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EXECUTIVE SUMMARY 

This study explored the various elements that influence fan participation in the game day 

experience. In particular the elements of stadium design and use from a fan perspective, 

as well as factors that inhibit or facilitate the fan experience were examined. Unlike 

previous research, the current study examined both tangible and intangible factors that 

influenced spectator satisfaction with sports matches, through eight scales; getting to and 

around the stadium, stadium aesthetics, entertainment, screens and scoreboards, seating, 

food and beverage, stadium atmosphere, and stadium management. 293 supporters of the 

Australian Rugby Union team on the ARU’s Wallabies 1st Gold membership database 

completed a primarily quantitative online survey.  

The study found that attending rugby matches is a social experience with survey 

respondents typically attending with family and friends. Responses indicate that Wallabies 

1st members are satisfied by the current game day experience and the stadiums that the 

Wallabies team play in. Fans particularly valued the seating at venues, being able to view 

the playing area, having an unobstructed view, and being close to the playing field. The 

atmosphere at games was also a crucial motivator for match day attendance, with a full 

stadium seen as a key factor in generating a good atmosphere. 

However the entertainment at venues and the food and beverage offerings were identified 

as being areas of dissatisfaction. Entertainment may not be seen as important to the 

participants in this study as, given their high value membership, they are likely to be highly 

identified with the Wallabies and therefore less interested in consumer-based 

entertainment offerings. The food and beverage on offer at stadiums was identified as 

being overpriced and of poor quality. In addition it was found that participants were 

frustrated with the time taken to queue for these offerings. 

It is recommended that the ARU consider experientialising the journey to and from the 

stadium, work to create a feeling of topophilia by decorating venues in Wallabies’ colours, 

and address the food and beverage offerings and service at venues. 

  



 

UNIVERSITY OF WESTERN SYDNEY 
2 

ACKNOWLEDGEMENTS 

In writing this report we would like to acknowledge the Australian Rugby Union for 

assisting with the implementation of the survey by providing the survey link to their 

members.  We would also like to thank COX Architecture for their assistance and advice in 

this project.   

  



 

FAN ENGAGEMENT AND EXPERIENCE 
3 

CONTENTS 

Executive summary ............................................................................................................. 1	  

Acknowledgements .............................................................................................................. 2	  

Background .......................................................................................................................... 5	  

Methodology ........................................................................................................................ 9	  

Results ............................................................................................................................... 11	  

Demographic information ................................................................................................ 11	  

Quantitative responses ................................................................................................... 12	  

Getting to and around the stadium ............................................................................. 12	  

Entertainment ............................................................................................................. 14	  

Food and beverage .................................................................................................... 15	  

Seating ....................................................................................................................... 16	  

Screens and scoreboards ........................................................................................... 17	  

Stadium Aesthetics ..................................................................................................... 18	  

Stadium management ................................................................................................ 19	  

Topophilia (At the stadium) ......................................................................................... 20	  

Qualitative responses ..................................................................................................... 21	  

Positive Comments ..................................................................................................... 21	  

Negative Comments ................................................................................................... 22	  

Discussion ......................................................................................................................... 24	  

Recommendations ............................................................................................................. 26	  

Appendices ........................................................................................................................ 28	  

Appendix 1: Survey Scales and Mean Scores ........................................................... 28	  

Appendix 2: Allianz Stadium Negative aspects word cloud ........................................ 30	  

Appendix 3: Allianz Stadium Positive aspects word cloud ......................................... 30	  

Appendix 4: ANZ Stadium Negative aspects word cloud ........................................... 31	  



 

UNIVERSITY OF WESTERN SYDNEY 
4 

Appendix 5: ANZ Stadium Positive aspects word cloud ............................................. 31	  

Appendix 6: Suncorp Stadium Negative aspects word cloud ..................................... 32	  

Appendix 7: Suncorp Stadium Positive aspects word cloud ....................................... 32	  

Reference list ..................................................................................................................... 33	  

 

  



 

FAN ENGAGEMENT AND EXPERIENCE 
5 

BACKGROUND 

Every year over two-fifths of Australians aged 15 and over attend a sporting event.  This 

equates to almost 8 million adults attending each year (ABS 2012). However, while the 

average 2012 attendance figure for the Australian Football League (AFL) was almost 

33,000 attendees per match the figures in other Australian codes does not match this 

number (Sporting Intelligence 2013).  For instance, the figure in the National Rugby 

League (NRL) was only 16,423, which falls some way short of the NFL (67,591), German 

Bundesliga (45,116), English Premier League (34,602), and the MLB (30,895).  Indeed 

German Association Football team Borussia Dortmund average 80,451, NFL American 

Football team Dallas Cowboys average 88,531, and NCAA American Football team 

Michigan average 112,252.  With the amount of sport available on television increasing, 

Australian sports teams may find it increasingly difficult to encourage an increasingly 

sedentary population to attend live events.   

