend in high levels of customer (fan) care.
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e Club websites key in effective fan communication
Club sites are not only well used by fans - they are also well rated. Most fans have access
(mainly at home) and most use regularly.

¢ More consultation & listening to fans
Findings highlight these areas as fairing less well — although this is not a universal picture
across the Premier League and some Clubs fair better than others.

New Media & Football

¢ 3in 4 fans have access to Satellite and Cable TV services
Findings highlight high usage of Satellite and Cable TV services. In addition, most have
access to a sports channel, and most watch live games (including Pay-Per-View).

o Internet access grows to saturation levels
Access and frequency of Internet use showed growth again this year. Fans with access now
stands at 82% - an overall growth of 20% on levels seen in 2000.

¢ Online purchase doubles — continued growth may be slower
Reflecting increased access levels, online purchase from official Club sites has doubled since
the last survey (19%, up from 10%) further supporting and justifying investment in this
channel. However, only 1 in 5 fans expect to purchase Club products from the web in the
future and thus future growth could be slower.

Club work in the community and work against racism receive praise

e 8in 10 fans positive towards Club work against racism
Attitude towards Club work against racism is hugely positive from fans - the majority are
aware of Club activity, and are positive in attitude towards it.

e Three quarters of fans give the thumbs up for Club work in the community
Similarly, Club involvement in community activity is also given a positive reaction from fans.

Ground Arrival & Fan Expenditure

e Early ground arrival equates to greater fan revenue for Clubs
Findings link ground arrival and fan expenditure on matchdays i.e. The earlier fans arrive,
the greater the range of consumable items purchased, and the greater the fan expenditure.

Growth in Merchandise Purchase

¢ Replica kit purchase grows
Replica kit is the mainstay of Club merchandising with 2 in 3 fans purchasing these items
over a season. This represents an increase from the previous survey, and a continued steady
growth over recent years.

e Adult clothing successful
Almost as many fans now purchase adult clothing as purchase Club replica kit, highlighting
the success and penetration of other forms of ‘Club-branded’ clothing outside of that
immediately associated with football.
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Figure 4.5 highlights social classification by season ticket holder across Clubs
Base: Season ticket holders only (n=19,192)
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As with previous surveys, around 8 in 10 fans are employed, with only 1%
unemployed, a proportion that remains virtually unchanged (2% in 2001).

Nearly half (48%) of our sample describe themselves as professional/
managerial.  Chelsea and Tottenham Hotspur both claim the most
professional/managerial fans (58%), whilst West Bromwich Albion has the
highest volume of skilled manual workers (22%). Similar to the last survey,
Middlesbrough again has the largest number of ‘retired” supporters (17%),
followed by Fulham (16%). Sunderland fans are more likely to be
unemployed than fans of other Clubs, although this only accounts for 3% of their
total fan base in this survey.

As one might expect, there has been a slight increase in income levels among
fans in our survey compared to the last survey.

This trend follows previous surveys, all of which see small incremental increases
in earnings year on year (see below).

Figure 4.6 illustrates broad changes in fan income over the last 4 surveys

Base: All fans

The FAPL National Fan Survey

2002/03
(n=29,087)

]

__J

2001
(n=29,723)

2000
(n=29,411)

1999
(n=21,932)

1998
(n=28,122)

Above £30,000 per annum

Below £30,000 per annum

Fan Income
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The proportion earning more than £30,000 per year has doubled since 1997 from
19% to 37%, whilst conversely the number of fans earning less than £30,000
has decreased from 81% to 63%. The average income of those in our sample
this year is £34,000 per annum for season ticket holders and £31,000 for non-
season ticket holders.

Club variations exist and are best described by regional trends in income (see
Figure 4.7). Six of the seven Clubs with the highest earning fans are based in
London, whilst Northern Clubs dominate the lower end of the earnings scale. In
conclusion of this point, a “"North/South” divide in terms of fan income continues
to be visible in the sample (average of £40,000 per annum in the South-East,
and £29,000 in the North-West/East).

Figure 4.7 illustrates male season ticket holders’ income across Clubs
Base: Season ticket holders only (n=15,236)

]
[
]

£50,000+

£30,000 —
£50,000

<£30,000

Birthplace

12

Tottenham Hotspur 37%

Chelsea
Arsenal
Chariton Athetic
Southampton
Fulham
West Ham United
Manchester United 60%
Birmingham Gity
Aston Vil
Leeds United
Liverpool
Newcastle United G5
Manchester City
Bolton Wanderers
Middiesbrough
Everton
Blackburn Rovers [l&& 0%

74%

)

West Bromwich Albion

Sunderland 77%

The findings here continue to highlight strong local links in Club support. This is
best highlighted by the fact that 7 out of 10 Premier League (69%) fans were
born within 20 miles of their Club’s ground. Variation exists when comparing our
season ticket holders with non-season ticket holders (73% and 56% born within
20 miles of their home ground respectively).

Again, this trend is most apparent among Northern Clubs with more than 9 out
of 10 Sunderland fans locally born. Interestingly, Charlton Athletic and
Fulham show the strongest local links among southern Clubs (73% and 71%
respectively).

Three Northern Clubs appeal to a more dispersed fan base in terms of birthplace
(i.e. more being born 20+ miles from ground), these include Manchester
United, Leeds United and Liverpool — this pattern reflects both recent and
past successes and is also present to a greater than average degree among
Chelsea and Tottenham Hotspur fans.
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As in the previous survey, nearly half of Southampton season ticket holders
were born more than 20 miles from their ground, perhaps reflecting the Club’s

broad appeal on the south coast as the only source of Premier League football.

Figure 4.8 illustrates where fans were born with regard to their Club’s ground
Base: Season ticket holders only (n=22,122)
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Marital Status

Interestingly, the 3 newly promoted Clubs — Birmingham City, West
Bromwich Albion and Manchester City - feature among those with the
greatest local links.

Over two thirds of fans describe themselves as married/living with partner,
compared to 21% single, 6% divorced and 2% are widowed. Slightly more non-
season ticket holders are single - 1 in 4 fans - compared to season ticket holders
- 1in 5 fans.

The highest proportion of fans that are married/living with partner support
Manchester United (3 in 4). Married fans are fewest (although still the vast
majority) at Arsenal, Everton and West Ham United (2 in 3). Unsurprisingly,
these Clubs also have the highest proportions of single fans (28% at both
Arsenal and West Ham United).

Single fans are predominantly aged 16-24 years and more commonly female
(27% compared to 21% amongst their male counterparts).

13
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Key Findings:

Male fans dominate support with levels of female support consolidating
on the slight growth previously achieved

Overall, the proportion of fans from ethnic minority backgrounds sees no
change in this survey

The social classification of fans remains fairly static with emphasis upon
upper middle (AB) and lower middle (C1) class fans. There continues to
be a regional effect in this regard, but this remains the overall pattern
seen at all Clubs

Fan income continues to grow steadily year on year to an average of
£34,000 for season ticket holders

Most fans are born locally to the Club they support — a pattern that is
more diluted for Clubs in the South-East
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Fan Connections & Commitment

Involvement
with Club

In this section of the report we will look at fans’ ties, and strength of feeling
towards, their Clubs. The section is split into three key areas to help us
understand opinions and affinities:

e Fan involvement with Clubs
e Fan perceptions towards the financial future of Clubs

e Importance of Club in terms of fans’ everyday life

Football fans can have such an emotional attachment to their Clubs that they
look to involve themselves in more formal ways than through holding a season
ticket and attending as many matches as possible. In our sample, fan
connections stretch much wider to involve a variety of other associations.

If we ignore the fact that our sample is predominantly comprised of season ticket
holders, then in addition to this - 16% of all fans are members of a supporters
Club, 1 in 10 are Club shareholders, with a further 7% describing themselves as
occasional attendees. In addition, only 2% are involved in sponsorship/corporate
activities at their Club and only 1% of our sample is involved in either an
Independent Supporters Association (ISA) or Football Supporters Association
(FSA) - both now merged and renamed as the Football Supporters Federation.

Associations also differ according to season ticket and non-season ticket status.
For example, non-season ticket holders are more than three times as likely to be
members of the supporters Club than season ticket holders (36% compared to
11%), and more than ten times as likely to be a member of a football Club (47%
compared to 4%).

It is also not surprising to see far greater proportions of non-season ticket
holders describing themselves as occasional attendees (35%) given that they
attend fewer matches (as seen later in the report) and generally display lower
levels of commitment.

Club associations tend to decrease with age, except for owning shares in the
Club (1 in 10 overall), which is more common among older fans (e.g. 16%
among fans aged 65+ years, compared to only 4% of 16-24 year olds).
Shareholders also tend to be male, season ticket holders (11%), belong to AB
socio-economic grouping (12%) and have higher income levels (17% among
fans with income of £50K+). Similar characteristics are found among those fans
involved in the sponsorship/corporate affairs at Clubs.

Club variations also exist here when looking at a particular aspect of
involvement. For example, fans at Charlton Athletic and Leeds United are
more likely to be members of a supporters Club than elsewhere, whilst
Liverpool fans are the only ones likely to be involved in an ISA or FSA to any
significant degree. Club shareholders are more prominent at Aston Villa and
Newcastle United, whilst fans at Bolton Wanderers, Charlton Athletic,
Manchester City and West Bromwich Albion are more likely to be involved
in sponsorship/corporate activities (although overall proportions with regard to
the latter remain very low at all Clubs).

15
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Despite the recent slump in football’s fortunes in other leagues, football
supporters in the Premier League, on whole, continue to remain optimistic
regarding their Club’s financial future over the next five years.

Financial

Future

There are differences; season ticket holders at Leeds United, Bolton
Wanderers, Chelsea and West Ham United being the most pessimistic and
uncertain in review — a huge difference in opinion to the very high levels of
optimism held by season ticket holders at Manchester United, Liverpool,
Middlesbrough and Arsenal.

Figure 4.9 illustrates the level of optimism of season ticket holders regarding their Club’s
financial future over the next five years
Base: Season ticket holders only (n=22,151)
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I optimistic optimistic |:| Not sure pessimistic pessimistic
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Everton

West Ham United 24% ik 208 9%
Chelsea R 40% 25% 8%

Bolton Wanderers 29% 42% 20% 6%

Vo 17% 38% 30% 12%

Leeds United

Overall, 1 in 5 fans are very optimistic, although 1 in 4 remain unsure as to their
Club’s fortunes.

Fans of Clubs located in the Midlands are more upbeat about their finances than
those in the South, a possible reflection of two of the newly promoted Clubs,
Birmingham City and West Bromwich Albion, where levels of optimism are
among the highest (both 88% very/quite optimistic).
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Supporter Fans can often see themselves as more than just supporters and display a level
Commitment of commitment to their Club that reflects this. In this survey, we asked fans to
define themselves in terms of commitment towards their Club. The following

definitions were compiled:

Figure 4.10 illustrates how season ticket holders and non-season ticket holders describe
themselves

Base: All fans
Commitment Fan Season ticket Non-season
Definition Description holders ticket holders
(n=22,173) (n=6,675)
"I go to every game and everything else Fanatic 6% 2%
in my life takes second place to the Club”
“How the Club performs is an important Very keen 59% 32%
part of my life”
I seek out all the Club’s news and attend Keen 29% 36%
as many matches as possible”
“Following the Club is interesting. I like to Quite keen 6% 25%
know what is going on and enjoy going to
matches when I can”
I support my local team and go to the Occasional * 3%
occasional match”
"I cannot go to matches, but support the Follower * 2%
Club and follow their results”

Note: * denotes less than 1%

Most fans in our survey describe themselves as 'Very keen; with only a few
supporters claiming to be Yollowers’ of the Clubs they support. This inevitably
reflects the sampling and dominance of season ticket holders in the survey - the
majority of season ticket holders (59%) describing themselves as 'Very keen’—
compared to 1 in 3 non-season ticket holders, who prefer the slightly less
committed label of ‘Keer’ (36%).

‘Fanatical” supporters (those that go to every game and everything else takes
second place to the Club) tend to be younger (average 37 years), male, single,
season ticket holders that primarily attend with adult friends. They also attend
the greatest number of away matches (average of 9 per season) of any fan type
— a further indication of their commitment. This 7an type’has the lowest income
level (average £25K), yet are the highest spenders on Club merchandise (on
average £148 over a season).

Those fans that describe themselves as 7anatical’ are fairly few in number, but
are present in greatest volume among season ticket holders at Sunderland, and
in lowest volume at Southampton and Charlton Athletic (see Figure 4.11).

'Very keen’fans, on the other hand, are older than Yanatics’(average 43 years),
have a higher income level (average £32K), and are more likely to be married
(69%). Whilst they do attend the same number of home league matches as
fanatics; their loyalty to away matches is less than half that of Yanatics’
(average of 4 per season), this also being the case with regard to spend on Club
merchandise (an average of £114 over a season) — both are key discriminators
between themselves and their ‘fanatics’ counterparts.

At the opposite end of the spectrum, ‘occasional’ fans and ‘followers’ are

generally older, of higher social class, and live further away from the Club’s
ground.

17



Fan Profile & Behaviour

Interestingly, there are Club variations in terms of fan commitment with northern
Clubs having the greatest proportions of fans with stronger allegiances to their
Clubs, although this is only slightly less true at Arsenal, a recently successful
team with national appeal. Sunderland, and Everton illustrate a continued
emotional attachment that is consistent with results from the previous fan

survey.

Figure 4.11 illustrates supporter type by Club amongst season ticket holders
Base: Season ticket holders only (n=22,173)

I Fanatical I Very keen |:| Keen Quite keen |:| Occasional I Follower
supporter supporter supporter supporter supporter
Sunderland 2 55
Everton

West Bromwich Albion

Manchester United

Tottenham Hotspur

%
.
3

Arsenal
Newcastle United
Chelsea

Manchester City

Liverpool

Aston Villa

West Ham United
Middlesbrough
Leeds United
Fulham

Blackburn Rovers
Birmingham City
Bolton Wanderers
Southampton
Charlton Athletic

Key Findings:

By their status, season ticket holders are most involved in their Clubs.
Non-season ticket holders are visible in greater numbers among the
ranks of 'members’ (both of a supporters Club and of the football Club)

Fans are up-beat regarding their Club’s financial future over the next five
years — the majority indicating surprising optimism

Season and non-season ticket holders differ in commitment towards
Clubs — the former are more likely to describe themselves as being 'very
keen’, the latter more mixed and with greater proportions (more than 1
in 3) describing themselves as ‘keen’

18
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Match Attendance, Patterns of Support & Fan Behaviour

Here we explore the patterns of support present in the data. We firstly
look at attendance patterns, building on the fact that the research is
focused on the most ardent football followers. We then look at the
overall picture in terms of match companions, the number of years fans
have been attending and also what other types of football matches have
been attended in the last 12 months.

