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Chapter 7: Conclusions

Analysis of the indicators of social ritual (see Figure 23) suggests social
ritual may be multi-dimensional. Perhaps there are mainstream social
rituals such as wearing team colours and singing the club song, and more
‘hardcore’ social rituals such as face painting or making a sign to bring to
the game. Concentrating on measuring social rituals alone may help refine

this construct.

Rather than relying on reported behaviour, it would be interesting to use
stadium technology to track the attendance behaviour of fans. This, of
course, may have ethical implications that will need to be explored.
Currently, members with season tickets use bar-coded cards, and non-
members use bar-coded single entry tickets to enter the ground, and so the
team has the ability to track behaviour. Unfortunately it is impossible to
know exactly who is using the ticket or member’s card, so relying on self-

reported behaviour is currently the best way to investigate this area.

There are other outcomes, besides attendance behaviour, that are important

to sports marketers, and these also warrant investigation. This study opens

up many possibilities for future research.
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Future Studies

With athletes, researchers have found that the particular superstitious
ritual executed before or during athletic performance varies according to
the sport of the player (Bleak & Frederick, 1998). Would the same hold true
for sports fans? Are the rituals employed by fans of soccer different to
those performed by basketball fans, and does it serve the same purpose of
belonging and belief? Merely observing rituals in field studies may not be
enough to understand them, and perhaps researchers should gather
intensive, qualitative data (such as Gibson et al., 2002) to further explore

the meaning of ritual in everyday consumption activities (Rook, 1985).

Ritual and Age

Of some concern to sports marketers is the drop off in sporting attendance
that takes place as people move in age from their 50s to their 60s (Hofacre
& Burman, 1992). Coupled with the aging population trend in Australia,
the United States and other countries, this could prove a significant threat
to sports teams. As seen from the review of ritual earlier in this
dissertation, rituals seem to strengthen with age, and become more
powerful as they are repeated. Perhaps involving fans with attendance
rituals is a way to keep them attending as they get older? Maybe teams can

help create and foster rituals so that older fans, who are no longer able to
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attend games, can still act like a fan and perhaps influence generations

below them to become fans.

Ritual and Brand Equity

The basic principle of customer-based brand equity is that the power of a
brand resides in the mind of a consumer and is generated from lived
experiences such as purchase and usage, along with mediated experiences
such as marketing communications (Elliott & Wattanasuwan, 1998).
Rituals can certainly effect how products are used, and the link between

ritual and brand equity should be explored.

Other Goods and Services

Can marketers of other products learn from the study of ritual? Obvious
services that have close ties with ritualistic behaviour such as religion
would be an interesting fit. Certainly churches, synagogues and mosques
are rich with ritual ceremonies, but marketers have also woven rituals into
the purchase and usage of some consumer products. For example, US
retail giant Wal-Mart assigns greeters to each entry point in their stores.
They add little functional value (Underwood et al., 2001), but do provide
ritual greetings for every customer along with perhaps a small sticker for

each child. In Jamaica, managers of the all-inclusive resorts in Montego
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Bay facilitate an induction ritual with all new visitors to introduce these
guests to other guests, and enhance enjoyment of their visit. Colleges and
universities have, for decades, promoted non-sporting rituals such as
orientation and graduation as part of the student experience. Perhaps as a
result, students are often fiercely loyal of their alma mater long after the
graduation ceremony is complete. The HOGs (Harley Owners Group)
meet regularly to socialise and ride their motorcycles together - a ritual

that Harley Davidson goes to great lengths to facilitate and encourage.

Certainly service providers have an advantage over goods providers as
they generally can control how a service is consumed, and the environment
in which it is consumed. Starting new shared consumption rituals can be
tricky however. If consumers see the ritual as merely a gimmick or a
vehicle for greater consumption, then it may backfire. For example, during
the halftime activities at a recent football game attended by this author, the
field announcer attempted to include a sponsor’s name in a team rally cry
in a planned promotional activity. Fans simply stopped singing, and the
announcer was left to complete the cry alone. However if consumers view
the ritual as a bonding experience, that helps individuals identify with
society and transforms learning from past to future generations, then the
ritual may lead to stronger ties to the brand, and higher repeat purchase

rates.
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There is, of course, the danger of assuming that what is applicable to the
sports environment may be equally applicable in other service markets.
Professional sports team can operate under monopolistic conditions, and as
discussed in this study, sports fans have a special relationship with their

favourite team. The goal of future research, however, is to test this notion.