There are many factors that influence a person’s decision to attend a sporting event, such 

as price, transport, and availability of competing leisure activities.  One factor, which has 

been examined in some detail, is that of the stadium itself.  However, while a number of 

studies have looked at the physical environment of a sports stadium (Hill and Green 2000; 

Wheaton 2004; Yosuf and Lee, 2008) there is also need for research into the less tangible 

elements of the sporting experience.    

Academic studies into sports events have been conducted across a number of continents, 

including North America, Europe, Asian, and Australasia, and in a number of sports, 

including golf, American football, basketball, association football, rugby league and golf. 

Bouchet et al. (2011) believe that sports spectators share common characteristics and so 

it is possible to compare spectators across sports, time, and location. Analyses of these 

studies have revealed a number of factors influencing attendance at sporting events. In a 

Spanish setting it was found that attendance at sporting events was linked to social class.  

Those spectators of middle and high social class, with average to high level of education 

and socio-economic status, had higher levels of attendance at professional sporting 

events (Lera-López, Ollo-López & Rapún-Gárate 2012). Gender differences have also 

been identified in the experiences of sports spectators. Men were more likely to; evaluate 

the performance of athletes competing in the sport while fantasising that they were a part 

of the action. In such a way men would achieve a sense of flow during sporting 
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competitions. Conversely women were more likely to appreciate the aesthetic beauty of 

the sport performance, by either men or women, and to evaluate the performance of 

athletes (Madrigal 2006).  

 

Attendance at Sporting Events 

Attendance at professional sporting events has been found to be positively influenced by 

gender, involvement in sports participation, viewing of sports programmes on TV and 

regional characteristics such as income (Lera-López, Ollo-López & Rapún-Gárate 2012). 

In the same study, Lera-López, Ollo-López & Rapún-Gárate (2012) identified having a low 

educational level, being a worker, homemaker, retired or unemployed as all having a 

negative impact on the frequency of attendance at professional sporting events.   

The emotion of joy, which influences a person’s willingness to spend time in the stadium, 

also has a positive direct effect on satisfaction and hence future attendance intentions 

(Biscaia et al. 2012). Joy can be created via a number of sources including the 

atmosphere at a venue. A large crowd (Hill & Green 2000), or high levels of crowd density 

(Yoshida & James 2011) all help to generate a positive perception of the stadium 

atmosphere (Chen, Lin & Chiu 2013). Excitement and anticipation also play important 

roles in intentions to attend sporting events. It has been shown that the entertainment on 

offer and social factors were important in this as they contributed towards a sense of fun 

and excitement (Hall, O’Mahony & Vieceli 2010).  However it is important that stadiums 

maintain control over spectators as bad crowd behaviour negatively impacts on spectators’ 

desire to stay at the stadium (Wakefield & Sloan 1995; Lambrecht, Kaefer & Ramenofsky 

2009). 

The core service quality of a sporting event, which is simpler terms is the quality of the 

home team, has also been identified as playing a key role in influencing a spectator’s 

desire to return to a venue (Yoshida & James 2011; Byon, Zhang & Baker 2013). Home 

team loyalty on the part of a sport spectator (Wakefield, Kirk L. & Sloan 1995) and a 

willingness to support the home team (Hill & Green 2000) were found to play the biggest 

roles in determining the desire to attend a particular stadium. Those fans with a greater 

degree of identification (or psychological involvement) to a particular team or sport were 

found to have higher levels of attendance in a study into Australian sports spectators (Hill 

& Christine Green 2000). However, the uncertainty of the result can play a negative role in 
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explaining professional sports attendance (Lera-López, Ollo-López & Rapún-Gárate 2012) 

and interestingly the greatest differences in positive emotions tended to be the result of 

how much a team lost by rather than whether the team won or lost (Madrigal 2003). When 

making the decision to attend a game spectators consider the home team, the opposing 

team, game promotions, game amenities, the venue and perceived value (Byon, Zhang & 

Baker 2013).  

Findings from a number of studies (Hill & Green 2000; Hall, O’Mahony & Vieceli 2010; 

Byon, Zhang & Baker 2013) further suggest that stadium factors – the sportscape can 

increase the likelihood that supporters of the home team will attend future games. Hill and 

Green (2000) found that influential sportscape factors included: parking at the stadium, 

(perceptions of) cleanliness, and quality of food and beverages. Venue quality has been 

found to negatively influence behavioural intentions through a potential spectator’s 

assessment of perceived value. (Byon, Zhang & Baker 2013). In addition, according to 

(Wakefield and Sloan 1995), if access to parking and its availability is insufficient to 

accommodate customers then spectators may either decide not to attend a particular 

sporting event or may leave early.  