Match Attendance
Period Attending Matches

Fan Behaviour

Matchday Companions
Other Football Matches attended

Home & Away The majority of fans in our sample are season ticket holders and as such
match they attend the vast majority of home matches (average 18 matches).
attendance There is very little variation across Clubs here. Non-season ticket holders
attend half the number of home matches (average 9). Here it is
interesting to report that non-season ticket holders at Liverpool are
closer to season ticket holder status in terms of match attendance
(average 14 matches a season), a possible result of season ticket
restrictions and waiting lists.

Low home match attendance (primarily among non-season ticket
holders) is due to a variety of factors (see Figure 4.12), including ticket
cost, travel time to ground and ticket availability.

Figure 4.12 illustrates reasons for attending less than 4 home games per season
Base: All fans attending less than 4 home games

Season ticket holders Non-season ticket holders
(n=93) (n=2,169)

41%
Ticket cost
42%

19%

Travel time
to ground 42%

Ticket 19%

availability

33%

30%
Work ?

commitments 29%

) 35%
Family ?

commitments 27%

Timing of 24%

games 13%

L
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Among non-season ticket holders, ticket cost is a greater issue at
Middlesbrough, Blackburn Rovers, Chelsea, Birmingham City and
West Ham United than it is at other Clubs.

Not surprisingly, travel time is the greatest issue for those that live more
than 50 miles away from the ground — here, 2 in 3 don't attend more
than 4 home matches over a season because of time to travel.

Ticket availability is the greatest issue at Arsenal and Manchester
United - Clubs that could be described as heavily oversubscribed.

Around 1 in 4 season ticket holders (27%) do not attend away matches,
a proportion that is broadly in line with the last survey (23% of all fans),
and is boosted considerably by far greater levels of non-attendance at
Manchester United (45%), Sunderland (41%), Leeds United (38%)
and Newcastle United (35%) — these Clubs have the highest volume
of season ticket holders and likely therefore to suffer greatest difficulty in
meeting demand for away match tickets.

Away attending season ticket holders attend an average of 5 away
matches a season. This humber rises among fans of West Bromwich
Albion, Fulham, Manchester City and Tottenham Hotspur.

Fans in our sample have attended matches for over twenty years, with
season ticket holders having attended for a slightly longer period (22
among season ticket holders compared to 19 years among non-season
ticket holders).

Only 1 in 10 fans started to attend matches within the last 4 years.

As far as new attenders are concerned (those starting to attend in the
last 4 years), Charlton Athletic, Middlesbrough and Southampton
fair better than other Clubs, both in terms of attracting new support and
in converting these fans to season ticket holders. Two of these Clubs —
Charlton Athletic and Middlesbrough - have experienced relegation
from the Premier League relatively recently.

Figure 4.13 highlights 3 Clubs that have attracted greatest ‘attending’ support in the last
4 years and the current fan status of these new attenders

Base: All fans
Fig. 4.13 Started attending in Current Fan Status
the last 4 Years Season ticket holder Non-season ticket holder
Charlton Athletic (n=1,286) 22% 63% 37%
Southampton (n=1,678) 21% 65% 35%
Middlesbrough (n=1,323) 18% 93% 7%
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More than 6 in 10 season ticket holders at Fulham, Everton,
Birmingham City, Aston Villa, Arsenal and Liverpool had been
attending home matches for over 25 years.



Note:

*2001 survey
comparison based upon
whether fans had seen,
heard or experienced
these types of fan
behaviour. This year’s
question was based
upon fans’ own
experience.
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Here we revisit the experiences of fans at matches. However, this
research differs from the last survey as we ask fans whether they
themselves have experienced a particular type of behaviour rather than
whether they have seen or heard each different type of behaviour at
matches.

Figure 4.14 highlights the proportion of fans that have themselves experienced poor fan

behaviour this season

Base: All fans
Fig. 4.14 Season Ticket Non-Season 2002/03 2001
Holders Ticket Holders Survey Survey*
(n=21,858) (n=6,464) (n=29,723)
Language that is offensive 26% 28% 26% 36%
(offensive language)
Racist comments 10% 12% 11% 7%
(racism towards spectators)
27%
(racism towards players)
Fighting/missile throwing 10% 9% 10% 24%
Abuse about sexuality 6% 6% 6% 17%
(sexuality abuse)
Sexual harassment 1% 1% 1% n/a
None of the above 64% 62% 63% 39%

Matchday

Companions

Overall, over a third (37%) of fans had experienced the behaviour
described above. This represents a dramatic decrease from the previous
survey (down from 61%), but must be placed in the context of both the
question adopted in this year’s survey and the time period that the data
was collected (i.e. the question referred to fan’s experiencing the activity
themselves, and the survey was conducted early in the season).
Nevertheless, this is encouraging.

A quarter (26%) of fans had experienced /anguage that is offensive and
only 1 in 10 racist comments, the former being considerably higher
among female fans (32%), and the latter doubling among fans from
ethnic backgrounds (19%). Even here the data shows that only a
minority had been affected by such behaviour. This area is further
explored on page 42.

As illustrated in Figure 4.15, the matchday companion pattern remains
very similar to that seen over the previous 3 surveys. Furthermore, this
pattern is reflected in both season ticket and non-season ticket holders -
in rank order: Adult friends, adult family, children, partner/spouse and
alone.

The only real difference this year is in the proportion of non-season
ticket holders attending with a partner/spouse (26% non-season ticket
holders vs. 19% season ticket holders).

Figure 4.15 highlights matchday companions over the last 4 surveys

Base: All fans
Fig. 4.15 Adult Partner/ Children Oown Adult Alone
Friends Spouse ~(own Children | Family
child/others)
Premier League 2002/03 (n=29,087) 55% 20% 32% 26% 33% 10%
Premier League 2001 (n=29,723) 56% 20% 29% n/a 29% 10%
Premier League 2000 (n=29,411) 55% 18% 31% n/a 27% 9%
Premier League 1999 (n=21932) 57% 17% 29% n/a 30% 10%
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More than 1 in 2 fans attend with aquit friends, a fact that is most visible
among season ticket holders at Liverpool, Arsenal and Chelsea.

A third attend with other adult family — a proportion that has risen
slightly this year (33%, up from 29%), but remains fairly static over
recent surveys. There is little Club variation in this regard.

Overall, 1 in 4 fans take their own children, this proportion rising among
season ticket holders at Birmingham City, who also had the highest
proportion of fans with school age children. We have in mind that the
impact of marketing efforts targeted at younger audiences may have had
an impact here.

Attendance with own children was fairly common among non-season
ticket holders at Everton, but less so at Liverpool.

Overall, the proportion of fans attending with children (either their own,
or others”) remains similar to 2000 (around 1 in 3). The proportion of
fans taking other children (not their own) to matches is greatest at
Blackburn Rovers and Everton.

Of those fans in our sample with children, nearly two thirds had taken
them to a match.

Domestic Cup competitions - The F.A. Cup (71%) and Worthington Cup
(66%) - are the most commonly attended matches outside of the
Premier League. Season ticket holders attend the most (77% and 72%
respectively).

It is not surprising to see that strong attendance patterns are visible
among season ticket holders of last year’s F.A. Cup finalists — Arsenal
(93%) and Chelsea (91%). The same is true for the Worthington Cup
finalists - Blackburn Rovers (95%) and Tottenham Hotspur (95%).

In a similar way fans of Clubs with European involvement within the last
12 months attended European matches in greater numbers than those
without - Liverpool, Manchester United, Arsenal, Leeds United
and Newcastle United can all be highlighted in this regard. As to be
expected, these matches are well attended by the usual home crowd of
these Clubs.

Overall, around 1 in 6 (16%) fans had attended an England International
in the last 12 months. This proportion generally increased for fans of
Clubs where England games had been played (see below), but to only a
limited extent, suggesting balanced Club support at England
Internationals.

Figure 4.16 illustrates Club supporter’'s attendance at England matches played at their
Club’s home ground between November 2001 and October 2002

Base: All fans
Fig. 4.16 Season ticket holder Non-season ticket holder
fans of specific Club fans of specific Club
Aston Villa (n=1,452) 29% 27%
Southampton (n=1,430) 31% 30%
Manchester United (n=1,111) 16% 17%
Leeds United (n=1,346) 18% 19%
Liverpool (n=1,309) 15% 19%
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4 in 10 fans have attended a Football League match in the last 12
months. However, this mainly comprises fans of the newly promoted
Clubs (West Bromwich Albion, Birmingham City and Manchester
City) that played in Football League Division 1 during the preceding
season.

A quarter of fans (26%) watch reserve or youth team matches, a
proportion that rises sharply for Sunderland and drops for Chelsea
season ticket holders (these Clubs being highlighted in the last survey for
the same reasons).

World Cup 2002 was a minority attendance activity amongst our sample
with only 2% travelling to Japan and South Korea to witness the national
team play. There is very little Club or regional variation, but a slight
increase in line with fan income was visible.

Key Findings:

Fans participating in this survey are stalwarts — on average attending
matches for over 20 years

Non-season ticket holders attend half the number of home matches than
their season ticket counterparts — but a great deal of Club variation
exists in this regard suggesting that some Clubs may have high demand
for season tickets

Reasons for lower attendance among non-season ticket holders are
varied — travel time, ticket cost and ticket availability being key

Few Clubs have high levels of new support (last 4 years) reflecting both
the dominance of season ticket holders in the sample, and the average
period that fans have been attending

Clubs that have attracted new support have done well in converting new
attenders (last 4 years) into season ticket holders. We would suggest
two factors are at play here: individual Club initiatives and the pull of
Premier League football

This year sees little change in the pattern of matchday companions —
adult friends and adult family being the most common pattern

The pattern in child companions shows a slight rise this year returning to
levels witnessed two years ago, indicating no real change in the
intervening period

Domestic Cup competitions represent the key alternative to attending
Premier League matches although attendance is dependent upon Club
success
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TV & The Internet

Watching live
TV matches

Satellite/
Cable TV

Here we look in more detail at the areas of TV and the Internet that are used by
fans in their pursuit of Club information and support.

e Watching Live TV Matches
e Satellite/Cable Adoption
e Use of Pay-Per-View Services

e Internet Access and Usage

Football viewing habits remain virtually unchanged from the previous survey,
with most fans watching one or two live games a week (60%, up from 59%).
Nearly 3 in 10 (29%) fans watch 3 or more live games a week — a proportion
that rises among fans in the North and North-West, a pattern highlighted in the
previous survey.

Similarly, the proportion of fans watching no live matches on TV remains
identical to that seen previously (12%) — here, the vast majority (84%) do not
have access to a sports channel.

The majority of fans (68%) consider live TV coverage of matches to be about
right — a proportion that rises considerably among female fans (76% compared
to 67% amongst male fans), and those fans with access to a sports channel
(74% about right).

Season ticket holders and non-season ticket holders have very similar live match
viewing habits, with fans of Sunderland, Blackburn Rovers, Everton and
Middlesbrough watching the most live games in any one week (approaching 1
in 10 fans watch 5 or more live matches a week).

Fans that watch the most matches on TV tend to be the most committed fans,
i.e. those that go to every home game. The proportion that watch 5 or more
games on TV a week more than doubles here (15%), reflecting their level of
commitment to football generally.

Nearly three quarters (72%) of fans have access to satellite, or cable TV at
home. This proportion is virtually identical between season ticket and non-
season ticket holders and is dominated by satellite delivery (see below).

Figure 4.17 illustrates penetration of satellite and cable TV among UK population and
football fans in this survey

Base: All fans
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Fig. 4.17 Season ticket holders Non-season ticket
(n=21,859) holders
(n=6,590)
Satellite TV 51% 50%
Cable TV 21% 20%

The proportion with access to one or other platform increases among fans of
Manchester United, Chelsea, Newcastle United, Tottenham Hotspur,
Sunderland and Arsenal.
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Among those answering, nearly three quarters (72%) claim access to a sports
channel, a proportion that compares to 64% of fans in the last survey that
subscribed to live TV coverage of football.

This proportion showed little dramatic Club variation, but is greatest among
higher earning fans generally (£50K+ 80%) and, more specifically, among non-
season ticket holders at Manchester United (82%) — those perhaps that can
most afford the expense, and live furthest from their Club’s ground.

Two thirds of fans (67%) with access to Sports Channels have bought Pay-Per-
View services. Most (57%) have bought a single match service, but more than 4
in 10 use the season ticket facility.

Fans of Southampton, Everton, Fulham and West Ham United are the
most common users of single match Pay-Per-View services, whilst fans of
Birmingham City and Manchester City are the most common users of Pay-
Per-View season tickets (entitling them to watch all PPV matches).

This year’s survey highlights a further rise in the levels of Internet access among
fans (82%, up from 73%) to a level approaching saturation. However, this is not
universal and drops dramatically among fans aged 65+ (37%) — a pattern
mirroring that of the population at large.

Figure 4.18 highlights changes in overall Internet access over the last 3 years

Base: All fans

Fig. 4.18 All fans with
Internet access
Premier League 2002/03 (n=29,087) 82%
Premier League 2001 (n=29,723) 73%
Premier League 2000 (n=29,411) 62%

Some regional patterns persist, with the incidence of Internet access being
greatest in the South-East (86%) and lowest in the Midlands and North-West
(80%). Again, we make the point that we are approaching saturation with regard
to Internet access generally.

Overall, 2 in 3 fans (66%) now have access to the Internet at home - a
proportion that has grown steadily among season ticket holders over the last 3
years and compares to a national average of 45% (source: National Statistics
Sept 2002 — based upon UK households with access to the Internet).

Figure 4.19 highlights changes in Internet access at home over the last 3 years
Base: Season ticket holders only

Fig. 4.19 Season ticket holders with Internet
access at home

Premier League 2002/03 (n=22,350) 66%

Premier League 2001 (n=22,090) 57%

Premier League 2000 (n=24,264) 45%

As with access to the Internet, there has been a dramatic increase in the
frequency with which fans use the Internet to obtain football information. This
finding is perhaps best illustrated by the near doubling of the proportion of fans,
since the last survey, that now use the Internet daily for information relating to
football.
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This pattern is visible among fans across all Clubs, but there remains a great deal
of variation between genders - male fans continue to be the most frequent users
(1 in 3 males using daily compared to 1 in 5 females).

Figure 4.20 illustrates use of the Internet to collect football information by gender

Base: All fans

2 to 3 times
a week

Once a week

Once a month

Never use it

Internet sites
visited
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Male fans Female fans
(n=19.716) (n=3.351)

31%  (17%)
Daily
21%  (10%)

2% (18%)

21%  (14%)

|

20% (10%)

23% (11%)

|

18%  (25%)

24% (33%)

9%  (30%)

11%
v (32%) Note: Figures in brackets relate to 2001

National Fan Survey

L

In addition to official Club sites, a range of other football related websites
are used by fans.

In this regard, around 1 in 3 use bbc.co.uk, and/or Skysports.com — these
being broadcaster sites containing general sports related information as well
as specific football news. A further 1 in 10 use newspaper sites, again
suggesting broader news and unofficial coverage is in demand among some
fans.