Personality and Culture

In much the same way that some consumers are more prone to use
coupons/vouchers than others (Lichtenstein, Netemeyer, & Burton, 1990),
an intriguing study would be one that tests whether some people have a
higher propensity to be ritualistic than others, and if so, what the
antecedent personality characteristics would be. Milgram (1977) asks these
same questions about fanaticism. If certain personality traits lead to
ritualistic behaviours, it would make sense for marketers to conduct
personality tests on their customer or membership base. Parker (1984)
suggests social rituals are influenced by both physiological and
psychological arousal which further broadens the scope of antecedents.
Donavan, Carlson and Zimmerman (2005) have begun this process by
investigating the personality traits antecedent to identification. They found
extraversion, agreeability, need for arousal and materialism to influence

need for affiliation, which in turn influences identification. These traits
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would be a good starting point in examining the personality-ritual link.
Mowen (2004) also found a relationship between the personality trait of
competitiveness and behaviours related to vicarious achievement such as
watching sports. Future researchers can similarly analyse the ties between
ritual and cultural background. Mannell (2005) calls for a vigorous
examination of the cultural factors that causes differences in leisure

consumption.

Contributions and Implications

In the Introduction section of this thesis, one broad research question was
proposed to guide this investigation. How can marketers explain
uncommon loyalty to a brand? The results of this study go part of the way
towards answering this question. The literature review revealed that
loyalty is two dimensional, and the behavioural dimension (attendance in
the case of sports), is the desired outcome. The question of uncommon
loyalty to a brand in this study becomes “Why do fans of sports teams keep

attending games when their team consistently performs poorly”?

Theoretically, uncommon behavioural loyalty to a team can partly be
explained by how strongly consumers identify with the brand (define
themselves in terms of brand association) and the rituals they participate in

when involved with consumption of the brand. For example, fans with
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strong psychological commitment to the team who also participate in social
rituals such as singing the team song and wearing team colours are more
likely to attend games. Whereas the link between brand identification and
behaviour was established and replicated in previous studies, no other
study has attempted to define consumption rituals, measure them and then

test the relationship between ritual and behaviour.

This study has taken ritual out of its church roots and into mainstream
secular society. Once researchers identify possible consumption rituals for
other product categories, they can perform similar analyses to investigate
the interrelationships between ritual and behavioural outcomes. Analysing
Nabisco’s television advertisement for its Oreo brand cookies provides an
example. In the ad, a young boy tells his dog that to eat an Oreo, you must
first twist it apart, then lick the filling before dunking the reconstructed
cookie in milk and eating. Presumably, Oreo brand managers found
evidence of this consumption ritual via observation, focus groups or other
data collection techniques. The results of this study support their attempt

to create a consumption ritual.

A second contribution from this study is that researchers can now define

and measure consumption rituals, and that at least two dimensions of ritual

exist, personal and social. Further, this study identified personal rituals as
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being insignificant to consumption, while social rituals are significant and

positively associated.

Marketers of sports teams should try to encourage and facilitate, wherever
possible, social rituals within their supporter base. Certainly it makes sense
that the stability and learning that rituals provide will influence
consumption behaviour, but this study revealed that social rituals are
important to consumption, while personal rituals are not. In 1997 when the
University of Texas appointed football coach Mack Brown, he coined
rallying cry to Texas fans: “come early, be loud, stay late and wear orange
with pride”. Whether he knew it or not, this helped formalise some social
rituals with attending Texas games. Perhaps these rituals strengthened the

social bonds amongst fans, and importantly between fans and the team.