 

Spectator Satisfaction 

Once at a venue the perceptions of the service quality will also impact on a spectator’s 

satisfaction, which in turn influences re-patronage intentions (Wakefield & Blodgett 1996) 

as spectators who enjoy spending time at the stadium are inclined to return to the stadium 

for future games (Wakefield & Sloan 1995). When spectators return to a stadium 

repeatedly over time a sense of identification with a venue can be developed (Penny & 

Redhead 2009). This love of place has been termed topophilia (Bale 1996; Ramshaw & 

Gammon 2010) and home stadiums have been found to generate location pride, 

awareness, and geographic memories (Ramshaw & Gammon 2010). Bale (1996, 167) 

suggests that stadium developers and planners have “too often ignored the power of 

topophilia”.  

In terms of the venue’s sportscape, it has been shown that satisfaction is impacted by 

whether or not spectators feel crowded or cramped. Poorly designed seating, with limited 

elbow room, impact on spectator satisfaction (Lambrecht, Kaefer & Ramenofsky 2009). 

Wakefield and Sloan (1995) found that perceived crowding had the strongest effect on 
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spectators’ desire to stay or leave a stadium. In addition limited space in the stadium, 

where spectators have difficulty reaching important destinations (food, restrooms), will 

result in spectator frustration and a decreased desire to stay at the venue and to return to 

future games (Wakefield & Sloan 1995; Wakefield, Blodgett & Sloan 1996). The 

helpfulness of employees/volunteers can also impact (both positively and negatively) on 

spectator satisfaction (Lambrecht, Kaefer & Ramenofsky 2009). Wakefield and Sloan 

(1995) also identified stadium food prices as an area of dissatisfaction for many sports 

fans. 

It has also been shown that those spectators with access to hospitality facilities (such 

complementary refreshments, easier/closer parking, private seating) were more satisfied 

with the sportscape than general admission spectators (Lambrecht, Kaefer & Ramenofsky 

2009). Interestingly, in one study, it was found that perceptions of aesthetic quality can be 

improved by the management of the atmosphere (Yoshida & James 2011). Finally, for US 

College football spectators’ pleasure was impacted by the scoreboard quality (Wakefield, 

Blodgett & Sloan 1996). 

Sports fans are not homogenous and there are differences in the behaviours and attitudes 

of fans of different sports, and so it is important for service providers to understand the 

wants and needs of their particular fan base to ensure a satisfying experience.  With the 

non-homogeneity of sports fans in mind it is important that each sporting code gains an 

understanding of their fans and their expectations.  Furthermore, while a small number of 

studies have focussed on Australian sports fans (for instance Hill & Green 2000 and Hall, 

O’Mahony & Vieceli 2010) the Australian market remains relatively poorly understood.  

This current study sought to bridge these two gaps by providing the Australian Rugby 

Union (ARU) with an understanding of their fans.   
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METHODOLOGY 

To facilitate comparison to previous research the methodology adopted in this study was 

based upon those used in the studies discussed above and utilised a predominantly 

quantitative, survey based approach.  

  

Participants 

Supporters of the Australian Rugby Union team on the ARU’s Wallabies 1st Gold 

membership database were provided with an email invitation to complete an electronic 

survey on behalf of the researchers.  A total of 293 completed surveys were utilised as 

part of this pilot study, and the majority of those completing the survey were male (87.7%).  

People completing the survey were primarily over the age of 41, with this group 

representing 95% of the sample group (mean = 57.8, SD 10.0).  

 

Measures 

The questionnaire contained three sections. The first section asked participants to provide 

basic demographic information regarding gender, age, postcode and details on their most 

recent visit to a sports stadium. In the second section participants indicated their 

agreement with a series of statements based on their feelings towards the stadium they 

had identified. The survey utilised eight scales; getting to and around the stadium, stadium 

aesthetics, entertainment, screens and scoreboards, seating, food and beverage, stadium 

atmosphere, and stadium management. Participants were provided with multiple Likert-

type scale items, with five point response options, for each scale ranging from 1 = not at all 

to 5 = very much.  The final section provided respondents with the chance to provide their 

thoughts of the most positive and most negative aspects of the stadium via two open-

ended questions.    