Specific sports-based sites are used by relatively few fans — here we include
Football365 (10%), Premierleague.com (8%), Rivals.net (5%) and Soccernet
(5%). A further 1 in 3 (34%) use other football sites. With regard to usage
of the PremierLeague.com site, this level of usage is encouraging given that
the site was only launched at the start of the 2002/03 season, and the
survey questionnaires were distributed in late October 2002.



Use of Club
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Overall, use of Club sites reflects the wider use of the Internet for football
information.

The biggest difference here is among heavier users (i.e. those that access
the Internet daily for football information). Amongst this type of user, more
(31% compared to 22%) are using other sites (possibly in conjunction with
official sites) to get the information they need.

Figure 4.21 illustrates frequency of using the Internet and official Club sites among male

fans
Base: All male fans

2 to 3 times

Once

Once a

Never use it

Future football
related use of

the Internet

Use of the Internet for Use of official Club site
football information (n=17,618)
(n=19,716)

31%
Daily
22%

|

22%

a week 22%

J

20%

a week
22%

18%
month
22%
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12%

Fulham season ticket holders used their Club’s official site most frequently,
with more than a quarter (27%) of season ticket holders using it on a daily
basis. This is further evidenced by the fact that only 1 in 20 (6%) had never
used the Fulham official website.

Future usage requirements of the Internet focus heavily upon Club news
(67%), and ticket informationy/purchase (51%). To a lesser degree sites will
also be used for Club specific information, such as match reports (30%) and
watching highlights (12%). 1 in 3 will use the Internet to obtain league
tables and match statistics.

Figure 4.22 highlights likely future use of the Internet
Base: All fans (n=25,014)

| Fig. 4.22 Season ticket holders (n=19,174) Non-season ticket (n=5,840)
Keeping up with Club news 67% 70%
Ticket information/purchase 49% 61%
Club match reports 29% 35%
League tables/stats 27% 33%
Buying Club products 19% 28%
Watching highlights 12% 12%
View archive footage 10% 10%
Match tracker service 5% 7%
None of these 25% 19%
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Only 1 in 5 season ticket holders expect to use the Internet for buying Club
merchandise - a proportion that is greater among non-season ticket holders
(28%), and for those that live furthest from the ground (50+ miles, 35%) —
i.e. those attending fewer matches and perhaps have less opportunity of
visiting Club shops.

Overall, the proportion of fans purchasing merchandise from Club websites
has doubled since the last survey (19%, up from 10%), further establishing
this channel as being one of significant revenue potential, particularly if
future usage (with regard to purchasing merchandise online) can be
positively influenced by Clubs.

Purchase behaviour was greater among non-season ticket holders than
season ticket holders (27% compared to 16%).

Fans of some Clubs have a greater disposition to purchase merchandise
online than others — Fulham, Chelsea, Tottenham Hotspur and
Manchester City can be highlighted in this regard.

Key Findings:

e TV viewing of live matches remains virtually identical to the previous
survey. The vast majority of fans consider the coverage of live matches
to be about right

e As with previous surveys — most fans have access to satellite or cable TV
and this has risen again this year

e Furthermore, the majority claim access to a sports channel - of these,
most have bought Pay-Per-View matches

e Fan adoption of the Internet has grown significantly, both in online
access capabilities, and in frequency of use. The Internet is established
as a key tool for fans

e Online purchase has doubled since the previous survey, further
establishing the Internet as an effective channel for revenue generation
for Clubs. There is not, however, a tremendous expectation to use the
Internet in the future for purchasing Club merchandise
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Travel, Transport & Pre-match Behaviour

Here we look in more detail at travel and transport patterns in terms of how fans
get to matches and what they do once they arrive. We establish distances lived
from the ground, travel times, modes of transport and pre-match behaviour.

e Distance lived from ground

e Time taken to travel to matches

e Mode of Transport

e Pre-match behaviour

e Arrival in the ground before kick-off

e Early enticements into the ground

- . Remaining very similar to the previous survey, 63% of fans live within 20 miles
Distance lived of their Club’s ground (64% in 2001), although far fewer (15%, down from 25%)
live within 5 miles of the ground. Similarities are also visible in the average
distance lived from the ground (35 miles compared to 38 miles in 2001).

from ground

The proportion of fans living within a 5 mile radius of the ground increases for
Clubs in the North-West (19%), but it is Clubs in the Midlands that have the
closest fan proximity overall (average 24 miles).

Figure 4.23 illustrates the distance non-season ticket holders live from their Club’s
ground
Base: Non-season ticket holders only (n=6,308)

Blackburn Rovers 3%
I <10 miles Middlesbrough
Sunderland 34% 14%
Liverpool
I 1049 miles Bolton Wanderers
Charlton Athletic 20%
Everton
|:| 50+ miles Birmingham City 43% 15%
Southampton aun
Manchester City i
West Bromwich Albion =
Arsenal 35%
Fulham
Newcastle United 18% R
Aston Villa 6% 41%
Tottenham Hotspur 47%
Chelsea

West Ham United

Leeds United
Manchester United

Non-season ticket holders generally live more than twice as far from grounds
(average of 49 miles vs. 23 miles for season ticket holders). This is true for
Manchester United non-season ticket holders, who live on average 99 miles
from the ground (compared to 44 miles for season ticket holders). The same is
true for Leeds United (104 miles and 34 miles respectively). At these Clubs,
and at Newcastle United, more than 1 in 2 non-season ticket holders travel
over 100 miles to watch matches.
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That said, the majority of fans in our sample took less than 1 hour to travel to
home league matches. Among season ticket holders, the average time is 53
minutes and among non-season ticket holders the average is 1 hr 34 minutes.

Among season ticket holders, longer journeys were made by fans of Fulham (1
hr 13 minutes), Chelsea (1 hr 10 minutes), West Ham United (1hr 4 minutes),
Tottenham Hotspur (1 hr 4 minutes), and Arsenal (1 hr 3 minutes). All these
are London based Clubs with dispersed fan bases.

Figure 4.24 illustrates time taken to travel to ground by season ticket holders at different

Clubs

Base: Season ticket holders only (n=22,052)

I < 1 hour

I 1-1%/, hours

More than
1/, hours

Mode of

transport
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Sunderland 94% 29 18
Blackburn Rovers 89% 7% 20
Bolton Wanderers 86% 6%

West Bromwich Albion 84% 5%
Middlesbrough 81% 7%
Aston Villa 78% 6%
Newcastle United G Lo
Birmingham City 76% 7%
Everton 75% 11%
Manchester City 74% 9%
Southampton 68% 23% 9%
Leeds United CoRe ik
Charlton Athletic C3 L0
Liverpool 63% 17%
Manchester United 52% 24% 23%
Tottenham Hotspur 43% 18%
West Ham United Bl L
Arsenal 41% 43% 16%
Chelsea 32% 46% 21%
Fuiham

As with the previous survey, the most common mode of transport is the fan’s
own car (49%, down from 64%) or /ift in another car (20%, down from 29%).
Both forms of transport have seen a reduction, but remain the dominant method
of getting to home matches. The reduction is partly explained by more fans
giving the mode of transport that they would use most often.

These two modes are slightly more common among season ticket holders (50%
and 21% respectively), but the pattern is replicated among non-season ticket
holders.

Other methods, including metro/bus/tube (12%), train (9%), walk/cycle (5%),
supporters coach (2%) and in a minibus/van (1%), all show slight drops, but
again fewer fans gave more than one answer here.

The importance of fans’ own car is most visible among those that live furthest
from the ground (50+ miles = 57% vs. within 10 miles = 40%).

There is a great deal of Club variation, with 2 in 3 season ticket holders at Aston
Villa and Birmingham City using their own car, compared to half this volume
at Fulham, Chelsea and Sunderland. Fans of the former two Clubs are more
likely to use the train (either overland, or underground) than other fans, whilst
fans at Sunderland are more likely to walk to the ground than most other fans



Pre-match
behaviour
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— the exception being Blackburn Rovers where around 1 in 5 fans either walk
or cycle to home matches.

Supporter coaches were most heavily utilised by Manchester United fans —
both season ticket holders (10%) and non-season ticket holders (14%), a
pattern that was seen in the last survey.

The potential importance placed on early pre-match behaviour in the ground is
highlighted later in the report, but here we establish current practices and
behaviour. We then go on to look at possible ways of enticing fans into the
ground earlier — again an area that provides interesting findings for Clubs.

Overall, around 1 in 2 fans go straight into the ground on arrival at the ground.
This is most common at Charlton Athletic and Aston Villa.

As with the previous survey, around 4 in 10 fans go to a pub or social Club
before a match. This is most common at Chelsea, Newcastle United,
Sunderland and Liverpool, where around half of all fans visit a pub or social
Club prior to attending a match.

Fewer fans visit the Club shop (20%), go to a takeaway/café (12%), or go to a
friend’s/relative’s house (9%). Visits to the Club shop were more than twice as
common among non-season ticket holders than season ticket holders, and were
particularly frequent at Manchester United, Tottenham Hotspur, Leeds
United, Chelsea, Newcastle United and West Ham United.

Pre-match behaviour varied by distance lived from the ground: the further away
fans live, the more common it is for them to visit Club shops, for example, and
the less likely it is that they will go straight into the ground.

Figure 4.25 illustrates pre-match behaviour by distance lived from the ground
Base: All fans

10 miles I go straight 55%
of the ground to the ground 38%

Live within

(n=10,626)

45%

Live 50+ miles Igotoa

from the ground

(n=5,029)

pub/social club 45%

0y
I go to the 1%
club shop 42%
0,
I go to a friend’s/ 7%
relative’s house 15%
0,
Igotoa 6%
takeaway/café 25%
0
Igotoa 3%
restaurant 7%
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Pre-match behaviour is affected by match companions, as illustrated below.

Figure 4.26 highlights pre-match behaviour and matchday companion
Base: All fans

Fig. 4.26 All fans Adult Partner/ Adult My Other Usually
(n=28,816) | Friends | Spouse Family | Children | Children | Alone
(n=15,766) (n=5,792) (n=9,358) (n=7,596) (n=2,636) | (n=2,941)
Go straight into the ground 52% 41% 58% 54% 59% 53% 71%
Go to pub/social Club 42% 59% 35% 38% 33% 41% 26%
Got to the Club shop 20% 18% 27% 21% 26% 25% 20%
Go to a takeaway/café 12% 12% 14% 12% 13% 14% 12%
Go to a friend’s/relative’s house 9% 8% 8% 13% 8% 12% 6%
Go to a restaurant 4% 4% 7% 4% 5% 5% 3%

Fans attending with adu/t friends most commonly visit a pub/social Club pre-
match, whilst those attending with children most commonly go straight into the
ground. Similarly, more than 7 in 10 fans attending matches alone go straight
into the ground.

On average fans arrive in the ground around 20 minutes before match kick-off,
although this varies by Club. Fans at West Bromwich Albion arrive the earliest
(average 26 minutes), and fans at Liverpool, the latest (average 17 minutes).

Arrival in

ground before
kick-off

In comparison with the previous survey, fewer fans arrive just before the kick-off
(11%, down from 18% in 2001).

More than 1 in 2 fans usually get to their seats up to 20 minutes before kick-off,
a proportion not dissimilar to that seen previously. Only 15% of fans arrive up to
an hour or more before the kick-off, a pattern that has not changed, but is
revisited a little later in the report.

Season ticket holders arrive later than non-season ticket holders (22 minutes and
27 minutes respectively) — perhaps a result of seating familiarity.

Longer distance travellers (50+ miles) are earlier arrivals, and those who live
closest (within 10 miles) the latest (29 minutes and 20 minutes respectively), but
there are no dramatic differences to report.

Early Here we ask fans whether there is anything Clubs could do to encourage earlier
iRl 2rrival in the ground. Later in the report we explore the impact of early arrival on
ground matchday revenues, but here we are concerned with establishing fan ideas.

Firstly, it is encouraging to note that over three quarters of fans made
suggestions — a proportion that was very similar among season and non-season
ticket holders (77% and 80% respectively). This level of response implies a
willingness to arrive earlier if Clubs were to implement changes/services in
certain areas.

Secondly, it is not particularly surprising to see lower prices of food & drink
chosen as the single biggest enticement, but it is interesting to note that this was
most commonly suggested across a range of Clubs based in different regions -
Chelsea, Sunderland and Bolton Wanderers.

On a more encouraging note, more than 1 in 3 suggest improvements in pre-

match entertainment (38%). This is an area highlighted later as being
particularly poor, suggesting targeted improvements to those that are
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appreciative could enable Clubs to reap rewards. This was most apparent at
Birmingham City, Aston Villa and Liverpool.

General improvements in food and drink, bars and concourse comfort were all
highlighted by a significant proportion of fans, suggesting that they are areas
that may be in need of attention, particularly where early enticement is an
objective for Clubs.

Arsenal had the most season ticket holders suggesting better food and drink,
and also had high numbers selecting range of food, comfortable concourses and
better bars/kiosks.

Pre-match interviews were highlighted as an incentive to come into the ground
earlier by 1 in 4 fans, and in greatest volume at Birmingham City and
Liverpool.

Figure 4.27 highlights incentives for early arrival and matchday companion

Base: All fans
Fig. 4.27 Adult Partner/ Adult My Other Usually
Friends Spouse Family Children Children Alone
(n=15653) (n=5,726) (n=9,267) (n=7,538) (n=2,620) (n=2,915)
Lower prices for food/drink 48% 41% 43% 46% 49% 35%
Better pre-match entertainment 35% 40% 39% 43% 41% 39%
Better food/drink 34% 34% 30% 32% 32% 25%
Better bars/kiosks 37% 27% 28% 26% 29% 21%
More comfortable concourses 31% 34% 30% 32% 31% 27%
Wider range of food/drink 27% 30% 25% 27% 27% 22%
Interviews/highlights on screen 25% 25% 26% 26% 26% 24%
More bars/kiosks 24% 17% 18% 16% 20% 13%
More for children to do 8% 11% 9% 28% 26% 3%
None of these 20% 22% 23% 19% 20% 30%

Key Findings:

e Local links with Club support continue to be highlighted in this survey to
a high degree

e Average travel time is lower for season ticket holders than that for non-
season ticket holders. In turn, this reflects that the latter live further
from home grounds

e Cars (own car in particular) continue to be the preferred mode of
transport for the majority of fans

e Fan behaviour before matches is varied, and is seemingly linked to
distance lived from the ground (travel time) and match companion —
fans attending with adui/t friends tend to visit a pub, whilst those that
attend fewer matches are more likely to visit the Club shop

e A range of early arrival enticements are highlighted — the greatest focus
is upon Jower prices of food and drink, pre-match entertainment and
better food and drink provision. A large proportion of fans responded to
this question, suggesting a willingness among fans to arrive early were
improvements to be made
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5 Fan Attitude & Opinion

This section covers fan attitude and opinion towards two critical areas of the football environment:
e The Matchday Experience
e The Stadium Experience

Both areas impact upon levels of supporter satisfaction and the overall experience of Premier League
football.

We adopt a slightly different structure in this section, with a summary of the key findings, followed by
a short overview of the issues (comment). We then highlight demographic differences and other key
distinctions within the scope of the questionnaire (7an analysis).