The third theoretical contribution answers Rook’s (1985) call for using fresh
research constructs to gain a broader perspective on consumption. As
exposed in the literature review, previous researchers have examined many
constructs such as motivation, satisfaction, demographics, geographics,
economics, commitment and identification to predict attendance. None
have used ritual and so even though it has taken longer than twenty years,

ritual is a fresh construct.
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Another theoretical contribution is that more variance in attendance can
now be explained when using both identification/commitment and ritual.
From the literature review, the highest level of variance in attendance
explained was 30% from Kahle et al’s 1996 study. In this model, ritual and

identification/commitment explains 36% of the variance in attendance.

Finally, the study of ritual helps researchers decode the psychological
processes of consumers. While ritual must be performed, social rituals can
also be observed, and so merely by observation researchers can gather
information as to what is important for consumers, what they are learning

from other consumers, and how strongly they identify with the brand.

Of course this also has implications for marketers outside of sports.
Whether it’s as simple as providing a puzzle or game for a child to play
while waiting for their pizza to cook, to establishing and maintaining
complex rituals such as the activities involved with the HOGs (Harley
Owners Group), consumption rituals provide social interaction, learning,
and a sense of history, while also strengthening attitudinal loyalty towards
the brand, and purchase behaviour. The key for marketers is to facilitate
social rituals, that involve many participants, while being careful not to

appear manipulative. If consumers believe the rituals are simply to drive
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increased purchase, they might be sceptical, and the ritual will not

establish.

To illustrate, sports fans generally see their rituals at the game as not only
enjoyable, but effective in helping their team perform better. Some of these
rituals, such as Chicago Cubs fans who feel strong peer pressure to throw
back home run balls hit by opposition players, evolve naturally without
team facilitation. Other rituals, such as singing the team song are
facilitated by the team who commission the song, and then play it at home
games. The fact these rituals are associated with increased attendance and
perhaps associated consumption such as food purchases, is largely lost on

the attendees.

Hope?

One of the qualities that loyal sports fans of losing teams seem to have in
abundance is hope. Hope that the team can turn things around, hope that
even in a bad season the team can beat an archrival, hope that one day a
championship will come and bragging rights can begin. While this author
did not measure hope in this study, future researchers should investigate
this construct, its applicability to the study of loyalty, and scrutinize its
antecedents. Perhaps fans with abundant levels of hope will also be

consumers who are more forgiving of service failures? Perhaps hopeful
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people have lower expectations and therefore are less likely to be
dissatisfied? Hope is a construct worth investigating - it may, along with
commitment and ritual, provide an even better model for explaining

uncommon behavioural loyalty.

Bill Simmons, avid New England Patriots fan and former writer for
ESPN.com, nicely encapsulates the emotion of hope. He wrote this on the
ESPN.com web-site the morning after the Patriots finally won a
championship - Superbowl XXXVI - after more than 40 years of futility:

“Now I can die in peace. Now it all makes sense. You bleed for
your team, you follow them through thick and thin, you monitor
every free-agent signing, you immerse yourself in Draft Day, you
purchase the jerseys and caps, you plan your Sundays around the
games ... and there's a little rainbow waiting at the end. You can't
see it, but you know it's there. It's there. It has to be there. So
you believe. Have you ever felt totally overwhelmed? I'm telling
you, keep the faith, keep believing, keep supporting your team --
there's a slight chance that it might be worth it some day. Just

trust me.”

It seems fitting to conclude this dissertation focussing on hope for the

future.
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Appendix A

Instructions: The following survey collects data on the rituals that people perform when attending a professional sporting event as a spectator (not as an
athlete). Please complete the questionnaire below by placing a M in the box if you have ever engaged in this ritual relating to sports attendance. If you have,
please answer the other questions relating to that ritual by circling the number that best describes your answer.

Place a |Z[ in the box next to

those rituals you have

performed. For those rituals

you’ve marked with a |Z[
please answer the other
related questions.

On those days when you attend a sporting
event (as a spectator), how often do you

perform this ritual?

If you perform this ritual,
how much do you enjoy it?

10

Paint or decorate any part of
your body with team
colours.

Make or buy a sign or
banner and bring to the
game.

Purchase any team
merchandise.