A single pre-existing scale could not be found that covered all aspects of the sporting 

experience and so a new scale was developed for this study.  To enhance the reliability 

and validity of the research tool existing scales (that had previously been tested) were 

used, or adapted, for the purpose of this study.  Additional questions relating to the design 
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of the stadium and topophilia were added to scales previously utilised by Wakefield, Kirk L. 

and Sloan (1995), Wakefield, Kirk L, Blodgett and Sloan (1996), Yoshida and James 

(2011) and Byon, Zhang and Baker (2013).  Additional questions were added following 

discussions with a leading sport architect and based on the researchers’ knowledge and 

observations of sports fans. The survey was then piloted with a small sample to test the 

face validity of the new research tool.  The questionnaire was found to work well and 

needed few changes.  

Mean scores were calculated for each individual scale item, with a higher score indicating 

that a particular item had had a greater influence on the decision to attend a match.  To 

allow comparisons across scales the mean scores for each scale were then calculated.  It 

should be noted that while questions asked the degree of influence that each item had on 

a participant’s decision to attend a game these scores, by extrapolation, will also indicate 

the levels of satisfaction with these factors.  Given that a five-point Likert-type system was 

used, a mean score of greater than 2.50 was taken to indicate that a scale item was 

influential (or that respondents were satisfied). The scales and the mean scores for each 

scale item can be found in Appendix 1. 

The final section of the survey posed two open-ended questions:  

What aspects of the stadium do you consider to be particularly positive? 

What aspects of the stadium do you consider to be particularly negative? 

Answers to these two questions were collated and then displayed via a word cloud.  The 

use of such a tool allowed the frequency of words to be easily visualised and for 

commonly used words to be removed from analysis.  Word clouds present the most 

commonly used words arranged with the size of the word corresponding to the frequency 

of its occurrence in responses.  Such a visual trend analysis approach has been dubbed 

as a “simple yet effective approach” (Hunt, Gao & Xue 2014, 851) that is able to provide 

instant insight into responses.  Such an approach has been used previously in a variety of 

studies such as those by Ahearn (2014), Hunt, Gao and Xue (2014), and Guggenheim et 

al. (2015).      
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RESULTS 

DEMOGRAPHIC INFORMATION 

The majority of those completing the survey where located in New South Wales (93.3%, n 

= 249), however it was noted that some of these members were prepared to travel 

interstate to attend games with responses from fans indicating that both Suncorp Stadium 

(17.8%) and Etihad Stadium (3.4%) were the most recently visited stadium.  The two 

Sydney stadiums featured in the survey were ANZ Stadium (27.1%) and Allianz Stadium 

(51.7%).  Of all respondents, over 60% had attended a game within one month prior to the 

survey. 

It was evident that there is a social element to attending a rugby match with 55.9% of 

respondents indicating that they attended a match with family, while a further 40.5% 

indicated that they attended with friends.  Interestingly an overwhelming majority of female 

respondents (73.0%) indicated that they attended with family.  

 Attendance All Male Female 
 No % No % No % 
By yourself 5 1.64 4 1.50 1 2.70 
With family 170 55.92 143 53.56 27 72.97 
With friends 123 40.46 114 42.70 9 24.32 
With work colleagues 6 1.97 6 2.25 0 0 
  304  267 100 37 100 

 

92.8% of respondents indicated that they usually have reserved seating, with an 

overwhelming majority (82.5%) of those fans indicating that the preferred seating location 

were seats with a mid level elevation. 
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QUANTITATIVE RESPONSES 

Scores were generally found to be consistent across stadiums and scores for individual 

stadiums are only noted when considered to be significant.  

GETTING TO AND AROUND THE STADIUM 

When viewing the game day experience it is important to consider the starting point.  A 

crucial component of the experience includes the journey a fan undertakes to arrive at a 

rugby match.  Then, once they arrive at the stadium, the ease of getting around the 

stadium is important.  The graph below shows responses to questions about getting to and 

around the stadium attended. 

 

Grounds appeared to be well served by public transport and by local roads, with 

respondents favourably rating the ease of access to grounds. While respondents have 

indicated that the stadiums are reasonably well serviced by roads (a mean score of 3.08 

out of 5.00), they also indicated that there are issues with parking once at the venue.  It 

was acknowledged that the parking available is conveniently located to the stadium, 

however the amount of parking available identified as being an area for improvement, with 

approximately 50% of respondents indicating that they were not satisfied with the amount 

of parking available.  Suncorp Stadium performed the worst in relation to the amount of 

parking (mean = 1.77). Of greatest concern was the process of exiting the car park area. 

This scale had a mean score of 2.23 and 65% of respondents indicated that it is not easy 

to get out of car parks after a match.  Conversely, Suncorp Stadium performed the best in 

this area with a mean score of 3.63.  