Our aim is to identify areas that appear to be working well for the Premier League and its Clubs, and
those that could now be in need of some attention.

The Matchday Experience

Fan attitude towards matchday is far more positive than negative across most areas covered by the
survey — a situation visible amongst both season ticket and non-season ticket holders.

Figure 5.1 highlights season ticket holder and non-season ticket holder attitude towards
a range of areas connected to the matchday experience

Base: All fans
I Good |:| Neither good nor poor |:| Poor I Don’t know
Season Ticket Holders Non-Season Ticket Holders
(n=21,663) (n=6,505)

Music played
as the team
comes out

Matchday
programme

25% 10% 25% 8% M2%

1%

24% 6% R 23% 5% NS4

34% 8% 30% 5% 2%

Stewarding

°
9
-h

36% 6% R 32% 4% Rl

Policing

Electronic

21% 12% big screen 19% 15% £

35% 15% 4o Results service 36% 12% 3%

PA for

32% 18% 105 | announcements 32% 11% 2%

What happens
30% 8% on the pitch 26% 8%
at half time

27% 18% Pre-match

entertainment 21% 15%

The quality/range
37% 9%
° ° of food/drink

o o Prices of
55% 8% food/drink

32% 7%

48% 7%

Key Findings:

o Music played as the team comes out and matchday programmes are
generally well executed by Premier League Clubs

e More than 1 in 2 fans consider stewarding and policing to be good, and
less than 1 in 10 consider them to be poor

e Reaction to electronic big screens, results service and PA systems is
more mixed and polarised among fans
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e Pre-match and half time entertainment (on the pitch) rate poorly,
although with both there is a high level of indifference

e A major question mark hangs over the quality, range and price of food
and drink on offer during matchdays. These areas attract significant
negative attitude

e Season ticket and non-season ticket holder attitudes vary, but follow a
similar pattern — greatest variance in attitude is in the areas of
stewarding, PA announcements, policing, electronic big screen and
matchaday programmes.

Data was collected on the basis of attitude towards home and away matches.

e Fans of all Clubs (with few exceptions) are generally more positive
towards their home matchday experience than they are to away
matchdays

Comment

Given that a number of the issues here are a matter of taste, we have asked fans to be more
objective this year by introducing a more balanced scale upon which to rate their matchday
experience across a wide range of criteria — good, neither good nor poor, poor.

Drawing a broad comparison, this has resulted in similar ratings to the previous survey for pre-
match entertainment (remains poorly rated) and the music played as the team comes out
(strongly positive), whilst the PA system and results service have improved and half time
entertainment on the pitch deteriorated.

It seems that Clubs are succeeding with the expected essentials of matchday, such as the
matchday programme, stewarding, policing, results service and PA announcements. Big
electronic screens, for those that have them, have the majority in favour.

We suppose that pre-match and half time entertainment on the pitch is highly divisive: if done
well, they can entertain a segment of attenders (for example children), but many fans are there
simply for the football — to watch, discuss and sing. Success in these areas remains a matter of
targeting and it may be possible for Clubs to “try too hard” and achieve little return.

Finally, to comment on the worst rated factors, quality, range and pricing of food and drink
continue to represent missed opportunity for incremental Club revenue and fan satisfaction as
consumers. This is despite the fact that the many new buildings within grounds will have
provided for much better catering facilities than ever before.
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Fan Analysis: Music played as team comes out, matchday programmes, stewarding, policing, electronic big screen,
results service, PA system, pre-match entertainment, what happens on the pitch at half time

Music played
as the
team comes

out and
Matchday
programmes

Stewarding and

Policing

Overall positive ratings disguise Club variation.

With regard to the music played as the team comes out, the most positive
fan attitude is at Everton, Middlesbrough, Sunderland and
Birmingham City. Few fans hold negative opinions.

Fan attitudes towards matchday programmes also vary by Club. The most
satisfied are fans of West Bromwich Albion, Everton, Charlton Athletic
and Fulham.

Few fans consider other Clubs (based upon away match experience) to
deliver better matchday programmes. Some exceptions are present at
Birmingham City and Bolton Wanderers, where around 1 in 3 fans
prefer programmes at away matches to those at their home matches.

Stewarding and Policing (the latter added to the questionnaire for this
survey) achieve mainly good reactions from fans, and it is particularly
encouraging to note the very low levels of dissatisfaction associated with
each aspect (8% and 5% respectively) across most Clubs.

Plaudits from season ticket holders with regard to stewarding go to
Liverpool, Everton, Arsenal, Southampton and Middlesbrough.

Figure 5.2 highlights variation in fan attitude amongst season ticket holders towards
stewarding across Clubs
Base: Season ticket holders only (n=21,792)

Liverpool
Everton 65% 29% 4%
Arsenal 5%
Good Southampton
Middlesbrough
I Neither good Blackburn R T 31% 7%
o o o
hor poor lackburn Rovers I
Tottenham Hotspur 5%
Chariton Athletic
Poor . - ;
Newcastle United % 5%
West Bromwich Albion 56% R
i 56% 34% 9%
Aston Villa
Leeds United %
Manchester United 56% 33% 10%
Sunderland 55% 1%
Manchester City
West Ham United 50% 39% 8%
Bolton Wanderers
Chelsea
Fulham 42% 40% 16%
Birmingham City

Season ticket holders at Blackburn Rovers, Liverpool, Everton,
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Middlesbrough and Sunderland have the highest opinion towards their
Club’s policing. Season ticket holders at Charlton Athletic, Southampton
and Arsenal are most positive among Clubs based in the South who
generally attract less positive ratings than those based in the North.



Electronic big
screen,
Results service

and
PA quality
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It is good to report that policing is well rated among female fans (66%
good), retired fans (69% good) and fans aged 65+ (68% good) — these all
being well above the overall average (55% good).

Attitude towards these areas are more polarised, with greater levels of
negative attitude present among fans.

That said, attitudes at Tottenham Hotspur, Southampton, Arsenal and
Blackburn Rovers are hugely positive with regard to their electronic big
screen.

Overall, there is a great deal of variation in attitude across Clubs towards
their respective results service. Fans at Blackburn Rovers and Arsenal are
most positive here.

Similarly, PA system for announcements shows some variability, but an
overall attitude that is more good than bad. The strongest positive attitude is
held at Bolton Wanderers, Sunderland, Charlton Athletic and
Blackburn Rovers.

Very few fans rate either pre-match entertainment or what happens on the
pitch at half time as good. These areas also attract considerable indifference,
suggesting a mixed picture from fans.

Positive attitude steadily grows in line with time of arrival prior to a match.
Overall, however, attitude remains more negative than positive regardless of
the time arrived — suggesting a more targeted approach to those that
appreciate pre-match entertainment may bring greater return.

Figure 5.3 illustrates variance in attitude towards pre-match entertainment based upon
time of arrival (pre-match) in stadiums

Base: All fans

|:| Don't know 2%

Poor

Good

N N ]

Neither good
nor poor

8% 7% 6%
14% 0 10%

o 29%
o 27%

25%

46%

-

51%
27%

51% 51%
48%

18%

26%

6%

Just Up to 10 Up to 20 Up to 30 Up to 45 Up to 1hr 1hr +
before minutes minutes minutes minutes (n=3,088) (n=1,126)
kick-off (n=4,973) (n=6,557) (n=5938) (n=3,438)

("=3%% pre-match arrival in ground (before kick off)

In general, fans at Sunderland, Bolton Wanderers and Blackburn
Rovers are most positive about pre-match entertainment, this also being the
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case for Sunderland in the previous survey. That said, Sunderland season
ticket holders are not among the earliest arrivals on matchday (average 20
minutes compared to an overall average of 23 minutes).

With regard to what happens on the pitch at half time, fans of Sunderland,
West Ham United, Fulham and Everton demonstrate the most positive

attitudes.
Quality, range Findings suggest that few fans are satisfied with either the guality and range
and price of of food and drink, or the price of food and drink on matchday. However, fans

food and drink of Clubs with recently built new stadiums are less negative, suggesting
positive moves towards redress.

With regard to quality and range, the most positive fans are those at
Middlesbrough, but even here the overall attitude is far more negative
among fans.

It is interesting to note that a positive attitude does not significantly increase
with the amount of money that fans spend on food and drink, as might be
expected (see Figure 5.4). In terms of increasing direct matchday revenues,
it is also of some concern to see 1 in 3 fans that do not buy any food and
drink hold negative views.

Figure 5.4 illustrates attitude towards the quality and range of food and drink amongst
spending and non-spending fans in this area
Base: Food and drink spenders and non-spenders

Note:

I Good
Consumables
spender 14% 47% 37% %
|:| Neither good nor poor ~ (7=21,292)
I Poor

other food/ meals, soft drinks, alcoholic drinks, Club
lottery and betting
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|:| Don't know
Non-spende
s 34% 32% 28%
Fig. 5.4 relates to all fans spending (spenders) on
matchday consumables including: Confectionery,

With regard to price of food and drink, fans of 7 Clubs (1 in 3) consider it to
be better at away grounds. Beneath this lies a regional trend showing that
fans in the South East are most likely to hold this view (2 in 3).
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The Stadium Experience

Here we investigate fan attitude towards Club stadiums. Specifically, we report on a number of
different issues based upon the usual area where fans sit.

As with the matchday experience, we review each area covered by the survey in a little more depth
(fan analysis). We also look in greater detail at the impact that new and improved stadiums have

made on fan attitude.

Once again overall attitude is more satisfied than dissatisfied, a situation that should be pleasing for
Clubs and the Premier League.

Figure 5.5 highlights season ticket holder and non-season ticket holder attitude towards
a range of areas connected to the stadium experience

Base: All fans
I Good |:| :gitgsgrgoc’d Poor I Don't know
Season Ticket Holders Non-Season Ticket Holders
(n=21,936) (n=6,540)

A
)
<
I
3
2
3
Q
()]

1%
14% Z%| Fan safety 84% 13% 1%

o o 1% Sight lines
13% 4% of the game
Cleanliness of
19% 3% the area 23% 3% 1%
around you

Match

atmosphere 17% 6% f 1%

19% 6%

Behaviour of

22% 4% people 2% 5%] 1%

15% I 2%

14% 1%

17% jop  Tollet
facilities

14% Comfort of seat

Access to food
Y %
23% and drink

Fan safety is considered a strength of Premier League Clubs across both
season ticket and non-season ticket holders

21% 4%

Similarly, sight lines of the game and cleanliness of area around you are
considered to be good by fans, as is match atmosphere and behaviour of
people around you

Some practical issues cause some concern — these focus upon {foilet
facilities and comfort of seatin the stadium

More negative ratings towards access to food and drink compound issues
associated with food and drink provision

Non-season ticket holders are less positive towards most areas of the
stadium experience than season ticket holders. This difference is of
greatest significance with regard to the behaviour of people around you

Fans of all Clubs are generally more positive (with exception of match

atmosphere and access to food and drink) towards their home
experience, than their experience of away matchdays
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Comment:
Issues here can be broken into 3 categories, those dependent upon:

e Stadium structure — sight lines, toilets, comfort and access to food/drink
e Club management — safety and cleanliness
e Fan community — atmosphere and fan behaviour

The positive fan reaction to safety issues (including policing and stewarding as well as fan safety) will
be welcomed by Clubs and the Premier League, and is an excellent reflection of the efforts to
improve this area in recent times. These are areas of the stadium experience influenced by Clubs and

it is extremely good to report such a good reaction from fans to issues that are very sensitive.

Similarly, match atmosphere and behaviour of fans provide good and promising findings. We would
argue that these are less dependent upon Clubs and more reliant upon the incumbent fan
community, so this is again good to report.

More difficult to control without significant cost and building implications are sight /ines, access to
toilets and comfort of stadium seating. With regard to the former, attitude is generally very positive —
a reflection upon the overall improvements to Club stadiums — but the latter two areas are more
poorly regarded. Continued investment in ground improvements and facilities can enhance these
areas.

The National Fan Survey provides the opportunity to conduct further analysis looking in more detail
at the impact on fans of new and improved stadium builds.

Further analysis was conducted by combining all stadium experience criteria in order to provide a
comprehensive Club stadium overview.

Figure 5.6 illustrates average season ticket holder attitude for each Club across all
stadium criteria
Base: Season ticket holders only (n=21,936)

I Good
Southampton 76% 19%
Blackburn Rovers 75% 19%
|:| Neither good Middlesbrough 74% 20%
nor poor Bolton Wanderers 73% 20%
West Bromwich Albion 72% 21%
Poor Charlton Athletic 71% 22%
Sunderland 71% 21%
Newcastle United 68% 23%
Note: Birmingham City 67% 24%
Data based upon season ticket holc ) ry 5
attitude using a scale of good, neitl Manchester United SR 2K
good nor poor, and poor. Manchester City 65% 25%
Attitude towards the following area Chelsea Gk 275
(below) have been amalgamated tc : 64% 24% 11%
provide an average good, neither Liverpool _
good nor poorand poor rating. Aston Villa 63% 28%
Comfort of seat itself Tottenham Hotspur 22 RS

Match atmosphere
Fan safety

Everton

(PR

Sight lines Leeds United 60% 26%
Cleanliness West Ham United 59% 28%

Behaviour of people
Access to food and drink
Toilet facilities in general
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Key Findings: e 4 of the top 6 rated Clubs across all criteria are totally new build

stadiums (Southampton, Middlesbrough, Bolton Wanderers and
Sunderland) — the greatest difference in attitude here is for sight /ines,
cleanliness, toilet facilities and seat comfort

e 4 of the bottom 5 rated Clubs are either planning or have discussed the
notion of new build stadia in the future (Arsenal, Everton, Leeds
United and Fulham)

e No London based stadiums feature in the top 6 rated grounds, and only
1 (Charlton Athletic) features in the top 10

Comment:
Here, the data speaks for itself. Those Clubs that have invested in re-building programmes, or
significantly improving their stadiums have more positive fan attitude in most areas of the stadium
experience.

It is important to point out here though that only relatively small advances (in attitude) have been
made in the area of food and drink — again, purpose built facilities and opportunity for incremental

revenue increases should provide for greater steps forward.

For some Clubs, fan attitude here echoes the aspirations of Club Chairmen and Directors in their
desire to “up sticks” and build new long term arenas for future fan growth and multi-purpose use.
These plans are integral for some in order to kick off diversification in revenues. The data here is
useful in highlighting fan endorsement of plans for new stadiums, by way of less positive ratings for
their current stadium experience.

Fan Analysis: Fan safety, sight lines of the game, cleanliness, match atmosphere, behaviour of people, toilet facilities
and Comfort of seat

Fan Safety Fan safety is well regarded by the vast majority of fans. The most noticeable
variation is at Fulham where season ticket holders in particular display
slightly less enthusiasm (a possible result of current ground sharing
circumstances).

) ) Very few fans (4%) rate sight /ines poorly, highlighting the general strength
Sight lines and of this area.

