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Abstract

This study aims to identify segments of members in a professional football team, and to compare
service quality perceptions and behavioral intentions among these segments. The members
registered in the club’s database were invited to complete a survey including demographic
guestions, measures of consumer behavior, service quality, and behavioral intentions. The results
from a sample of 6820 participants allowed the identification of three distinct segments, named as
‘Occasional’, ‘Die-hard’, and ‘Weekend Lovers’. Results also indicate that these three segments of
members showed statistically significant differences regarding service quality perceptions and
behavioral intentions. Managerial implications of these results are discussed and suggestions for
future research are provided.
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Segmentacgdo de socios, qualidade do servico e intengdes comportamentais.
Um estudo de caso com uma equipa profissional de futebol

Resumo

Este estudo teve como objetivos identificar diferentes segmentos de sécios de uma equipa de
profissional de futebol e comparar a percecdo da qualidade do servico e as intencdes
comportamentais entre os segmentos. Os sdcios registados na base de dados do clube foram
convidados a responder a um questiondrio que incluia questdes demograficas, varidveis de
comportamento de consumo, qualidade do servico e intencdes comportamentais. Os resultados
obtidos através de uma amostra de 6820 sdcios permitiram identificar trés segmentos distintos de


rbiscaia@fmh.utl.pt
acorreia@fmh.utl.pt
vildemenezes@hotmail.com
arosado@fmh.utl.pt
ccolaco@fmh.utl.pt

R. Biscaia, A. Correia, V.G. Menezes, A. Rosado, C. Colaco

sécios denominados por ‘Ocasionais’, ‘Fanaticos’ e ‘Domingueiros’. Os resultados indicaram ainda
gue os trés segmentos de sécios apresentam diferencas estatisticamente significativas em relagéo
a percecao da qualidade do servigco e intengdes comportamentais. Implicacdes de gestdo destes
resultados sado discutidas e sugestdes para futuras pesquisas sao apresentadas.

Palavras-Chave: Soécios. Comportamento do consumidor. Qualidade do servico. Intencdes
comportamentais. Futebol.

Segmentacion de socios, calidad del servicio e intenciones de comportamiento.
Un estudio de caso de un equipo de fatbol profesional

Resumen

Este estudio tuvo como objetivo identificar segmentos de socios de un equipo de futbol profesional
y comparar la percepcion de la calidad del servicio y las intenciones de comportamiento de cada
segmento. Se solicito la participacion voluntaria de los socios registrados en la base de datos del
club, para responder a un cuestionario que incluia preguntas demogréficas, medidas de
comportamiento del consumidor, de calidad del servicio y sobre las intenciones de comportamiento
futuro. Los resultados de una muestra de 6820 participantes permitieron la identificacion de tres
segmentos de socios que fueron nombrados los ‘Ocasionales’, los ‘Fanaticos’ y los ‘Amantes del fin
de semana’. Los resultados también indicaron que estos tres segmentos de socios presentan
diferencias estadisticamente significativas con respecto a la percepcién de la calidad del servicio y
las intenciones de comportamiento. Se discuten las implicaciones gerenciales de estos resultados y
se sugieren lineas futuras de investigacion.

Palabras Clave: Socios. Comportamiento del consumidor. Calidad del servicio. Intenciones de
comportamiento. Futbol.