0%	  
20%	  
40%	  
60%	  
80%	  

100%	  

Getting	  to	  and	  Around	  the	  Stadium	  

1	  Not	  at	  All	   2	   3	   4	   5	  Very	  Much	  
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In regard to navigating the stadiums, respondents have indicated that the venues are 

reasonably easy to get around with this facilitated by signage at the stadium.  Suncorp 

Stadium was seen as providing the most convenient layout for accessing seats and 

facilities such as food and beverage outlets and toilets.  Overall all venues performed well 

with access to seats achieving a mean score of 3.72 and access to food and beverage 

areas and toilets being 3.59. 
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ENTERTAINMENT 

With all sports competing to get fans to games across the role of entertainment as part of a 

game day experience is becoming more and more important.  The increased use of 

technology and social media now mean that entertainment is no longer confined to pre-

game and post game, but during the game as well.  The graph below shows the results of 

questions related to entertainment at the stadiums. 

 

Across all categories it is evident that entertainment is not an influential factor in fans’ 

decisions to attend a venue.  Post match entertainment gained the lowest rating (mean = 

1.67) while in game shows/entertainment are also not considered to be a motivating factor 

(mean = 1.69). For all aspects of entertainment approximately 50% of respondents 

indicated the entertainment offering was not at all a motivator in their attendance.   

With a mean of 1.79 Entertainment was the poorest performing category of all survey 

scales. The highest rating received by any stadium was a mean of 2.14, which was 

achieved by Allianz Stadium for half time entertainment and Etihad Stadium for during the 

game entertainment. Across five of the six categories Suncorp Stadium was seen to be 

the worst performer in respect of entertainment. Overall stadium entertainment represents 

an area that could be improved and which may have a positive impact on the game day 

experience. 
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FOOD AND BEVERAGE 

As a key component of the facilities within a stadium, food and beverage outlets and 

offerings are an important element of the fan experience.  The graph below shows the 

survey responses relating to food and beverage. 

 

Overall food and beverage did not have a positive impact on fans’ decisions to attend 

games, and it was the second-lowest ranked scale (mean = 1.89).  None of the scale 

items were rated higher than 2.16 with the price of food having the least positive influence 

(and therefore the greatest negative influence) on attendance (mean = 1.66).  

Of the stadiums included within the survey, ANZ Stadium was rated the poorest in seven 

of the nine scale items, and while it was rated the best on terms of choices available the 

mean rating was only 2.21 indicating there is still much room for improvement in this 

category.  Etihad Stadium proved to be the best performer in this scale with an overall 

mean rating of 2.28. Generally the food and beverage options available to fans are likely to 

have a negative influence on their decision-making. 
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SEATING 

Three of the stadiums featured in the survey are dedicated rectangular stadiums, while 

ANZ Stadium is a multipurpose stadium that can be used in either a rectangular or oval 

formation.  While seating is the responsibility of the venue it is an essential component 

with a direct impact on the fan experience.  The graph below outlines the survey 

responses relating the impact of seating fan experience. 

 

Seating at the various stadiums rated well with a mean score of 3.77, the highest of any 

scale.  The ability to see the whole playing area, having an unobstructed view, and being 

able to see the ball when it is in the air positively influenced participants’ decisions to 

attend games. Approximately 80% of respondents indicated that visibility of the playing 

area was good (mean = 4.10). Etihad Stadium, with the ability to close its roof, was rated 

the best in terms of protection form the elements (mean = 4.25) however ANZ Stadium as 

the largest of the venues included in the survey, and an oval stadium was the worst 

performing venue for protecting spectators from the elements (mean = 2.97).   
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SCREENS AND SCOREBOARDS 

Over time the role of scoreboards and screens has changed at stadiums from purely 

providing basic game information through to now providing a range of statistics and 

replays.  The screens also play an important role in providing important match day 

information and are a point of revenue raising for stadiums through advertising.  With 

increased technology the role of screens and scoreboards will continue to evolve over 

time.  The graph below presents the respondents’ insights into screens and stadiums at 

the venues featured in the survey. 

 

Respondents favourably perceived the screens and scoreboards at stadiums.  

Respondents rated the screens and scoreboards at Etihad Stadium as the best overall 

with a mean rating of 3.17.  ANZ Stadium performed the lowest on each of the categories 

with an overall mean rating of 2.75 for this scale.  Across all venues fans have indicated 

that the statistics and information that is provided on the screens is not a significant factor 

in their decision to attend (mean = 2.48).  
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STADIUM AESTHETICS 

While the venues in this survey are not owned by the ARU they are an integral part of the 

fan experience. The graph below presents the survey results to questions relating to 

stadium aesthetics. 