Cleanliness

Most positive ratings for sight lines of the game are associated with new
build stadiums — Southampton, Sunderland, Bolton Wanderers and
Middlesbrough.

Cleanliness of area around you is well rated by fans, indicating high
standards across the board. We can highlight Southampton and
Blackburn Rovers season ticket holders as holding the most positive
attitudes.

Overall, new and significantly improved stadiums have higher proportions of
satisfied fans - Southampton, Bolton Wanderers, Middlesbrough,
Manchester United, Sunderland, Charlton Athletic, Blackburn
Rovers and Newcastle United.

Match atmosphere appears to be unaffected by new build stadiums. The
most positive attitude being found among fans of West Bromwich Albion
and Birmingham City, both newly promoted Clubs based in the Midlands —
perhaps the impact of Premier League football explains this.

Match
atmosphere
and The

behaviour of
people
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With regard to the behaviour of people around you there is generally a
positive attitude among fans across all Clubs. This is further endorsed by the
fact that 1 in 3 (37%) claim experience of offensive language, racist

comments or fighting (see below).

Figure 5.7 illustrates the volume of fans that have experienced bad behaviour by age
Base: All fans

Fig. 5.7 Fan Age

16-24 25-34 35-44 45-54 55-64 65+

(n=2,125) (n=5401) (n=8,519) (n=6,451) (n=3,139) (n=2,132)

Language that is offensive 13% 15% 24% 31% 38% 42%
Racist comments 14% 13% 12% 10% 8% 5%
Fighting/missile throwing 16% 12% 10% 8% 6% 4%
Abuse about sexuality 9% 8% 6% 5% 3% 1%
Sexual harassment 1% 1% 1% 1% - -
None of the above 68% 69% 64% 61% 58% 56%

Here, the reportage of offensive language increases with age, while the
reverse is true of fans fighting and throwing missiles.

Among non-season ticket holders, the least troubled Clubs in both regards
are Liverpool and Newcastle United — fans here reporting the lowest
experience of offensive language and fighting/throwing missiles. Lowest
levels of fighting/missile throwing are recorded among non-season ticket
holders at West Ham United, Middlesbrough, Manchester United and

Leeds United.

Attitude towards behaviour of people improves with increased frequency of
match attendance. This is best illustrated in the results from non-season

ticket holders (see below).

Figure 5.8 illustrates non-season ticket holder attitude towards the behaviour of people
around them combined with the frequency of their home match attendance
Base: Non-season ticket holders only

|:| Don’t know
I Poor

Neither good
nor poor

I Good

2%

1-4 matches 5-9 matches 10-14 matches 15-18 matches All matches
(n=1,980) (n=1,793) (n=1,021) (n=518) (n=1,055)

Home Match Attendance
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Toilet facilities These topics are generally not as well thought of, but in both cases there is
and Comfort statistically a significant difference in the attitudes between fans of Clubs
of seat with totally newly built stadiums and those without.

(in stadium)

Figure 5.9 illustrates differences in attitude towards toilet facilities and comfort of seat
(in stadium) among fans from new and older stadiums. Base: A/l fans
All fans at total new |:| All fans without total

build stadia new build stadia
(n=5,610) (n=23,477)

%o Rating Good

75% -

%o Rating Poor

65%

19%
16%

E o=

Toilet Facilities Comfort of Seat Toilet Facilities Comfort of Seat
(in ground) (in ground)

Toilet facilities are considered to be best at Southampton, Blackburn
Rovers, Bolton Wanderers and Manchester United - all either new, or
significantly improved grounds.

Female fans are more positive than their male counterparts with regard to
toilet facilities. This difference is most visible at Southampton (7emale 85%
good vs. male 72% good) and Bolton Wanderers (female 79% good vs.
male 66% good).

The pattern is similar with regard to comfort of seat, although few fans hold
negative attitudes. Here, the most positive fans are at Bolton Wanderers.

Ratings for access to food and drink are mixed, but generally less positive
Access to food - . ! A
and drink than those received for the other areas of stadium experience. This is

apparent across all Premier League Clubs.

Not surprisingly, access to food and drink is considered better among fans
purchasing these items, but the level of improvement is not dramatic.

Figure 5.10 illustrates fan attitude towards access to food and drink among spenders and
non-spenders on food and drink

Base: All fans
Spender

I Good (n=21,385) 1%
Neither good
nor poor

|:| Poor
Don't know n-spender

|:| No(n:pg,ggé) 13%

Fans at Middlesbrough, Blackburn Rovers, Bolton Wanderers,
Sunderland, Newcastle United, Manchester United and
Southampton are most content towards access to food and drink.
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6 Club Services & Facilities

This section summarises fan attitude towards Club Services and Facilities. This is a broad section
covering:

Contacts with the Club

Ticketing Policy

Club Products & Merchandise

General Issues (including work against racism, community involvement
and facilities for the disabled)

Here we provide important feedback on the areas that Clubs are working on to achieve a better
balance between their own interests and those of their customers and surrounding communities.

In addition to presenting key findings and fan analysis, we are also able to explore fan attitude from
the previous fan survey to illustrate patterns of response (Analysis with 2001 ).

Contacts with the Club

Firstly, we deal with the fans’ reaction towards the way that their own Club communicates with them.
Figure 6.1 provides an overview of opinion and a useful illustration of where Clubs are doing well,
and where more focus may need to be applied.

The situation illustrated below is best summed up as being mixed, although again, more positive than
negative.

Figure 6.1 highlights season ticket holder and non-season ticket holder attitude towards
a range of areas connected to Club contact with fans

Base: All fans
I Very Good I Good |:| Neither Good nor Poor I Poor |:| Very Poor I Don‘t Know
Season Ticket Holders Non-Season Ticket Holders
(n=21,827) (n=6,587)

Staff attitude
to fans

10/
1%
20% 42% 13% [CORNSSCBM Ciub website
(22%) (44%) (13%) (4%) (17%) (users)
%
290/0 .
290/0 lD/ﬂ 140/0
260/0 - 70/0

%
18(%’ I I4n/o
1%
2% 2% 10% A%) 1796
(30%) (44%) (10%) (17%)
Information o o o o
services 16% 50% 24% 3%
Membership A
and loyalty 16% 1% 24% 9%
schemes
Ease of
contact by 13% 40% 23% Y% 6%
telephone
Extent to
5%) 24% 35% 8% JALTIM which listen 6% 25% 35% 6% 15%
to fans

Key Findings: e The attitude of staff towards fans is mainly positive, indicating high
levels of customer care

Ways of
consulting
with fans

e (Club websites are established as a key tool for communication and are
generally well executed. The majority use them, and around 2 in 3 rate
them well
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e Attitude towards membership and loyalty schemes is healthier among
non-season ticket holders, whilst still considered a strength among
season ticket holders who may use less frequently

e Fase of contact by telephone is problematic for 1 in 4 season ticket
holders and slightly fewer (1 in 5) non-season ticket holders

e Attitude towards ways of consulting with fans and the extent to which
Clubs listen to fans is mixed with greater levels of indifference

¢ Non-season ticket holders are more positive than season ticket holders
towards all areas of Club contact

Comment:

As in the past, we have asked fans to comment using a 5 point scale of ‘very good’, ‘good’, ‘neither
good nor poor’, ‘poor’ and ‘very poor’ because this section examines results which reflect the culture
of the Club - as they would any business and its off-the field attitude to its customers.

We have in mind that fans — as customers — transact with their Club at two levels: Economically, in
the purchase of tickets and facilities; Emotionally, in the dedication and commitment they show
almost irrespective of treatment.

Perhaps it is not surprising to see high ratings awarded to Club Websites, although it is nevertheless
welcome. It is in this area that Clubs have embraced the opportunity presented and have attracted
experienced partners who have maximised material totally suited to website functionality and

protocols e.g. message boards, goal replays, match highlights and radio commentary, to great effect.
We would expect this area to continue to grow and cross over into the area of mobile telephony.

It is encouraging that staff attitude towards fans is also highly regarded as is /information services —
all these perceived as facilities run for fans by people who are perhaps fans themselves, but who also
understand that football is a business which depends upon good will and access to information.

Directors and senior managers are not necessarily perceived by fans in a traditional sense, but it is
they who determine policies for consulting with, and /istening to, fans. As reported last year, there is
room for improvement here and again, this need not be unexpected for what are major businesses in
this kind of industry. Equally, though, the long-term advantages of attention to this detail are
beginning to be established in the industry, and processes (some set out in Club Charters) are
beginning to be adopted that should help balance the situation in time.

Fan Analysis: Staff attitude, Club website, information services, consulting, listening, contact by telephone, membership
and loyalty schemes

I el Generally, non-season ticket holders are more positive towards staff attitude

towards fans and this is most visible among fans at Charlton Athletic, Manchester
City, Manchester United, Bolton Wanderers and Southampton.

Positive attitude here does increase with age (16-24 69% very good/good —

65+ 83% very good/good), and is most positive among female fans (female

70% very good/good compared to 65% very good/good amongst male
fans).

Club websites Reaction towards Club websites is generally very positive (see % rating very
good/good in Figure 6.2) amongst both our season ticket and non-season

ticket fans.
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Figure 6.2 illustrates the percentage of fans that purchase merchandise from their Club
websites and fan attitude towards Club websites
Base: All fans (n=27,725)

. Purchase from
Club website

% Rating % Rating % Rating

Very Good/Good Very Poor/Poor Don't know
Chelsea — 1 73% 4% 12%
Fulham 79% 1% 15%
Tottenham Hotspur 72% 2% 12%
Manchester City 71% 2% 18%
Charlton Athletic 65% 6% 16%
Leeds United 70% 1% 18%
West Ham United 58% 6% 17%
Southampton 63% 5% 21%
Manchester United 56% 6% 23%
Arsenal 65% 3% 20%
Everton 60% 5% 24%
West Bromwich Albion 68% 2% 19%
Newcastle United 54% 8% 22%
Aston Villa 49% 8% 25%
Birmingham City 65% 5% 17%
Liverpool 62% 3% 24%
Sunderland 55% 4% 27%
Middlesbrough 60% 5% 22%
Bolton Wanderers 57% 4% 25%
Blackburn Rovers 60% 3% 25%

Generally speaking whilst all Clubs are positively rated with regard to Club
websites, the proportion of fans purchasing via the internet is hugely varied.
Top 4 rated Clubs (Chelsea, Fulham, Tottenham Hotspur and
Manchester City) are also those with the highest level of online purchase.

Club websites are the domain of the younger fan in terms of positive opinion.
They are also valued most among fans that live more than 50 miles from
their Club’s ground (e.g. <10 miles 60% very good/good, 11-50 miles 65%
very good/good, 50+ miles 70% very good/good), a good example of
effective Club communication to fans that may not find it easy to get to the
ground on a frequent basis.

Figure 6.3 illustrates fan attitude towards Club websites by age

Base: All fans
Fig. 6.3 Season Non-Season Fan Age
Ticket Ticket
Holder Holders 16-24 25-34 35-44 45-54 55-64 65+
(n=21,272) (n=6.453) | (n=2144) | (n=5417) | (n=8441) | (n=6,331) | (n=3003) | (n=1,829)
% rating Club sites as
very good or good 62% 69% 80% 70% 65% 64% 51% 34%
% rating Club sites as
poor Or very poor 4% 3% 3% 4% 5% 4% 4% 2%
% don't know 21% 17% 9% 13% 16% 19% 32% 55%

Information

services
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However, knowledge of Club sites diminishes very quickly with age, as
highlighted in Figure 6.3.

Some disparity exists between season ticket holders and non-season ticket
holders, the latter being more positive in attitude. This pattern suggests
different requirements for information, and is similar to those fans that live
furthest from their Club ground (64% good among those that live 50+ miles
away, compared to 57% good among those that live within 10 miles).
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With regard to non-season ticket holders there is some degree of consistency
in attitude across Clubs, although Manchester United and Charlton
Athletic achieve particularly positive ratings.

Here again non-season ticket holders display a significantly more positive
attitude to those of season ticket holders.

We also see a pattern where the youngest (16-24) and oldest (65+) fans are
most content (58% and 57% very good/good respectively) — those that
perhaps benefit from specific targeted schemes.

On a more general note, fan attitude becomes less positive with increases in
fan income, a pattern that hints at greater reliance on this area amongst
lower income fans.

Figure 6.4 illustrates fan attitude towards membership and loyalty schemes across

income levels

Base: All fans
Fig. 6.4 Season Ticket Non-Season Fan Income
Holders Ticket Holders <£20k £20-£29K £30-£49K £50K-+
(n=21,849) (n=6,617) (n=7,388) (n=6,853) (n=5,475) (n=3,118)

% rating Club sites as very
good or good

44%

57%

52%

46%

42%

37%

% rating Club sites as poor or
very poor

13%

9%

11%

14%

14%

15%

Ways of
consulting
with fans and

Extent of
listening to
fans

Ease of contact
by telephone

The most positive non-season ticket holder attitude is at Bolton

Wanderers, Charlton Athletic and Manchester United.

Attitude towards consulting and /istening to fans varies dramatically by Club,
but is less well thought of than other areas throughout. The most positive
attitudes to both issues exist amongst fans of Charlton Athletic,
Manchester City, Middlesbrough and Southampton.

Generally speaking, positive attitude to both issues is slightly weaker among
fans aged between 25-44 years (26% vs. 29% overall), a group that
constitutes 50% of the total sample.

Opinion is divided over Ease of contact by telephone with almost half
positive, but 1 in 4 negative.

Non-season ticket holders are generally more positive in attitude here, as
was particularly apparent among Charlton Athletic, Manchester United,
Blackburn Rovers and Everton fans.

Interestingly, positive attitude towards this area increases with distance that
fans live from the ground (<10 miles 45% very good/good, 11-50 miles 44%
very good/good, 50+ miles 51% very good/good), indicating heavier usage
amongst fans that live furthest from grounds.
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Comparisons with the 2001 survey:

This year sees the introduction of a balanced symmetrical scale.

Whilst this means we cannot compare findings on a like-for-like basis with
those collected last year, we can look at the patterns of response (see
Fig. 6.5 below) from both surveys to indicate changes — please note: ratings
scales are highlighted upon each axis.

Figure 6.5 compares the pattern of response for 2002/03 and that associated with 2001
for all fans across all criteria connected to the area of Contacts with the Club

Base: All fans

Note:

Fig. 6.5 is based upon the
average ratings associated
with common factors across
surveys (average ratings

exclude don’t know response).
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Ticketing Policy

This section turns to the Ticketing Policy of Premier League Clubs and investigates fan attitude
towards pricing, ease of access and distribution issues.

Attitude towards ticketing is less positive than some other areas of the survey, although the general
picture is still encouraging, indicating a degree of acceptance among fans towards ticketing policy. In
addition we see far higher levels of 'dont know’ response in the targeted areas of away ticket
distribution and concessions.