Wear team colours when
you attend the game.

Wear any part of the team
uniform.

Sing with other members of
the crowd.

Participate in an organised
social event immediately
before or after the game.

Verbally argue with or shout
at other attendees.

Verbally argue with or shout
at players.

Verbally argue with or shout
at umpires.

O oo oodoog o o

Only
Once Rarely Sometimes

1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3

Often Every game

4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5

Only a Very
little much
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

If you perform this ritual, please
indicate how effective you believe
it is for helping your team win.
Not at all Very
effective effective

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5
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Place a |Z[ in the box next to

those rituals you have

performed. For those rituals

you’ve marked with a |Z[

please answer the other
related questions.

On those days when you attend a sporting
event (as a spectator), how often do you

perform this ritual?

If you perform this ritual,

how much do you enjoy it?

11

12

13

14

15

16

17

18

Participate in the sport at
halftime or fulltime (e.g.
kick your own football at the
end of the game).

Expose part of your body in
public that you normally
wouldn’t.

Physically fight with other
attendees.

Eat the same pre-game
meal on game day.

Wear a “lucky charm” that
can be seen.

Wear a “lucky charm” that
cannot be seen.

Individually pray for team
success before or during the
game.

As a group, pray for team
success before or during the
game.

O O 0o o0ood O

Only
Once Rarely Sometimes
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3
1 2 3

Often Every game

4 5
4 5
4 5
4 5
4 5
4 5
4 5
4 5

Only a

little
1 2 3 4
1 2 3 4
1 2 3 4
1 2 3 4
1 2 3 4
1 2 3 4
1 2 3 4
1 2 3 4

Very
much

If you perform this ritual, please
indicate how effective you believe
it is for helping your team.
Not at all Very
effective effective

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

Please briefly describe any other social activities you engage in either before, during or immediately after attending a game as a spectator:
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Dear Participant,

You are kindly asked to answer the attached questionnaire about
opinions, preferences and behaviour of sports attendees at AFL
games. There are no risks or penalties for your participation in this
study. The questionnaire should take about 15 minutes to complete.

e DPlease return the completed questionnaire to the University of
WA researcher at the same place they handed it to you before
the end of the three-quarter time break.

e Your choice of gift is limited to what remains when you return
your questionnaire.

e Please remember that your participation in this study is
voluntary. By completing the attached questionnaire you are
voluntarily agreeing to participate in this study.

* Your personal details will only be used for the prize drawing,
and will be destroyed immediately after this use. Personal
details will not be linked to responses.

Thank you very much for your time. Enjoy the game!!
Larry Neale

PhD Candidate
Associate Lecturer

(08) 6488 7154
Ineale@biz.uwa.edu.au

The Research Ethics Committee at the University of Western Australia requires
that all participants are informed that, if they have any complaint regarding the
manner, in which a research project is conducted, it may be given to the

researcher or, alternatively to the Secretary, Human Research Ethics Committee,
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By checking the appropriate box ¥, please indicate which Fremantle games you

attended at Subiaco Oval this season.

Date Opponent
Saturday, 27 March Carlton
Sunday, 11 April Adelaide
Sunday, 25 April Geelong
Saturday, 1 May West Coast
Saturday, 8 May St Kilda
Saturday, 22 May Brisbane
Sunday, 6 June Melbourne
Saturday, 19 June Port Adelaide
Saturday, 10 July Kangaroos

Z
o

OO0OoOoOoooOoo0oaoao

<
0}
7]

OO0O0OO0OoOoo0O0aoao

By checking the appropriate box ¥, please indicate which future Fremantle games

you will attend for the remainder of this season.

Date Opponent
Friday, 6 August Collingwood
Sunday, 22 August West Coast

No Yes
O 0O
O O

Please answer the following questions related to your attendance of AFL games.

How many total people,
including yourself, do you
normally attend AFL games
with?

If you were undecided about
whether you should come to a

game, what one thing could your
favourite team do to increase
the likelihood of you attending?

If you were undecided about
whether you should come to a
game, what one factor most

frequently prevents you from
coming to watch your favourite

team play?