 

Responses suggest that venues are reasonably well maintained (mean score of 3.28) and 

modern in appearance (mean = 3.14).  Scores also indicate that participants were satisfied 

with the legroom, elbowroom, and comfort of seats, while seats were also identified as 

being suitably spaced out. Suncorp Stadium rated noticeably above the average in this 

scale (a mean of 3.09 compared to 2.79 overall).  Aspects such as elbowroom, legroom 

and overall comfort at Suncorp Stadium were also rated at least 10% more favourably 

than other venues. Stadiums being painted in attractive colours was the least significant 

factor for this scale in deciding to attend a match (mean = 2.12).  
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STADIUM MANAGEMENT 

While one of the main focuses of game day is the match itself, fans will also consciously or 

subconsciously critique the venue.  Many of those aspects that are observed by fans have 

the potential to add or detract from the overall game day experience.  This graph below 

presents a range of aspects related to game day management ranging from cleanliness 

through to queuing time. 

 

Responses suggest that the stadiums in this survey are well managed and that attendees 

are happy with the cleanliness of the venues including restrooms, food and beverage 

outlets and general walkways.  It was notable across all venues that stadium management 

are active in monitoring and controlling abusive fans (mean scores of 3.31 and 3.37 

respectively). In relation to being able to enter and exit stadiums, mean scores of 3.60 for 

ease of entering a stadium and 3.44 for ease of exiting suggest that participants are 

satisfied with ingress and egress at these venues.  

However, as is clear from the above graph, there are noticeable differences in the fans’ 

assessments of the queues for toilets (mean = 2.65) and queues for food and drinks 

(mean = 2.27). It should be noted that Etihad Stadium was rated higher in both areas than 

other venues, with mean scores of 3.57 for food and beverage queues and 3.40 for toilet 

queuing. 
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TOPOPHILIA (AT THE STADIUM) 

Topophilia relates to the idea of a love of place (Bale 1996), which may in turn become 

related to culture.  Understanding how stadiums create a sense of place is important in 

engaging fans across all aspects of a game day.  The graph below shows the survey 

results for respondents at the stadium.  

 

It is evident that the game itself is important to respondents with a mean rating of 4.49 for 

fans wanting to stay for the whole game. Fans generally believe that they know their way 

around the stadium (mean = 3.77), which suggests a degree of familiarity with venues.  

However the desire to stay for the whole game does not translate into a desire to stay at 

the stadium for as long as possible (the mean score for this scale item was only 2.28), 

which suggests that the venues are not seen as significant places for fans.  This is despite 

the fact that 46.4% of respondents indicated that they enjoy spending time at the stadium. 

Results suggest that the journey to the stadium does not have special meaning (mean = 

2.15) and that fans do not rate their ability to access social media sites highly (mean = 

2.11). 
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QUALITATIVE RESPONSES 

Responses to the final two open-ended questions were collectively analysed with the 

frequency of responses presented via word clouds.  An overall analysis of the responses 

to these two questions is presented below, while the breakdowns for individual stadiums 

can be found in the appendix.   

POSITIVE COMMENTS 

 

Responses revealed that fans value the closeness to the playing field that stadiums such 

as Suncorp Stadium and Allianz Stadium offer.  These venues were believed to be ‘rugby’ 

venues and as a result were seen to offer a better atmosphere.  The atmosphere in the 

stadium was linked to the size of the crowd with many participants indicating that a large 

crowd was a key element in generating this atmosphere. The proximity of seating to the 

playing area was seen as being particularly important for respondents and this contributed 

towards a feeling of intimacy.  Respondents indicated that it was important that stadiums 

were easy to access and valued those that were close to public transport links, the city 

centre, and other entertainment venues.   Participants generally commented favourable on 

the transport options for the stadiums and the ease of access to them.  However one key 

factor was the presence of the Wallabies (Australia’s national rugby team) as a number of 

participants stated that they enjoyed watching them play in any stadium. 
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NEGATIVE COMMENTS 

 

In response to the question What aspects of the stadium do you consider to be particularly 

negative? the above word cloud identified food and beverage provision as a particular 

point of dissatisfaction.  The service, including the time it takes to be served, and the price 

of the offerings were found to be the main factors in this dissatisfaction. The frustration 

with the food and beverage options was exemplified in the following comment: 

“Catering has always been an issue, many surveys over the years with limited change.” 