Introduction

The increasing competition in leisure activities has emphasized the need for professional sport
teams to strengthen their link with fans in order to build competitive advantage. In spectator sports,
consumers’ perceptions of service quality and behavioral intentions have been considered pivotal
for the clubs’ management (Theodorakis & Alexandris, 2008; Yoshida & James, 2010) due to its
influence on long-term profitability (Cronin, Brady, & Hult, 2000; Kelley & Turley, 2001). There is a
general agreement that service quality is a multi-dimensional construct (Brady & Cronin, 2001), and
sport scholars have adopted grounded models from the service-related literature (e.g.,
Parasuraman, Zeithaml, & Berry, 1988; Gronroos, 1988) as basis for measuring service quality in
spectator sports (e.g., Diaz, Verdugo, & Florencio, 2012; McDonald, Sutton, & Milne, 1995). One of
the most popular models of service quality in spectator sports is the SPORTSERV (Theodorakis,
Kambitsis, Laios, & Koustelios, 2001; Theodorakis & Alexandris, 2008), consisting of five
dimensions: tangibles, responsiveness, access, security, and reliability. This model was important to
understand the role of service quality at spectator sports, yet its dimensions are focused on the
peripheral aspects of the service delivery and neglect the core attributes (e.g., the game itself).
Thus, the measurement of service quality should be complemented by specific aspects of spectator
sports such as the technical and environmental attributes (Koo et al., 2009; Kuenzel & Yassim,
2007). On the other hand, the literature also refers to behavioral intentions as a multi-dimensional
construct (Zeithaml, Berry, & Parasuraman, 1996). According to Zeithaml et al. (1996), favorable
behavioral intentions include aspects such as saying positive things about the company,
recommending the service to others, remaining loyal, and spending more money in products and
services. The conceptualization of behavioral intentions has been successfully adapted to the
spectator sport context (e.g., Theodorakis & Alexandris, 2008) through the dimensions of
repurchase intentions, and word-of-mouth, which represent key aspects for the clubs’ management
(Yoshida & James, 2010).
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Previous literature suggests that the affiliated members of the clubs (i.e., paid-up members) have
more favorable perceptions of their consumption experiences (Fisher & Wakefield, 1998). This link
with the club has obvious managerial implications such as game attendance, word-of-mouth
communications, season ticket purchases, or merchandise sales (Dale, lwaarden, Wiele, Williams,
2005; Boyle & Magnuson, 2007). However, service quality perceptions and goodwill towards the
team could differ according to consumer’s demographics or lifestyle (Kim, Yoo, & Pederson, 2007;
Shaw & McDonald, 2006). Thus, the practice of identifying groups among the members of the clubs
is vital because sport organizations cannot obtain a strong foothold within the marketplace if these
segments are not identified and managed appropriately (Ross, 2007). Segmentation enables the
identification of market opportunities, and sets the guidelines for the formulation of marketing
strategies and allocation of resources (Bednarik, éugman, Urank, & Kova¢, 2007). The most
prevalent segmentation approach over the last decades has been based on demographic variables
(Woo, 1998). However, recent literature suggests that effective segmentation practices can result
from developing a deep understanding beyond the mere demographic profiles (Kim et al., 2007;
Rohm, Milne, & McDonald, 2006). Thus, the segmentation of sport consumers should include
consumer behavioral variables (Kotler, 2000) as complement of demographic information, given that
individuals respond in myriad ways when thinking about certain objects or concepts in a specific
situation (Kim et al., 2007).

Market segmentation is extremely pertinent in professional team sports such as football because of
its extensive global popularity and the ability to generate high incomes and revenues (Bauer,
Stokburger-Sauer, & Exler, 2008). For example, during the the 2008-2009 season, about 54 million
spectators attended games in the top divisions of European football leagues in England, France,
Germany, Italy and Spain (Koenigstorfer, Groeppel-Klein, & Kunkel, 2010). In another example, the
top Portuguese professional football league attracted 2.5 million spectators in the 2008/2009
season (Liga Portuguesa de Futebol Profissional, 2011), and the team with better average
attendance was Sport Lisboa e Benfica, with 46.737 spectators per game. Still, game attendance is
currently decreasing in all Portuguese clubs and financial management is becoming harder
(Deloitte, 2010). To that extent, this study represents a case study of a team from the top
Portuguese professional football league, and the purpose is twofold. First, this study attempts to
identify distinct segments of the affiliated members of that team. Second, this study seeks to
compare the perception of service quality and behavioral intentions among different members of the
team. It is expected that knowledge derived from this case study may aid the managers of this team,
in particular, and club managers, in general, in developing marketing strategies to increase game
attendance, as well as expanding their members’ base.

Method
Sample and data collection

The study was conducted with a sample of members registered in the database of a team from the
Portuguese professional football league. This team is located in Lisbon and has a history containing
several national and international titles. Also, the team enjoys strong fan support, and was one of
the top teams in Europe in terms of overall revenues during 2011 (Deloitte, 2012). With the support
of the marketing personnel, a survey was sent to the emails registered in the club’s database asking
members to complete a questionnaire about their team. The option for a mail survey was decided
jointly with the club's marketing personnel in order to collect a large sample within a short period of
time. However, it should be noted that this method may limit the representativeness of the sample.
All participants voluntarily accepted to participate under the guarantee of anonymity of their
responses. The survey link was active during one week and a total of 10.041 surveys were
collected. After data screening, cleaning, and removing outliers, 6820 surveys were deemed
suitable for data analysis. The majority of respondents were males (87.5%) and ages ranged from
16 to 76 years old, predominantly in the 30-39 age bracket (30.0%). Most of respondents had
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college graduation (47.8%). More than half indicated that were living at less than 50 km from the
stadium (56.2%), while about one-third was living at a distance of more than 200km (26.4%). Almost
half mentioned they typically attend more than 9 games per season (40.5%), and more than two-
thirds were not season ticket holders (72.3%). Also, the majority reported visiting the stadium
shopping at game days (79.0%).