Figure 6.6 highlights season ticket holder and non-season ticket holder attitude towards
a range of areas connected to ticketing at Clubs

Base: All fans
I Very Good I Good |:| Neither Good nor Poor |:| Poor |:| Very Poor I Don’t Know
Season Ticket Holders Non-Season Ticket Holders
(n=21,780) (n=6,552)

2%

2% Ease of 2%
47% 24% 9% getting ticket 23% 47% 19% 7%
3% information
4%| Price 4%
(5%) concessions (6%)
18% 31% 14% | 8% 25% for children 14% 30% 15% 10%
(24%) (35%) (15%) (10%) (9%) SRS (18%) (35%) (18%)  (15%)
5% Ticket prices
33% 32% 14% 20, foOr league 10% 28%
matches
(430;/; Price
17% 28% 24% > 32% concessions for 11% 25% 13%
6% senior citizens 80
(45%) (30%) (8%) ) (3%) (fans aged 65+) (31%) (33%) (8%)
Distributing
7% 29% 25% 10% 5% 24% awszk'lff:c“ 4% 2% 24%
(9%) (€220 (28%) (12%) (6%)| (13%) (away match attenders) b) (29%) (28%)

Key Findings:

33% 21% 7% | 1%

e Fase of getting ticket information is the most satisfactory area of
ticketing policy for fans

o Ticket price for league matches attracts greatest level of polarisation and
indifference with almost half positive, but 1 in 5 negative (more than 1 in
4 among non-season ticket holders). Few offer no opinion on ticket
prices

e Price concessions (child/senior citizen) attract high levels of indifference,
but concessions targets, particularly senior citizens, are far more likely to
rate this aspect as good or very good — indicating satisfaction among
those actually affected, and therefore more knowledgeable about, these
concession schemes

e Generally fans were indifferent to their Club’s distribution of away tickets

unless they were directly affected — attitude improved among those who
attend away matches

49



Club Services & Facilities

Comment:

Tickets and ticketing can be one of the most sensitive issues between fans and their Club: security of
obtaining a ticket is absolutely time bound, preceded by information about ticketing, prices,
availability and distribution points.

With comparatively few fans feeling discontentment towards ticket price, this data suggests a high
degree of realism about the cost of running competitive football Clubs these days. This in turn leads

to acceptance within reason — i.e. those regarding prices for league matches as very good,
outnumbering extreme critics by 3 to 1.

Price concessions are congratulated by users — a strong pattern seen in this survey.
The biggest criticism comes not with price, but in the administrative area of ‘distributing away match

tickets’ — although, as to be expected, frequency in away attendance plays a role in shaping attitude
here.

Fan Analysis: Ease of getting ticket information, price concessions for children, ticket prices for league matches, price
concessions for senior citizens and distributing away tickets

Ease of getting It is good to report a largely positive attitude here, especially among our

ticket non-season ticket holders who may well need this facility more often.

information Attitudes among this fan category improve with frequency of attendance at
home games, demonstrating the link between real experience and attitude.

Among non-season ticket holders, fans at Charlton Athletic and
Middlesbrough are most positive.

Approaching 4 in 10 fans are /ndifferent or don't know about Club policy with
regard to price concessions for children. Generally, across all fans, attitude is
encouraging, but it is significantly more positive among those fans that bring
their own children, or other children to matches.

Price
concessions for
children

At Club level, fans at West Bromwich Albion, Chariton Athletic,
Sunderland, Aston Villa and West Ham United, are most content with
this service.

Ticket prices Attitude varies concerning Ticket prices for league matches, especially
for league among non-season ticket holders.

matches

West Bromwich Albion, Charlton Athletic, Manchester United,
Everton and Middlesbrough are the highest rated Clubs, both in terms of
ticket prices for league matches, and with regard to value for money — a link
being established between price and value perceptions among fans.

Here, the overall attitude is slightly less positive, and there is a high level of
indifference among fans. We see lower levels of positive attitude among
non-season ticket holders.

Price
concessions for

senior citizens

Importantly though, this pattern is redressed among our target fan group
(fans aged 65+) where attitude is far more positive. This would suggest that
targeted policies are proving successful (see Figure 6.7).
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Figure 6.7 illustrates fan attitude towards price concessions for senior citizens by age

Distributing
away match

tickets

Very Good

Good

nor Poor

Poor

Very Poor

Don’t Know

B ] N N ]

Neither Good

Base: All fans
Fig. 6.7 Season Ticket | Non-Season Fan Age

Holders Ticket 16-24 25-34 35-44 45-54 55-64 65+

(n=21,779) (r';'g";i;?g) (n=2,154) | (n=5455) | (n=8529) | (n=6,398) | (n=3,093) | (n=2108)
% rating Very 46% 36% 48% 37% 39% 42% 47% 76%
Good or Good
% rating Very Poor 9% 8% 7% 6% 9% 8% 9% 11%
or Poor

Attitude is most positive among season ticket holder fans at West

Bromwich Albion, Sunderland, Everton, Aston Villa and Charlton
Athletic.

Not surprisingly, those actually attending away matches are happiest with
the distribution of away match tickets. Within away attenders, positive
attitude increases with frequency of (away) match attendance.

Figure 6.8 illustrates fan attitude towards away match ticket distribution by away
attendance
Base: All fans

16%

22%
31%

17%

6%
3%

57%

9%

79 11% 7%

2% , o - _ —
No Matches 1to4 5t0 9 10 to 14 15to 18 All
(n=7,893) (n=12,469) (n=3,590) (n=1,125) (n=517) (n=605)

Away Match Attendance

Season ticket holders at Middlesbrough and Sunderland were the most
approving, with around 1 in 2 giving a very good or good response.
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Comparisons with the 2001 survey:

As in the Contacts with Clubs section, here we can offer a comparison of the

pattern of response this year with that of last year. Clear similarities exist, as
illustrated below.

Figure 6.9 highlights the ratings for 2002/03 and that associated with 2001 for all fans
across all criteria connected to the area of Ticketing Policy

Base: All fans
A 2002/03 Fan Survey ® 2001 Fan Survey
(n=29,087) (n=29,723)
Very ,_ Excellent
Good 5
™M Good 1 4 Good
~ -
8 e S
o : —o—_|
2 | - - = o
Neither .
© Good nor 01 e, ;3 Fair 5
£ poor H o]
el H o
]
F g
()]
o Not o
] 1 [
. Poor 2 Good >
Note: g <
Fig. 6.9 is based upon the g
average ratings associated
with common factors across
surveys (average ratings
exclude don’t know response). Very - 1 Poor
Poor Price Price Ease of Distributing  Ticket prices
concessions  concessions obtaining away match for league
(senior citizens)  (children) ticket info. tickets matches
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Products & Merchandise

This section explores fan attitude towards Products & Merchandise. We look in some detail at
attitudes towards what has become a key source of revenue for Clubs.

In common with other areas of the survey, we see an overall picture that is very encouraging.

Figure 6.10 highlights season ticket holder and non-season ticket holder attitude
towards a range of areas connected to products and merchandise at Clubs

Base: All fans

I Very Good I Good |:| Neither good nor poor I Poor |:| Very Poor I Don't know

Season Ticket Holders Non-Season Ticket Holders
(n=21,971)

A
49% Design of 29% 14%
2% home kit

(n=6,621)

0]
Quality of club
B o B - |

g Range of club
B ) o
Design and
42% colour of the 24%
2% away kit

28%
(5%) (30%)

Key Findings:

Price of c\‘ub 31% 37%
merchandise
(Purchasers) (33%) (38%)

Overall, season ticket and non-season ticket holder attitude follows a
similar pattern — one which is hugely positive

The area of Products & Merchandise is one that sees less indifference
Kit design (home and away) is well regarded. This is particularly true for
design of the home kit where around three quarters of fans provide a

very good or good rating, but is also highly positive for away kits

Similarly, guality and range of merchandise is well regarded by fans, and
considered even better among non-season ticket holders

Price is identified as the least positive area, but polarised in attitude
rather than wholly negative

53

2%

5%

5%

3%

5%
(2%)



Club Services & Facilities

Comment:

The fact that only around a quarter of fans hold negative opinions on the price of merchandise is a
strong result for Clubs. This pattern gains strength among Club merchandise purchasers and makes
for a strong rebuttal of views held outside the industry. This is particularly true as around 1 in 3 hold
positive opinions towards price.

The fact that some criticism, again around a quarter, is made of quality and range of merchandise
might give Clubs further room to build revenues through innovations. However, it is well known that
there has been heavy investment — compared to many European Leagues — and Clubs have
succeeded with developing major revenue streams already.

A signature to Clubs’ success in this area is the fact that design of away kits enjoys almost as much
appreciation as home kits.

| Fan Analysis: Quality, price and range of Club merchandise, design of home kit and design of away kit

) Here there is a general consensus in positive attitude among fans,

Design of particularly among season ticket holders at Chelsea, Southampton,

home kit Bolton Wanderers, Everton, Fulham, Newcastle United, West Ham
United, West Bromwich Albion, Manchester City and Blackburn

Figure 6.11 illustrates fan attitude towards the design of home kit correlated with the
proportion of fans that actually purchase Club replica kit
Base: All fans

I Replica kit purchasers I Replica kit non-purchasers

Very Good Good Poor Very Poor
(n=7,178) (n=13,707) (n=1,800) (n=702)

Fan attitude towards design of home kit

Over three quarters of those rating home kit design as very good also
purchase Club replica kit. That said, fan attitude seems less influential on
purchase as 6 in 10 of those that think the kit is poor still buy it - a sign of
the strength of allegiance.
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Quality of Club As with kit design, attitudes towards merchandise quality are generally
merchandise positive. The most satisfied season ticket holders are at Bolton Wanderers,

Sunderland, Manchester City, Liverpool and Chelsea.

Figure 6.12 illustrates fan attitude (very good/good) towards the design of home kit and
quality of Club merchandise by merchandise spending patterns
Base: All fans 90% -

83% 83%

80% o

Attitude towards home
kit design (n=28,599)

70% A

Attitude towards merchandise
quality (n=28,651)

60% o

50% -

% rating as very good/good

No spend on <£50 £51-£100 £101-£150 £150+
merchandise

Total spend on merchandise (over a season)

Range of Club merchandise is also generally well rated. As with guality and
merchandise kit design (see above), satisfaction with range increases in line with spend
on Club merchandise. Not surprisingly, greatest indifference is among those

fans that do not purchase Club merchandise.

Overall, fans at Chelsea, Liverpool and Manchester United display the
most positive attitude towards their Club’s range.

Design and Away kit design and colour attracts slightly less approval, but is still generally
colour of away well regarded by fans. The happiest with their away kit are season ticket
kit holders at Fulham. Figure 6.13 seems to indicate some revenue potential

with 1 in 5 fans that think the kit is very good not currently purchasing.

Figure 6.13 illustrates fan attitude towards the design and colour of the away kit
correlated with the proportion of fans that actually purchase Club replica kit
Base: All fans

I Replica kit purchasers

I Replica kit
non-purchasers

Very Good Good Poor Very Poor
(n=6,316) (n=11,795) (n=2,562) (n=1,321)

Fan attitude towards design & colour of away kit
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Price of Club Fans were mostly indifferent to, or negative about, the price of Products &
Merchandise. This pattern persists, albeit with improved attitude, among
those fans that spend significant amounts of money on merchandise over the
course of a season (see below).

merchandise

Figure 6.14 illustrates fan attitude towards the price of Club merchandise among
purchasers and non-purchasers

Base: All fans
I Very Good/Good |:| Neither Good nor Poor |:| Poor/Very Poor I Don’t Know

Non-Spender

(n=2,611) 29% 22% 33%

40% 24% ‘%%%\
- - )

Price of merchandise received most approval from season ticket holders at
Sunderland, Manchester City, West Bromwich Albion and Fulham.

£0-£50
(n=5,387)

£50+
(n=19,352)

An interesting pattern also exists with regard to fan income and attitude
towards price of merchandise (see below).

Figure 6.15 illustrates fan attitude towards the price of Club merchandise (% rating very
good/good) among fans on different income levels

Base: All fans
o 4% 4% 3%
|:| Very Good
o 26%
28% 26%
|:| Good 33%
Neither Good
nor Poor
I Poor
I Very Poor
20%
16%
I Don’t Know . 4%
o o %
< £20K £20K-£29K £30-£49K £50K+
(n=7,416) (n=6,884) (n=5,486) (n=3,119)
Fan Income

Here we see a worsening of attitude with increased income.
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General Issues

This section explores other areas of fan attitude not directly related to commercial activity, but which
are connected to the wider communities surrounding Clubs:

e Club work against racism

e Club work in the community (liaison with schools, community activities
and facilities for fans to bring children)

o Facilities for disabled fans

As Figure 6.16 highlights, there is very little dissatisfaction with these areas from either season or
non-season ticket holders. There are, however, higher levels of dont know response indicating
limited fan understanding across most areas.

Figure 6.16 highlights season ticket holder and non-season ticket holder attitude
towards a range of general issues

Base: All fans
I Very Good I Good |:| :s:tgg(r)rG ood |:| Poor |:| Very Poor I Don't Know
Season Ticket Holders Non-Season Ticket Holders
(n=21,927) (n=6,588)

Our work 39% 10%
against racism
1% Our work on 1%
34% 40% 8% ‘community’ 38%
activities
1% . ) 1%
o o o Liaison with o o
26% 31% 7% schools 29% 7%
2%
Q% Fa(f:lllt\e: for
19% 34% 17% o 21% b ansh Ig 18% 34% 17%
0, 0, rng cnilaren 0/
(22%) (7%) @1%) 6%) (%) (child companions, (20%) (37%) (23%)
N Facilities for
19% 28% 9% 3% 40% disabled fans 26%

Key Findings:

e Attitude towards Club work against racism is positive with virtually
no negative feedback to report. This situation is present among both
season ticket holders and non-season ticket holders

e The same is true for community activity, although here there were
generally fewer fans who gave an opinion, indicating limited
knowledge/understanding

e Liaison with schools is comparatively poorly understood. Those that

are aware of Club activity are mainly happy with the work being
done
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e Facilities for fans to bring children met with more approval from
those attending with child companions

e Knowledge of facilities for disabled fans is relatively low amongst
fans (particularly non-season ticket holders). Again, where known,
reaction is positive

Comment:

It is extremely encouraging — both in the context of Club Charters, but also for Clubs generally — to
see such a positive reaction from fans in the areas of Club work against racism and work on
community projects. Fans generally know about these areas and attitude is generally good. This
suggests that the efforts of Clubs to communicate with their surrounding community is proving
successful.

It is probably not surprising to learn that /iaison with schools is less well understood by fans, as
perhaps interaction, and therefore knowledge, would come via children. That said, positive opinion
hugely outstrips negative opinion, suggesting a high level of activity.

Facilities for fans to bring children is an area that most fans (8 in 10 season ticket holders) have an
opinion on — this is interesting as only 1 in 3 actually bring children to matches. In this regard,
attitude and knowledge outstrips behaviour. It is good to note that those attending with children are
more positive, but there is not a dramatic increase and you could argue that these fans should be
considerably more positive. This may reflect the way Clubs communicate their facilities for fans to
bring children i.e. they communicate to all fans rather than target those with children.