The standard of service was a common theme with a number of respondents suggesting 

that inexperienced staff contributed towards poor levels of service quality. Terms such as 

“extreme” and “exorbitant” were used to describe the prices of food and drink at venues. In 

addition to the price of food and beverage respondents also indicated that there was a 

limited number of ways in which to order and receive food.  This limited number of options 

then results in difficulties around queuing for food and beverage that further impacts on the 

fan experience.  The survey has also indicated that there is a need for a greater variety of 

food options at stadiums.  Fans are looking for options that present healthier alternatives 

to traditional fast foods and they are also looking for increased quality in what they can 

buy.  Comments indicated that the poor food quality and the lack of healthy options meant 

that some fans did not eat at stadiums.  
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As was also found in the quantitative responses, the availability of parking, and particularly 

the time to get out of the stadium parking area after a match was also a common theme.  

While the majority of comments relate to the time it takes to exist the carpark, with some 

indicating this may be in excess of an hour, there was an overall sense that the process of 

leaving by car is uncoordinated and inconvenient.   

One specific area identified by fans that caused concern was the use of the PA system at 

Allianz Stadium during the game.  The concerns related to the loudness of the PA, with the 

announcements and music being too loud and considered to be a distraction.  While noise 

does contribute towards an atmosphere in sports stadiums this cannot be generated via 

the PA system alone.  Participants identified that low crowd numbers at games detracted 

from the atmosphere and impacted on the experience of fans 
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DISCUSSION 

The table below provides the overall scores for the eight scales, listed in descending order 

– a higher score indicates the scale had a greater influence on the decision making 

process. 

 

SCALE SCORE 

Seating 3.77 

Stadium Management 3.17 

Gett ing to and Around the Stadium 3.16 

At the Stadium (Topophil ia) 2.98 

Screens and Scoreboards 2.87 

Aesthetics 2.79 

Food and Beverage 1.89 

Entertainment 1.79 

 

There are clear differences in satisfaction levels across the eight scales.  The above 

average scores for most scales indicate a degree of satisfaction amongst participants.  An 

analysis of the qualitative responses for the positive aspects of the stadiums indicates that 

fans are satisfied with elements such as the closeness to the playing field, the atmosphere 

at the games and the quality of the view from their seats. This importance of seating is 

supported through the quantitative scoring of the scales. Attendees were shown to want a 

good view of the playing area and to be part of an atmospheric crowd, with such sensory 

and social experiences creating a sense of topophilia (Penny & Redhead 2009). 

Respondents suggested that a large crowd or a full stadium generates a good 

atmosphere, in line with the findings of Hill and Green (2000) and Yoshida and James 

(2011). However it is important to note that respondents also indicated that unfilled 

stadiums had a negative influence on their match day experience, suggesting that high 

levels of crowd density may be the more important factor. While larger stadiums are able 

to accommodate bigger crowds (and generate greater income) they may also result in a 

less intimate and atmospheric experience, and they may offer poorer views of the field of 

play. Therefore it may be preferable to schedule games in smaller venues that will have a 

capacity crowd and that will generate a better atmosphere for match day attendees.     
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The scores for the Food and Beverage scale (1.89) and the Entertainment scale (1.79) are 

considerably lower and this indicates dissatisfaction with these elements.  In qualitative 

responses both the quality of service and the price for food and beverage were identified 

as being areas of concern for fans. However understanding the low score for the 

entertainment scale is more complex. The survey asked respondents whether each scale 

had influenced their decision to attend an event and the low score for entertainment 

suggest that match day entertainment is not important for this group of fans.  It should be 

noted that the ARU Gold Members are likely to be highly identified fans, with a strong 

psychological connection to the Wallabies. This connection may be longstanding and so 

Gold members could be seen as traditional fans rather than modern consumers. A 

connection to the team is significant as traditional fans are less motivated by 

entertainment, deriving satisfaction from the team performance and their identification with 

a team. For these traditional fans entertainment that utilises or focuses on rugby-related 

entertainment or activities may be more appealing.  

As identified in the qualitative responses respondents valued those venues that were close 

to city centres, as this allows for easy access to the restaurants and bars on offer there.  It 

appears that participants would generally prefer to spend time in these venues than at a 

stadium’s bars.  Furthermore, with pre-allocated seating, spectators do not need to arrive 

at venues early to find a seat, they are able to spend time at other locations and arrive at 

the ground shortly before start times.  As a result spectators may be spending less time in 

venues and may again be less inclined to value pre-match entertainment offerings.   

It is evident that there are stresses on fans in both arriving at the ground and also upon 

leaving the ground.  These stresses bookend the game itself and will potentially have a 

negative affect on the overall fan experience.  While the experience of using public 

transport appears to marginally improve this aspect of the experience there is significant 

room to improvement the entry and exit from venues. 