Instrument

The survey included demographic questions (gender, age, education level, distance Home-
Stadium), consumer behavior variables (average games attended per season, type of ticket, and
visits to the shopping at the stadium), and a total of 35 items divided into two sections. The first
section was designed to assess service quality and included 29 items. The 20 items proposed in the
SPORTSERYV scale (Theodorakis & Alexandris, 2008) were adapted to assess five constructs:
Tangibles (five items), Responsiveness (four items), Access (four items), Security (four items), and
Reliability (three items). In addition, two constructs were included to assess Auditory (i.e., ambient
conditions derived from the crowd noise) and Game Quality (i.e., perception of team performance).
The construct of Auditory included five items. Four of these items were derived from Kuenzel and
Yassim (2007), while one item was designed to measure members’ perception of the show
performed by the club’s mascot. To assess Game Quality, two items were adopted from Kuenzel
and Yassim (2007), and two additional items regarding team success were designed to increase
construct reliability and decrease measurement errors (Churchill, 1979). The second section was
designed to measure behavioral intentions and included six items. The two constructs proposed by
Theodorakis and Alexandris (2008) were used in this section: Repurchase Intentions (three items)
and Word-of-mouth (three items). All survey items were required to answer and measured through a
10-point scale (1=strongly disagree, 10=strongly agree).

Data Analysis

Data were analyzed using SPSS 19.0. A confirmatory factor analysis (CFA) was performed to
confirm the proposed structure of the measurement model including the constructs related to
service quality and behavioral intentions. The appropriateness of the model to the data was
assessed with comparative-of-fit-index (CFl), goodness-of-fit index (GFI), and root mean square
error of approximation (RMSEA). Internal consistency of the constructs was estimated through
composite reliability, and convergent validity was evaluated through the average variance extracted
(AVE) (Fornell & Larcker, 1981; Hair, Black, Babin, Anderson, & Tatham, 2005). A two-step cluster
analysis was conducted to identify distinct segments among the team members. The use of this
method is justified by the large dataset and the fact this study includes both continuous and
categorical variables to identify segments (Hair et al., 2005). The MANOVA procedures were used
to assess clusters differences across service quality and behavioral intentions. When statistically
significant effects were detected, Tukey's Post-hoc tests were carried out (Maroco, 2010). Statistical
significance was assumed for p<.05.

Results
Measurement Model

The results of the CFA indicated a good fit of the model to the data [CFI=0.93, GFI=0.92,
RMSEA=0.05]. Both CFI and GFI values were larger than the .90 criterion (Hair et al., 2005). Also,
the RMSEA was less than .06 suggesting good fit (Byrne, 2000; Hair et al., 2005). As shown in
Table 1, all items showed high factor loadings, ranging from .908 to .505 indicating that each item
did load significantly on its factor. The composite reliability values exceeded the .60 threshold
(Bagozzi & Yi, 1988), ranging from .64 t0.86. In addition, with exception to Game Quality (AVE=.31),
all AVE values were greater than the recommended standard of .50 (Fornell & Larcker, 1981).
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Descriptive statistics are also reported in Table 1. In what concerns to the constructs of service
quality, Auditory had the highest mean score (M=9.00; DP=1.37), while Access had the lowest
mean score (M=6.38; DP=2.31). Regarding to behavioural intentions, participants showed lesser

levels of Repurchase Intentions (M=7.12; SD=2.27) than Word-of-mouth (M=8.65; SD=1.67).

Table 1. Mean (M), Standard Deviation (SD), Factor Loadings, Composite Reliability, and Average Variance

Extracted (AVE).