A considerable proportion of fans knew nothing of their Club’s disabled facilities — perhaps knowledge
of this area is on a ‘need-to-know’ basis. Among fans that hold opinions, fewer than 1 in 20 were
negative.
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Fan Analysis: Work against racism, work on community activities, liaison with schools, facilities to bring children, facilities

for disabled fans

Work against
racism

Here it is good to report a general consensus in views among fans
across all Clubs that standards are high.

Particular plaudits go to Charlton Athletic, Fulham and Arsenal,
where season ticket holder attitude towards the work being done is
very positive.

There is a similar reaction among ethnic minority fans, although to a
slightly lesser extent (see below).

Figure 6.17 illustrates fan attitude amongst ethnic minority fans towards their Club’s

work against racism
Base: All fans

% rating

Work on
community
activities

and Liaison
with schools

Facilities to
bring children

A White fans N Ethnic minority fans
(n=27,931) (n=392)

429
40% -+ 37% .7~
b —
poe 416™\
r \
R
.

30% /

30%

20% +

10% + A10%
.
.

.
9

RN \3 % 2%

. — =

4

0% . AL - — . 0% ‘
Very Good Good Neither Poor Very Poor
Good nor
Poor

Attitude towards working against racism

Over three quarters of season ticket holders and 7 in 10 non-season
ticket holders hold positive views with regard to Club work in the

community.

Fans at Charlton Athletic, Manchester City and Fulham are
most pleased with their Club’s performance in this area.

Interestingly it is these Clubs, with the addition of Sunderland, that
also attract the most positive attitude with regard to /Jaison with
schools. In this regard attitude is most positive amongst older fans
aged 65+ (67% very good/good).

There is more dissatisfaction with this area, combined with a greater
level of indifference amongst fans.

That said, Charlton Athletic and Sunderland attract the most
positive attitudes from both season ticket and non-season ticket
holders.
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Not surprisingly, attitude is most positive amongst fans that bring
children to matches, as illustrated below.

Figure 6.18 illustrates the proportion of fans that take children to matches that rate
facilities as good/poor

Base: All fans
Fig. 6.18 Child Companions
Total Take own children Take other children
(n=28,504) (n=7,526) (n=2,620)
% rating Very Good or Good 53% 58% 63%
% rating Very Poor or Poor 8% 11% 8%

Facilities for

disabled fans

Comparisons with the 2001 survey:

although
Southampton receive most approval.

overall

Charlton

Sunderland

Generally, relatively little is known about this area among fans,
Athletic,

and

Comparisons with the previous survey again highlight similarities in
attitude.

Figure 6.19 highlights the ratings for 2002/03 and 2001 for all fans across these areas:
work against racism, work on community activities and facilities for fans to bring

children
Base: All fans

Note:

Fig. 6.19 is based upon the
average ratings associated
with common factors across
surveys (average ratings
exclude don’t know response).
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7 Fan Expenditure & Value for Money

This section breaks down the fan expenditure associated with matchday and Club merchandise, and
also reports on fans’ perceptions of the value for money they receive from their Club:

e Matchday Consumables - confectionery, food and drink and gambling

e Club Merchandise - replica kit, videos & publications, clothing and
children’s products

e Value for Money — home matches and compared to other sporting events

We identify spending patterns associated with each area and build a picture of how direct Club
revenue, other than match ticket sales, is derived from fans across Premier League Clubs.

As a starting point we establish the proportion of fans that purchase consumable items at home
matches and the average spent at any one match where items are purchased. We then do the same
for Club merchandise with regard to season purchase behaviour.

Matchday Consumables

The proportion of season ticket holders and non-season ticket holders purchasing different
consumable items at matches varies considerably. The pattern, however, between season and non-
season ticket holders for each item is fairly similar.

Figure 7.1 highlights consumable items that are purchased on matchdays by season

ticket holders (STH) and non-season ticket holders (NSTH) Associated average
Base: All fans (n=28,720) spend at any one match
Purchase Non-Purchase (spenders)
Match
so%% £2.90
Food/meals
£3.60
STH L7 59% £1.60
Soft drinks
NSTH 49% £1.90
STH EENCN 61%
Alcoholic - ? £4.60
drinks
NSTH 56% £4.90
STH
Confectionery / ECI  70% £2.00
snacks
NSTH 41% [EERA £2.30
Note:
Match and Season spend estimates ) STH 75% £3.80
based upon spenders only. Betting
Amongst NSTH, season spend is NSTH 76% £4.50
based upon average match
attendance (9 per season). STH STH
estimates are based upon average (|, lottery tickets 80% £1.30
STH attendance (18 per season).
NSTH m 83% £1.60

Key Findings:
e Food/meals and soft drinks constitute the most common purchases.
Overall, around 4 in 10 fans season ticket holders purchase these items
at home matches

e Greatest matchday revenue is derived from alcoholic drinks, although
fewer than 4 in 10 purchase these items on matchdays. The average
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spend at any one matchday here is £4.60 for season ticket holders, and
£4.90 for non-season ticket holders

e Betting and Club lottery tickets attract the lowest matchday spend thus
contribute least to overall Club revenue

The National Fan Survey provides the opportunity to conduct further analysis
looking in more detail at the range and mix of items purchased by fans on any
single matchday.

Figure 7.2 illustrates the range of different consumable purchases (e.g.
confectionery/snacks, soft drinks, etc) among fans purchasing a different nhumber of
items on matchday

Base: All fans (n=29,087)

FFi{Q- IZ_-Z o brack Volume of Consumables Purchased at any one match
(Ranking in brackets) 1 item 2 items 3-4 items 5+ items
9% of fans 19% 24% 32% 5%
Confectionery/snacks 8% (6) 28% (4) 60% (4) 90% (4)
Other foods and meals 15% (4) 44% (2) 76% (1) 95% (1)
Soft drinks 22% (2) 47% (1) 71% (2) 94% (2)
Alcoholic drinks 26% (1) 43% (3) 61% (3) 91% (3)
Club lottery tickets 17% (3) 16% (6) 28% (6) 65% (6)
Betting 11% (5) 22% (5) 40% (5) 84% (5)

Among single item purchasers, drinks (alcoholic and soft) emerge as the most
common purchases. Other food and meals become increasingly more frequent
purchases among fans that purchase in at least two or more areas.

Another key area to report here is with regard to pre-kick off arrival and
matchday spending. Here we see greater spend among earlier arrivals which
suggests a potential opportunity for Clubs were they able to influence this area.

Figure 7.3 illustrates the volume of consumable merchandise across time of arrival in the

ground
Base: All fans
Average Spend g5 g5 £5.30 £5.20 £5.60 £6.00 £7.30 £11.50
4% o 5 % . 6% . 7% . 10%
5+ consumable 27% T
. C 30%
items 32%
38%
bl - 42%
3-4 consumable ~ 45%
|:| items N N
1-2 consumable ™
|:| items 49% 45% e \
43%
42%
40%
I No purchase 36%
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Just before Up to Up to Up to Up to Up to Up to
(n=3,090) 10 minutes 20 minutes 30 minutes 45 minutes 1hr 1+ hrs
(n=5,069) (n=6,669) (n=6,015) (n=3507) (n=3,131) (n=1,147)

Pre-match arrival in the ground

As illustrated above, the range and spend of items purchased increases with
earlier arrival.
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Comment:

The findings in this survey suggest that fans purchase matchday consumables in considerable
volume. Clearly, the categories covered in the survey are broad, but we can give a good indication of
purchase preferences.

We are also able to demonstrate the link between arrival and spend — the greatest increment being
visible among fans arriving at the ground up to 1 hour before kick-off. These fans do not only
purchase a wider range of items at any single home match, but they actually spend considerably
more in doing so. This finding goes some way to justifying Club investment aimed at enticing fans
into grounds earlier.

Whilst this makes for a useful, but not particularly surprising finding, it is enlightened further if we
reiterate fans’ willingness to arrive earlier. Here we can point to enticements such as better range of
food & drink, lower prices and more comfortable concourses. With increased revenue in mind, we
might expect Clubs to look more closely at strategies of achieving this. It is likely, however, that any
serious attempt to address this will involve investment, some of which is visible in Clubs’ aspirations
to improve grounds, and in some instances to build entirely new stadiums. Findings in this research
contribute to the discussion.

| Fan Analysis: Food or meals, soft drinks, alcoholic drinks, confectionery/snacks, betting and Club lotteries

Food or meals

Food and meals is equal highest in terms of purchase behaviour. Overall, 4 in 10
fans buy food or meals on matchdays, a proportion that is slightly higher among
non-season ticket holders (1 in 2). A consistent picture exists across Clubs here.

In terms of matchday companions, 1 in 2 fans that attend with children (either
their own, or others) purchase food or meals. This compares to 37% among fans
attending on their own - these being generally less likely to purchase
consumable items.

Figure 7.4 illustrates the proportion of fans spending in the area of foods or meals by age

Base: All fans
Fig. 7.4 Fan Age
16-24 25-34 35-44 45-54 55-64 65+
(n=2,172) (n=5,510) (n=8,664) (n=6,507) (n=3,157) (n=2,125)
Food/meal purchase 54% 52% 48% 41% 29% 21%

Soft drinks

Figure 7.5 highlights purchase variation of soft drinks by matchday companion

The table above illustrates a general purchase pattern that exists across all
consumable items but which is magnified for food and meals, namely that
likelihood of purchasing consumables at matches diminishes with age.

An identical picture to that of food/meals emerges with regard to soft drinks, in
that around 4 in 10 season ticket holders purchase these items.

Base: All fans
Fig. 7.5 Matchday Companion
Adult friends Partner/ Other adult Usually My children | Other children
(n=15,687) spouse family alone (n=7,571) (n=2,627)
(n=5,772) (n=9,311) (n=2,910)
Soft drink purchase 40% 53% 46% 37% 58% 54%
Average spend (spenders) £1.70 £1.90 £1.70 £1.20 £2.00 £1.95
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Along with those fans attending with children, female fans are more prolific than
male fans with regard to soft drink purchase, with more than 1 in 2 (54%)
purchasing at matches, compared to 4 in 10 male fans (42%).

Alcoholic drinks are purchased by 4 in 10 fans overall, a proportion that rises
again among non-season ticket holders (1 in 2).

Male fans are more common purchasers of alcoholic drinks than female fans
(42% vs. 27% female).

Alcoholic drinks

Figure 7.6 highlights purchase of alcoholic drinks by matchday companion. Base: A/l fans

Amount Spent on
Alcoholic Drinks

I Spend £10+

1% 2% 2% 3% 2% 3%

o 7% 9
7% 8% 8%
° 10%

16%

21%

21% 21% 21%

26%
|:| Spend £6-£10

|:| Spend £3-£5

I Spend up to £2

Do not
purchase

Usually My Other adult Partner/ Other Adult
alone children family spouse children friends
(n=2,910) (n=7,571)  (n=9,311) (n=5772)  (n=2627)  (n=15687)

Matchday companion

Purchase of alcoholic drinks is most common among fans attending with adu/t
friends, and least common among fans that usually attend alone. Here, some
further patterns merit highlighting (see below).

Figure 7.7 illustrates alcoholic drink purchase on any one matchday by age. Base: A/l fans

Fig. 7.7 Fan Age
Total 16-24 25-34 35-44 45-54 55-64 65+
(n=28,720) (n=2,172) (n=5,510) (n=8,664) (n=6,507) (n=3,157) (n=2,125)
Percentage of fans spending 40% 48% 55% 44% 35% 27% 20%
Average spent (spenders) £4.70 £5.10 £5.00 £4.80 £4.40 £4.10 £3.60
Purchase of alcoholic drink diminishes with age of fans.
Figure 7.8 illustrates alcoholic drink purchase by time of arrival. Base: All fans
Fig. 7.8 Time of arrival in ground
Total Up to Up to Up to Up to Up to Up to
(n=28,720) 10 min 20 min 30 min 45 min 1hr thr+
(n=8,159) (n=6,669) (n=6,015) (n=3,507) (n=3,131) (n=1,147)
Percentage of fans spending 40% 45% 38% 37% 39% 40% 47%
Average spent (spenders) £4.70 £4.83 £4.38 £4.38 £4.39 £5.02 £6.53

Purchase of alcoholic drinks is most common among fans arriving up to 10
minutes before kick off and those arriving more than an hour before kick off.
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Similarly, around 1 in 3 fans purchase confectionery at home matches. Again,
this proportion is greatest among non-season ticket holders where proportions
rise to around 4 in 10 (41%).

The average amount spent on confectionery (among those purchasing) is £2
among season ticket holders and £2.30 among non-season ticket holders.

Betting is a minority spend activity amongst fans, with only 1 in 4 partaking on
matchdays. This proportion remains virtually identical for both season ticket and
non-season ticket holders.

Figure 7.9 illustrates the incidence of matchday betting by fan income

Base: All fans
Fig. 7.9 Fan Income
Total <£20K £20-£29K £30-£49K £50K+
(n=28,720) (n=7,453) (n=6,888) (n=5,487) (n=3,113)
Percentage of fans spending 25% 31% 29% 24% 20%
Average spent (spenders) £4.00 £3.45 £3.80 £4.50 £6.20

Club lottery

Turning to Club lotteries, only 1 in 5 fans purchase tickets or scratch cards,
highlighting this area as a lower area of spend generally. For those that do
purchase, the average spend is marginally higher amongst non-season ticket
holders than season ticket holders (£1.60 and £1.30 respectively).

Here, however, we see a reversal of the age trend seen in other areas with
frequency of purchase increasing with fan age (see Figure 7.10). Even then we
still see little more than 1 in 4 fans aged 65+ buy Club lottery tickets.

Figure 7.10 illustrates spend associated with Club Lotteries by age

Base: All fans
Fig. 7.10 Fan Age
Total 16-24 25-34 35-44 45-54 55-64 65+
(n=28,720) | =2172) | (n=5510 | (n=8664) | (n=6507) | n=3157 | (n=2125)
Percentage of fans spending 20% 14% 15% 17% 22% 26% 28%
Average spent (spenders) £1.40 £1.30 £1.40 £1.45 £1.30 £1.40 £1.30
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Club Merchandise

Before looking in some depth at the variety of spending patterns associated with Club merchandise,
the overall picture with regard to purchase behaviour is illustrated below.