At what age did you start
attending football games as a
spectator?

(can be either AFL, WAFL, VFL or
SANFL games)

How many AFL games did you
attend last year?

How many AFL games do you
plan on attending next year?
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By checking the appropriate box M,

choose one team only)

O Fremantle ..
O Adelaide -
O carlton «

O Essendon
O Hawthorn .
O Melbourne ..
O Richmond

0 west Coast «
O Brisbane .

O collingwood «
O Geelong

O Kangaroos .
O Port Adelaide ..
O st Kilda .

O sydney .

O Bulldogs

Keeping your favourite team in mind, please answer the following questions.

Appendix B

please indicate your favourite AFL team. (please

For how long has this
been your favourite
team?

Who or what was the
most important
influence in helping you
choose your favourite
team? (please choose one only)

Have you ever changed
your choice of favourite
team?

If you have changed,
what was previously
your favourite team?

If you have changed,
what was the main
reason for your
change?

years

O Father o
O Mother os
O Brother/Sister os

O Grandparent(s) o

O Uncle/Aunt o

O The city in which

you live

O No

O Fremantle «

O Friends/Peers o

O TV/media o

O Cousin os

O Sports coach os

O Personally knowing
a player

O Other 1 (please specify)

O Yes

O west Coast o

O Adelaide « O Brisbane o

O carlton s O collingwood o

O Essendon o O Geelong « 0 Not

O Hawthorn o O Kangaroos Applicable

O Melbourne u O Port Adelaide :-

O Richmond O st Kilda w

O sydney s O Bulldogs s
O Not
Applicable

225



Appendix B

When attending sporting events, fans sometimes perform rituals on game day. Please indicate
by checking the box M if you have ever engaged in any of these rituals.

If you have, please answer the other questions relating to that ritual by circling the number
that best describes your answer.

Ritual

On game day as a
spectator have you

Painted or decorated any
part of your body with
team colours.

Brought a sign or banner
to the game.

Purchased any team
merchandise at a game.

Worn team colours when
you attend the game.

Worn any part of the team
uniform (jersey, etc).

Sung the club song with
other members of the
crowd.

Participated in a social
event with friends
immediately before or after
the game.

Verbally argued with or
shouted at other
attendees.

Verbally argued with or
shouted at players.

Verbally argued with or
shouted at the umpires.

Participated in the sport at
fulltime (e.g. kick your
own football at the end of
the game).

Exposed part of your body
in public that you normally
wouldn’t.

Physically fought with
other attendees.

Worn a “lucky charm” that
can be seen by others.

Worn a “lucky charm” that
cannot be seen by others.

Prayed for team success
before or during the game.

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

O No
O ves

If you answered “Yes”, how
often did you perform this
ritual while attending a game?

Once Rarely URST often oY
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

If you answered “Yes”, please
indicate how effective you believe it
is for helping your team.

NOLAL  Siightly Generall _ strongl
el Effective Effective ECUVe Effoctive
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
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By circling the appropriate number, please indicate the extent to which you agree or
disagree with the statements below.

Strongly Generally Slightly Nai;::'zzr Slightly Generally Strongly
Disagree Disagree Disagree nor Agree Agree Agree
disagree

. I’'m more of a fan of individual players
than | am of the entire team. 1 2 3 4 S 6 7
I would be willing to defend my

«  favourite team publicly, even if it 1 2 3 4 5 6 7
caused controversy.

| feel like 1 have won when my team 1 > 3 a 5 6 7
wins.

| f|r_1c! attending games to be very 1 > 3 a 5 6 7
exciting.
| like attending games because they

» provide me with a distraction from my 1 2 3 4 5 6 7
daily life for a while.

. | like games where the outcome is 1 > 3 a 5 6 7
uncertain.

) Attendl_ng games gives me a chance to 1 > 3 a 5 6 7
bond with my family.

. llike to talk with other people sitting 1 > 3 4 5 6 7
near me at games.

.| prefer Watc_hlng a close game rather 1 5 3 a 5 6 7
than a one-sided game.

. | think the ;_)Iayers are good role models 1 5 3 a 5 6 7
for young girls and boys.