Factor Composite
Variables Loadings Mean SD Reliability AVE
Tangibles 7.77 1.73 .83 51
The seats at the stadium are comfortable 737
The cleanliness of the stadium is evident 712
The seats at the stadium have good visibility to the
field .700
The concession areas at the stadium are good .754
The stadium is visually appealing 591
Responsiveness 7.33 1.84 .86 .61
The employees at the stadium respond quickly to my
needs .826
The attitude of the employees at the stadium shows
their willingness to help attendees 734
I can rely on the employees at the stadium being
friendly .803
The employees at the stadium provide a customized
service 761
Access 6.38 231 .78 .50
Public transportation is a good option to go to the
stadium in game days .851
The stadium has good accessibilities .718
There is plenty of space for parking .505
It is fast to get inside and/or outside of the stadium in
game days .718
Security 7.74 1.71 .89 .66
The accessibilities to the stadium are safe .904
The spectators feel safe at the stadium during the
games .889
There is a sense of security in the stadium .635
The entries and the exits at the stadium are made
safely .805
Reliability 7.54 194 .75 .50
Being a member of my club brings me benefits 591
The club delivers its services as promised .693
The club provides its services right at the first time .834
Auditory 9.00 1.37 .83 51
The clapping/singing of the crowd helps to create
good atmosphere .708
Listening to the crowd helps is enjoyable .801
To hear the crowd cheer is fun .790
The chatter of the crowd creates a pleasant
environment 713
The show of the <team's mascot name> makes the
event a unigque experience .506
Game Quality 7.24 3.24 64 31
For the game to be entertaining, it is important that
my team performs well 511
My team needs to play well in order for me to enjoy
the game .628
My team’s players have good skills .552
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My team plays strong all the time 511
Repurchase Intentions 7.12 227 .80 .58
| would attend more games of my team .632
Attending my team's games will be my first choice to
spend free the time .850
| would like to attend my team’s games in the near
future a77
Word-of-mouth 8.65 1.67 .84 .64
| will say positive things about my team to others .695
I will recommend friends and family to attend the
games of my team .908
I will encourage friends and family to buy products
and services of my team .788

Description of the Clusters

Three distinct segments were identified with the two-step cluster analysis (Table 2). Cluster One
(n=2214) made up 32.5% of the sample. Members of this cluster were named ‘Occasional’ based
on the following characteristics: 26.0% were between the 30-39 age range, 50.3% had high school
degree, 85.4% were residents in a range of 50km from the stadium, 80.7% attend less than 9
games per season, 99.7% were not season ticket holders, and 48.2% indicated visiting the stadium
shopping at game days. Cluster Two (n=2012) corresponds to 29.5% of the sample. These
members were named ‘Die-hard’ based on previous literature (Dale et al., 2005) and the following
aspects: 31.7% were in the 30-39 age range, 61.8% had college degree, 91.8% reported living in a
range of 50km from the stadium, 94.7% attend more than 9 games per season, 85.2% were season
ticket holders, and 61.0% do not visit the stadium shopping at game days. Cluster Three (n=2572)
consists of 37.7% of the sample. These members were named ‘Weekend Lovers’ based on the
following characteristics: 32.4% were in the 30-39 age range, 50.8% had high school degree, 64.0%
indicated living over 200km from the stadium, 83.4% attend less than 9 games per season, 93.7%
were not season ticket holders, 75.4% visit the stadium shopping at game days. In general, it could
be said that members named as ‘Occasional’ are those who live near the stadium, but attend only a
few games each season. The ‘Die-hard’ members are those who live near the stadium and attend
several games per season. In turn, the members named as ‘Weekend Lovers’ are the ones that live
very far from the stadium and attend only a few games. However, when they travel to the stadium,
these days represent a full experience that includes visiting the shopping and attending the game.

Table 2. Comparison of the Clusters Profiles.

Cluster 1 (n=2214) Cluster 2 (n=2012) Cluster 3 (n=2572)
‘Occasional’ ‘Die-hard’ ‘Weekend Lovers’
Variables n % N % n %
Age
-20 377 17.0 85 4.2 100 3.9
20-29 484 21.9 472 235 484 18.8
30-39 576 26.0 637 31.7 833 324
40-49 401 18.1 395 19.6 500 19.4
50-59 252 11.4 249 12.4 318 12.4
60+ 124 5.6 174 8.6 117 4.5
Education Level
Middle school degree 178 8.0 46 2.3 174 6.8
High school degree 1113 50.3 723 35.9 1307 50.8
College degree 923 41.7 1243 61.8 1091 42.4
Distance Home-Stadium
0-50km 1891 85.4 1848 91.8 83 3.2
51-100km 130 5.9 109 5.4 331 12.9
101-200km 68 3.1 32 1.6 511 19.9
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+200km 125 5.6 23 1.1 1647 64.0
Games attended 09/10