Figure 7.11 highlights the proportion of fans purchasing merchandise items over the

course of a season

Base: All fans (n=28,662)

I Do purchase over the season |:| Do not purchase over the season

Average
Season Spend

s 36% £53
Club replica kit

3% £51

Adult lub clothing ™" 38% £42
(not kit)

Club videos and STH a6% £19
publications

7% £18

64% £34
Children’s products
(not kit)

63% £33

- 36% £22

Note:

Season spend estimates Other club prOdu_Cts
based upon spenders only. and merchandise

T 31% £23

Key Findings:
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The pattern of merchandise purchase is very similar for season and non-
season ticket holders

Around two thirds of fans purchase Club replica kit — this is the greatest
single contributor to merchandise revenues from both our season ticket
(£53) and non-season ticket holder samples (£51)

Adult Club clothing (not kit) is a majority purchase (6 in 10 fans) — again
proportions are very similar between season and non-season ticket
holders. Average spend here is less than that associated with replica kit,
but this area still attracts the second highest merchandise revenues over
the course of a season (£42 and £41 respectively for season and non-
season ticket holders)

More than 1 in 2 fans purchase Club video and publications — average
spend is virtually identical among season ticket and non-season ticket
holders, but is the lowest associated with all Club merchandise

Children’s products (not kit) are purchased by over a third of season
ticket holders overall — this nearly doubles to around 6 in 10 for fans
attending with children (58% for those attending with own children) —
these constituting around a third of fans in the survey
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e Only 1 in 10 fans do not purchase any of the items covered in the
survey. These are predominantly o/der fans (65+, 27%), and
unemployed fans (23%) - perhaps interest and expense are factors here

As with matchday consumables, we can look at overall purchase behaviour and
detail the range and mix of merchandise items purchased by fans.

Figure 7.12 illustrates the range and number of different items purchased over a season,
highlighting where single and multi-purchase is most common
Base: All fans (n=25,973)

Fig.7.12 Range of Merchandise items
(Rankings in brackets) purchased over a season
1item (n=3585) | 2items (n=5208) | 3-4 items (n=12858)
% of fans purchasing merchandise 14% 20% 50%
Other products/merchandise 17% (4) 48% (2) 86% (1)
Club replica kit 38% (1) 51% (1) 80% (2=)
Club videos & publications 20% (2) 36% (4) 67% (4)
Adult Club clothing (not kit) 19% (3) 46% (3) 80% (2=)
Children’s products (not kit) 6% (5) 18% (5) 38% (5)

Replica kit (38%) is the most common purchase among single item purchasers.
Similarly, 1 in 2 fans purchasing 2 merchandise items over the course of a
season will include a Club replica kit as one of these purchases. Here though we
also see the importance of range emerge, with 1 in 2 also purchasing other
products/merchandise. These items become the most popular purchases among
‘multi-purchasers’ (3-4 items).

Purchase of children’s products (not kit) is far less frequent, even among those
fans purchasing 3 or 4 merchandise items. This in turn reflects the proportion of
fans with children, or attending with children.

A further key aspect here is the closer the fan to their Club (in terms of
commitment) the more merchandise items are purchased, and the greater the
average spend (see Fig 7.13).

Figure 7.13 illustrates the number of different merchandise items that are purchased
over a season based upon fan commitment to Club (Fanatic, Very Keen, Keen, etc)

Base: All fans

B T ]

Average Income  zp5x £32K £37K £37K £32K £31K
Average Spend  £143 £107 £86 £65 £36 £70

w
R

12%

22% 18% 21%
5 items
38%
3-4 items % 20%
2 items
19%
. 20%
o -

Non-purchaser

Fanatical Very Keen Keen Quite Keen Occasional Follower
(n=1,387) (n=14,938) (n=8,806) (n=3,040) Attenders (n=115)

Commitment to Club ~ "**?
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Comment:

The fact that only 1 in 10 fans would not purchase Club products during the season is a strong
reflection of the success of merchandise generally. It also highlights the general demand for Club
products.

It is interesting that fans living furthest from their Club grounds are more likely to purchase Club
merchandise (19 in 20). These fans attend fewer matches and one hypothesis would be that
merchandise purchase substitutes, or makes up for inability to attend — a clear link is suggested in
the data.

The data also highlights the importance and value of replica kit — approaching 2 in 3 season ticket
holders purchase Club replica kit — a proportion that has steadily increased since 2000 (64% from
58% in 2001, from 55% in 2000, although in previous years the research has been based solely on
replica shirts). This encouraging data coincides with an apparent evaporation of media criticism that
Clubs cynically exploit fans’ allegiance with frequent and multiple replica kit changes. As a measure of
commitment it is interesting to see fans of promoted Clubs among the highest kit purchasers in the
Premier League.

Not surprisingly, fans that describe themselves as closest and more committed are also the leading
purchasers of Club merchandise.

It would be expected that the wide spectrum of fan allegiance — from attender fanatics to loosely
attached non-attending supporters — will express equally wide levels of likely expenditure and style
requirements. Clubs may yet not be able to tap fully the wider market of non-attending supporters
who may not wish to emblazon an allegiance by wearing a replica kit, but may be interested in softer
Club references and more novel, tighter targeted merchandise items, and of perhaps a higher quality
and price point.

Our final observation here is in the area of Children’s products. Not surprisingly fans with children buy
more children’s products — this raises the issue of parental succession (in Club support) and
cementing support behaviour when greatest influence can be made. It is, however, important to
highlight that 1 in 5 fans without children at home also purchase child merchandise. This acts to
illustrate the wider market (extended families and friends etc) that exists for these items and a
potential that may yet be open to Clubs.

68



Fan Expenditure & Value For Money

Fan Analysis: club replica kit adult clothing (not kit), Club videos and publications, children’s products (not kit), other
products and merchandise

Club replica kit

Note:
2001 data specifically refers to
new Club shirts, not Club kit

Club replica kitis purchased by around 2 in 3 fans (64%, up from 58% -
see note) and in similar proportions between season ticket and non-
season ticket holders (64% and 67% respectively) — this being reflected
by the similar amount spent by both types of fan (average of £53 and
£51 respectively).

Overall, few fans spend more than £100 in the area of replica kit (4%),
with the majority (1 in 2) spending between £20 and £60. This range
best reflects the average cost of a replica kit (shirt, shorts and socks — or
any combination of these items).

As with most areas of Club merchandise, the amount and likelihood of
spend drops with age (see below), but interestingly, remains virtually
identical between male and female fans (65% and 67% respectively).

Figure 7.14 highlights the proportion of fans that buy Club replica kit over a season

acCross age
Base: All fans
Fig. 7.14 Fan Age
16-24 25-34 35-44 45-54 55-64 65+
(n=2,183) (n=5512) (n=8,661) (n=6,509) (n=3,137) (n=2,070)
Percentage of fans purchasing Club replica kit 88% 74% 72% 61% 42% 29%
Average spent (spenders) £51 £50 £57 £52 £45 £44

There is some variation in replica kit purchase by Club - the extremes
here are Sunderland (as identified in the previous survey) and
Southampton (see below) — but even here the majority of fans
purchase kit (e.g. 54% of Southampton season ticket holders).

Figure 7.15 illustrates Club replica kit purchase among season ticket holders by Club
Base: Season ticket holders only (n=22,012)

Sunderland |

73% ]

72% ]

West Bromwich Albion |

65%

Leeds United | 71% |
Manchester City 71% |
Newcastle Unitedi 71% ]
Birmingham Cityi 66% ]
Middlesbrough | 66% |
Tottenham Hotspur | 65% |
Everton | 65% ]
Chelsea 65% l
West Ham Unitedi 65% ]
|

Bolton Wanderers |

62%

Charlton Athletic |

Arsenal | 61%

Aston Villa 61%

Blackburn Rovers 61%

Manchester United 1 59%

Liverpool | S

Fulham | 3

54%

Southampton |
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Adult clothing
(not kit)

Similar numbers purchase adult clothing as purchase Club replica kit
(62% compared to 64%). In fact, three quarters of fans that purchase
aault clothing also purchase replica kit, highlighting these items as
mainstays of Club merchandising.

This is further strengthened by a seemingly dramatic rise in the
likelihood of purchase this year among male (61%, up from 48%) and
female fans (70%, up from 56%).

Figure 7.16 illustrates likelihood to purchase adult clothing (not kit) by gender

Base: All fans

|:| 2002/03 Fan Survey

I 2001 Fan Survey

75% % Likely to Purchase Adult Clothing (not kit)

70%

65% -

61%

55% -

48%
45% -

Female Fans
(n=4,001)

Male Fans
(n=24,139)

As with Club replica kit, the proportion purchasing adult clothing is
virtually identical between season and non-season ticket holders, but is
greater still among fermale fans (70% female vs. 61% males).

Interestingly, the pattern of purchase associated with adu/t clothing
decreases with fan income (i.e. the more a fan earns, the less likely they
are to spend on adult Club clothing and merchandise generally). This
was visible in the previous survey and is a general finding associated
with most areas of matchday and merchandise expenditure.

Figure 7.17 illustrates likelihood to purchase adult clothing by fan income

Base: All fans
Fig. 7.17 Fan Income
<£20K £20-£29K £30-£49K £50K+
(n=7,454) (n=6,880) (n=5472) (n=3,107)
Percentage of fans purchasing adult clothing 69% 67% 62% 54%
Average spent (spenders) £41 £43 £42 £46

70

The average amount spent (on adult clothing) amongst season ticket

holders is £42.
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and

publications
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Overall, more than 1 in 2 fans purchase Club videos and publications.
This area has seen dramatic increases in purchase volume since the last
survey (although this year 'publications”has been incorporated into the
question). This is the case for both male and female fans (see below):

Figure 7.18 illustrates likelihood to purchase Club videos and publications by gender

Base: All fans

Note:

*2001 figures refer to family
and personal purchase of
“Club Videos” only

Children’s

products
(not kit)

Fig. 7.18 FA Premier League National Fan Survey
2002/03 2001*

Male fans (n=24,139) 54% 31%

Female fans (n=4,001) 58% 34%

The average amount spent by season ticket holders that purchase these
merchandise items is £19.

Overall purchase of children’s products is lower than for other types of
merchandise (1 in 3 fans purchase overall). This perhaps might be
expected given that this proportion is in line with that of fans that have
school-aged children in the survey. Even here though we can report an
overall rise in the purchase behaviour of both male fans (36%, up from
27%) and female fans (38%, up from 29%) — these represent healthy
increases in the likelihood of purchasing this type of merchandise.

Not surprisingly, greatest likelihood of purchase rests with those fans
that have school-aged children. Here, purchase is more than twice as
likely than those without children (see Figure 7.19), although
interestingly, around 1 in 5 fans that have no children do purchase items
with the associated spend being significant (average of £28).

Figure 7.19 illustrates likelihood of purchasing children’s products (not kit)

Base: All fans

Note:

*Average spend based upon
those purchasing
merchandise

Other Club
products and

merchandise

Fig. 7.19 Proportion of fans Average

purchasing children’s Spend*
products (not kit)

Fans with children (boys) 70% £38

(n=7,036)

Fans with children (girls) 64% £36

(n=6,033)

Fans with no children 21% £28

(n=18,870)

More than 6 in 10 fans (65%) purchase other Club products and
merchandise. This proportion rises slightly for non-season ticket holders
(69% compared to 64% season ticket holders).

Other products are the most common additional purchase among fans

highlighting the wide range (covering high and low cost products) of
merchandise items that are offered by Clubs.
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Value for Money

A fitting way to conclude the report is to comment on fan perceptions of
the value for money they receive from their Club. This we have done for
Club matches and also compared to other professional sporting events
that have been attended by fans.

Value for

money

Figure 7.20 highlights the proportion of season ticket holders that consider their Club to
provide Good Value, or Reasonable Value for money
Base: Season ticket holders only (n=22,204)

West Bromwich Albion 36% 3% 1%
Charlton Athletic 5% 6%
Manchester United 5% 6%
Middlesbrough % 5%
Manchester City 54% 5% 5%
I Good Value Arsenal 49% 5% 10%
Blackburm Rovers &% &%
Liverpool s 9%
I Reasonable Value Everton 55% 6% 7%
Bolton Wanderers 55% 5% 10%
Southampton o
D Not Sure Birmingham City 8% 1%
Newcastle United ) Gho | i
Sunderland o 20
|:| Not Very Good/ Aston Villa 57% 9% 15%
Poor Value Fulham 70 7% 20%
Chelsea o 1o
Leeds United 2670 % 23%
Tottenham Hotspur So% 10% 21%
51% 10% 27%

West Ham United

As illustrated above, the overall reaction from fans is positive. This is the
case for both season and non-season ticket holders (although non-
season ticket holders are slightly less positive). However, differences
exist in strength of opinion with 6 in 10 season ticket holders at West
Bromwich Albion considering value for money to be good, compared
to 4 in 10 at Charlton Athletic and Manchester United.

At the other end of the scale, reaction is still reasonably positive - at
West Ham United, Tottenham Hotspur, Leeds United, Chelsea
and Fulham.

Attitudes vary by age (see below).

Figure 7.21 illustrates value for money perception by fan age. Base: All fans

Fig. 7.21 Fan Age

All fans 16-24 25-34 35-44 45-54 55-64 65+

(n=26,853) (n=2177) | (n=5,513) | (n=8,69) | (n=6,550) | (n=3,190) | (n=2159)

Good value 27% 28% 23% 23% 27% 32% 40%
Reasonable value 53% 51% 54% 55% 54% 52% 48%
Not sure 7% 9% 9% 8% 7% 5% 5%
Not very good value 10% 9% 11% 12% 10% 9% 6%
Poor value 2% 3% 2% 2% 3% 2% 1%
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Interestingly, the most positive appraisal of value for money comes from
fans that are unemployed (86% good/reasonable value) or retired (83%
good/reasonable value) — these fans however, only account for 12% of
our sample.

We then asked our sample of fans whether they had attended another
live professional sporting event in the last 6 months. If they had, we
asked them to compare value for money for these event(s) against
Premier League matches.

Overall, 33% of season ticket holders and 38% of non-season ticket
holders had attended other events and therefore qualified for this
question.

Figure 7.22 illustrates value for money of other sporting events against that received

from Club.

Base: All fans attending other professional sporting events in the last 6 months

Season ticket holders

(n=7,265)

Non-season ticket holders

(n=2,488)

21%

Better value
(Club)

20%

50%
About the
same

Worse value

47%

(Club) 319

2%

Don't know
2%

As illustrated above, of those that had attended other events, most
considered their Clubs to deliver either better (21%), or about the same
(50%) value as other events that they'd attended.
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Comment:

Our final comment addresses value for money perceptions. This is an area that perhaps offers an
alternative insight into fan perceptions of the whole Club experience and, as such, is extremely useful
to explore further.

Overall, it must be considered extremely encouraging that the vast majority of fans (7 in 10) either
give a good or reasonable rating for value for money. There are, of course, variations, but this
suggests a positive and realistic review of the way that fans perceive this area. It is further
encouraging to note that Clubs compare reasonably well to other events — again there are variations
here.

It will likely always be the case that where Club (on-pitch performance) expectations have been met,
or exceeded, then value for money perceptions will be high, and conversely where they haven't it will
be lower. However, team performance is difficult to guarantee, and for some Clubs, inability to
purchase top players makes this area even more difficult.

Value for money perceptions may therefore come down to each and every matchday and Club’s
efforts to satisfy their audience. Here we include both the team on the pitch, and the staff
throughout the stadium that are there to deliver high levels of customer satisfaction — be it on the
pitch or selling merchandise or drinks at half time.

It is clear from the findings of this research that Clubs are generally succeeding in the latter, yet
there may still be some areas that if improved, could enhance the experience still further.
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