. Attendn_']g games gives me a chance to 1 5 3 a 5 6 7
bond with my friends.

| conS|der_myseIf a committed fan of 1 5 3 a 5 6 7
my favourite team.

.| come to games to support the whole 1 > 3 a 5 6 7
team.

. The games provide affordable 1 > 3 a 5 6 7
entertainment.

. llike t_he excitement associated with 1 > 3 4 5 6 7
attending games.

. The main reason Wh_y | attend is to 1 > 3 a 5 6 7
cheer for my favourite player.

. The players provide inspiration for 1 > 3 4 5 6 7
young people.

. When the tegm wins, | feel a personal 1 > 3 a 5 6 7
sense of achievement.
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By circling the appropriate number, please indicate the extent to which you agree or
disagree with the statements below

Neither
Strongly Generally Slightly agree Slightly Generally Strongly

Disagree Disagree Disagree nor Agree Agree Agree
disagree

. A close game between two teams is 1 5 3 4 5 6 7
more enjoyable than a blow-out.

. An important reason why _I attend games 1 > 3 4 5 6 7
is to spend quality time with my friends.

, I attend games because it is an _ 1 > 3 4 5 6 7
entertaining event for a reasonable price.

. |feel a sense of accomplishment when 1 > 3 4 5 6 7
the team wins.

. lcould never change my affiliation from 1 > 3 4 5 6 7
my favourite team to another team.
I watch the games because of the

» individual players more than of the team 1 2 3 4 5 6 7

competing.

Attending games has given me a chance
c to meet other people with similar 1 2 3 4 5 6 7
interests as myself.

I enjoy sharing the experience of
attending games with friends.

Getting away from the routine of
» everyday life is an important reason why 1 2 3 4 5 6 7
| attend a game.

¢ | am a fan of the entire team. 1 2 3 4 5 6 7

An important reason why | attend games
is to spend quality time with my family.

Players provide inspiration for girls and
boys.

I would watch my favourite team
» regardless of which team they were 1 2 3 4 5 6 7
playing against at the time.

The games provide me with an
v opportunity to escape from the reality of 1 2 3 4 5 6 7
my daily life for a while.

I consider myself a fan of the team more

" than a fan of a single player. 1 2 3 4 > 6 7

. | enjoy interacting Wlt.h other spectators 1 > 3 4 5 6 7
and fans when attending games.

Lo enjoy sharing the_experlgnce of 1 5 3 4 5 6 7
attending games with family members.

, Ga}mes are great entertainment for the 1 5 3 4 5 6 7
price.

.1 enjoy the excitement surrounding the 1 5 3 4 5 6 7

games.
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Please answer the following questions about yourself. Your individual responses will
NOT be disclosed to anyone except the UWA research team.

What is your age?

In which postcode do you reside?

What is your gender? [ Female

O male

O 1 live outside of W.A.

We would like to conduct a very short follow up survey with you at the end of the
season that comprises two questions and should only take two minutes of your time.
If you agree to leave your contact information below, you will be entered into a draw
to receive a $100 Fremantle Football Club merchandise voucher. There are two

vouchers to be won.

Once you have responded to the follow-up survey, your contact information will be

destroyed.

Name

E-mail address

O wWork number?

Telephone number
(choose the number that’'s most

Is this a....

convenient for you)

O Home number?

O Mobile number?

Please answer the following questions about football membership.

Are you a current member of the
Fremantle Football Club?

If you are a member, do you have a
reserved seat as part of your
Fremantle Football Club membership?

If you are a Fremantle member, how
likely are you to rejoin next year at
the same membership level?

If you are a Fremantle member, how
likely are you to increase your
membership level next year?

0%

O Yes

O ves

1-20%

likelihood likelihood

O

O

21-40%
likelihood

O

O No

41-60%
likelihood

O

61-80%
likelihood

O

81-100%
likelihood

O

Thank you!

[ No

you have finished,
thank you

Please return the completed questionnaire to the UWA researcher at the same place
it was handed it to you. You should do this before the end of the three-quarter time

break.
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