-9 1788 80.7 107 5.3 2146 83.4

10-19 392 17.7 990 49.2 373 14.5

20+ 24 1.5 915 455 53 2.1
Season ticket holder

Yes 6 0.3 1714 85.2 161 6.3

No 2208 99.7 198 14.8 2411 93.7
Go to SLB Shopping

Yes 1067 48.2 784 39.0 1939 75.4

No 1147 51.8 1228 61.0 633 24.6

Notes: Gender was not included in the analysis because 87.5% of the respondents were males;A total of 22
participants (0.3%) were automatically eliminated by the two-step cluster analysis because they didn't fit with
any of the clusters.

Clusters Comparison

The MANOVA results indicated significant differences (Wilk’'s Lambda=.804, p<.001) among the
three clusters in relation to the constructs of both service quality and behavioral intentions (Table 3).
Subsequent Tukey's Post-hoc tests revealed that ‘Weekend Lovers’ showed a significantly higher
perception of service quality than other members in the following constructs: Tangibles (p<.01),
Responsiveness (p<.05), Access (p<.01), Security (p<.01), Reliability (p<.05), Auditory (p<.05),
Game Quality (p<.05). Regarding behavioral intentions, ‘Weekend Lovers’ showed significantly
higher Repurchase Intentions than ‘Occasional’ (p<.01) but the mean score were significantly lower
than for ‘Die-hard’ (p<.01). The Word-of-mouth communications for ‘Weekend Lovers’ were
significantly higher than in ‘Occasional’ (p<.05). ‘Die-hard’ members demonstrated significantly
lower perceptions than ‘Occasional’ in the constructs of Tangibles (p<.01), Responsiveness (p<.05),
Access (p<.01), Reliability (p<.05), and Game Quality (p<0.05). However, the mean score of
Repurchase Intentions (p<.01) was significantly higher in ‘Die-hard’ than in ‘Occasional’, while no
statistically significant differences were found between these two segments in Word-of-mouth.

Table 3. MANOVA results.

‘Occasional’ ‘Die-hard’ ‘Weekend Lovers’
Variables M (SD) M (SD) M (SD) F p
Tangibles 7.80 (1.62) 7.39 (1.33) 8.08 (1.26) 77.07 **
Responsiveness 7.39 (1.49) 6.94 (1.43) 7.62 (1.42) 62.11 *
Access 6.51 (1.76) 6.00 (1.73) 6.84 (1.62) 67.89 i
Security 7.62 (1.61) 7.64 (1.47) 7.93 (1.46) 16.45 ** g)
Reliability 7.58 (1.66) 7.39 (1.49) 7.79 (1.56) 18.62 *
Auditory 8.94 (1.19) 8.92 (1.04) 9.11 (1.05) 10.13 *a)
Game Quality 7.31 (1.58) 6.97 (1.72) 7.41 (1.54) 23.34 *
Repurchase Intentions 7.10 (1.86) 7.74 (1.70) 7.45 (1.88) 32.80 *x
Word-of-mouth 8.64 (1.48) 8.75 (1.41) 8.85 (1.39) 8.69 *b)

Notes: * p<.05; ** p<.01; a) no differences between ‘Occasional’ and ‘Die-hard’; b) differences only in
‘Occasional’ and ‘Weekend Lovers’.

Discussion and Implications

The purposes of this study were to (1) identify distinct segments of affiliated members in a
Portuguese professional football team, and (2) compare the perception of service quality and
behavioral intentions among each segment. The results of the two-step cluster analysis revealed
the existence of three distinct segments of members (‘Occasional’, ‘Die-hard’, and ‘Weekend
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Lovers’), based on their demographic characteristics and consumption behavior variables. These
findings are consistent with previous literature suggesting that fans often differ in demographic
characteristics, lifestyles, and product usage (Ross, 2007). Thus, club managers could use these
variables to effectively reach and serve consumers, and develop a stronger link between club and
members. In addition, the results of the CFA showed a good fit of the measurement model to the
data and, with exception to Game Quality, all constructs exhibited good psychometric properties.
The MANOVA results indicated that all constructs used to assess both service quality and
behavioral intentions dimensions were important to distinguish the three segments of SLB
members. ldentifying segments of members with similar perceptions of service quality and
behavioral intentions can be a powerful tool for sport managers in order to develop positioning
strategies. The findings in this study indicate that ‘Weekend Lovers’ had, in general, the best
perception of service quality (Table 3) but they showed significantly lower mean scores of
Repurchase Intentions than ‘Die-hard’. Also, ‘Weekend Lovers’ had significantly higher mean scores
of Word-of-mouth than others SLB members. Although the price perception was examined in this
study, these findings may be related to the distance from their residences to the stadium and the
overall costs associated (Dale et al., 2005). ‘Die-hard’ members showed, in general, the worst
perception of service quality, but the highest mean scores of repurchase intentions. These results
may suggest that, although ‘Die-hard’ members are more critical about service delivery, they
consider other factors in their consumption decisions, such as team identification (Trail & James,
2001). In turn, ‘Occasional’ showed an intermediate perception of service quality constructs, when
compared with ‘Die-hard’ and ‘Weekend Lovers’. However, ‘Occasional’ had the lowest mean
scores in Repurchase Intentions and Word-of-mouth suggesting the need to enhance marketing
communications with this segment in order to reinforce their link with the team (Ross, 2007).

Taken together, findings from this study support the conclusion that there are three distinct
segments of members in the team that was examined, named as ‘Occasional’, ‘Die-hard’, and
‘Weekend Lovers’. As such, the club managers should develop differentiated marketing strategies.
For example, it may be important to reward the ‘Die-hard’ members for their consumption behavior
by offering better pricing in cross-sell products and services. Additionally, the reduction of the
parking fees inside the stadium to ‘Die-hard’ may be crucial to improve their perception of the
access to the stadium and the overall service quality. In turn, some characteristics of ‘Weekend
Lovers’ (e.g., visits to the stadium shopping) suggest that this segment considers the game day as
an escape from the daily routines of everyday life. Thus, enriching their consumption experience at
game days with other activities (e.g., ticket packages including a visit to the club’s museum or
guided tours of the stadium) could be important to increase their perception of service quality, and
to improve the revenues of the club. Given that ‘Weekend Lovers’ showed the best perception of
service quality, the club could also promote the sense of nostalgia (Clowes & Tapp, 2003) among
these members by evoking past memories of the consumption experience when promoting games.
Regarding to ‘Occasional’, it seems important to increase the marketing communications (e.g.,
newsletters, free local newspapers) and promote experiences for reinforcing their link with the team
(e.g., scheduling the interaction of these members with historical figures of the club before the game
and at half-time). Also, through the use of email communications with this segment (e.g., videos
from historical games), the club may improve the attractiveness of the games to this group of
members, as well as for the remaining segments.

Limitations and future research

As with any study, this research exhibits limitations worth considering and provides some direction
for future research. First, the collection of data through an online survey may have influenced
sample composition. For example, the online administration of the survey could represent an
obstacle for members with older ages, lower education levels or lower household income. Also, few
participants were female and the literature suggests that gender tends to influence consumption
behaviors (Hall & O’Mahony, 2006; Homburg & Giering, 2001). Collecting additional data at the
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actual stadium may contribute to a more representative sample of the clubs’ members. Second, the
demographic questions and consumer behavior variables used in this study may not be enough to
characterize appropriately the members of a team or club. Future research could include additional
variables such as household income, perceived constraints (Jun, Kyle, Mowen, 2009), social
values, lifestyle characteristics (Kim et al., 2007), affiliation in organized groups of supporters (i.e.,
ultra-fans), the type and number of companions at the stadium, and merchandise purchases, in
order contribute to a wider knowledge of the profile of the different groups of members of the clubs.
Third, the construct of Game Quality did not show good psychometric properties. This fact suggests
the need to refine the items of this construct in future research given that the quality of the game is
vital for measuring consumer perception about service quality (Kelley & Turley, 2001; Yoshida &
James, 2010). Thus, the inclusion of items regarding team players and head coach (Bauer et al.,
2008) could provide useful guidance to improve the assessment of game quality. Additional
research could also include other constructs such as facility design (Wakefield, Blodgett, & Sloan,
1996), opponent characteristics (Yoshida & James, 2010), or rivalry (Ross, Russell, & Bang, 2008)
to extend the understanding of service quality in professional team sports. Finally, additional
research should monitor the perceptions of service quality and behavioral intentions of each
segment of members at different points of the season to understand the importance of team
success on members’ attachment with the clubs.
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