Overall the stadiums in this survey were favourably assessed by participants with 42 of the 

63 scale items having mean scores greater than 2.50.  Of the remaining 21 scale items it 

is clear that food and beverage options and prices and entertainment provided are not 

influential in the decision to attend a game, and may actually be detrimental to this. 
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RECOMMENDATIONS 

We have provided a number of recommendations for the ARU to consider.  In each 

instance we are able to provide advice on how to address these recommendations.  We 

suggest further site-based observational studies, at the venues discussed in this study, to 

identify specific areas for improvement in line with the following recommendations:      

• It is apparent that the journey to and from the stadium is not currently of significance 

for ARU Gold members.  The fan experience begins long before the game starts 

and the ARU should consider how to experientialise the journey to and from the 

venue.  In this survey fans also indicated that they did not want to extend the length 

of time that they spend in venues and so the ARU could pay particular attention to 

post-match events that encourage fans to stay at venues longer – this will have the 

added benefit of alleviating post-match rushes in parking facilities.  

• Stadiums have become the focal points for location pride and awareness 

(Ramshaw & Gammon 2010).  However modern stadia have been identified as 

“non-places” (Penny & Redhead 2009) and this is particularly the case with multi-

sport and multi-team stadiums, such as those that the Wallabies play in. 

Respondents in this study identified both the importance that a stadium is seen as a 

‘rugby’ venue and the presence of the Wallabies. Given that respondents did not 

value the colours of the stadiums in this study it is recommended that the ARU work 

with venues to ensure that they are decorated in the colours of the Wallabies and 

that there are sufficient visual reminders of the team and the sport.      

• Social media access has been identified as an area for improvement.  While it is 

acknowledged that Wi-Fi access in not controlled by the ARU it should be noted 

that the use of social media during sports matches is becoming increasingly 

important for modern consumer-driven fans.  If the ARU can work with venues to 

improve social media access, and then use this to interact with attendees during the 

match, the fan experience will be enhanced. 

• The length of queues for food and beverage have been identified as unsatisfactory 

by participants in this survey and was also identified by Wakefield and Sloan (1995) 

as an area of dissatisfaction.  In the United States the San Francisco 49ers have 

developed a stadium app that shows the length of queues for beverages while the 

Aviva Stadium in Ireland allows customers to pre-order drinks.  In Australia the 
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Penrith Panthers are introducing a digital waiter app and the SCG has introduced 

Q-Hopping technology that allows fans to order and purchase food and beverage 

using a mobile device.  Furthermore, in many theatres it has long been the custom 

for attendees to pre-order interval drinks.  It is recommended that the ARU work 

with venues to develop techniques or mobile technology to allow fans to order food 

and beverage from their seats and to reduce the queuing time for this element of 

the match day experience.   

• Food and beverage prices are seen as being too high for the quality and variety of 

food on offer. While the MCG has recently dropped food prices these are still higher 

than those at the Augusta National Golf Course, home to the US Masters.  At 

Augusta the highest priced food item is only US$3 while the most expensive drink is 

US$5 for an imported beer.  While we understand that these prices are controlled 

by venues it is an area that the ARU should further investigate to identify whether 

this can be improved.  

• For entertainment the ARU must make a decision as to which segment of their 

market they are targeting with this element of the fan experience.  More traditional 

match day attendees, with a longer and deeper identification with the team, will not 

be attracted to entertainment focussed on consumers – for instance popular 

musicians or dancers.  However more traditional team-focussed fans will not be 

attracted to such activities.  Instead they will find rugby-related activities, often 

linked to the traditions of the game or that generate a sense of nostalgia, more 

appealing.  
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APPENDICES 

APPENDIX 1: SURVEY SCALES AND MEAN SCORES 

Getting to and Around the stadium 
The stadium is well served by public transport 3.50 
Local roads make it easy to get to this stadium 3.08 
This stadium has ample parking 2.58 
Stadium parking is easy to get out of after the game 2.23 
Stadium parking is conveniently located 3.14 
Signs at this stadium help you know where you are going 3.27 
Signs at this stadium give clear directions of where things are located 3.30 
The stadium layout makes it easy to get to your seat 3.72 
The stadium layout makes it easy to get to the restrooms or food and beverage 
outlets 

3.59 

Stadium Aesthetics 
This stadium is painted in attractive colours 2.12 
This stadium's architecture gives it an attractive character 2.62 
This is an attractive stadium 2.80 
This stadium is well maintained 3.28 
This stadium is modern  3.14 
There is plenty of legroom in the seating area 2.96 
There is plenty of elbowroom in this seating area 2.70 
This stadium provides comfortable seats 2.81 
The arrangement of seats provides plenty of space 2.72 

Entertainment 
Pregame shows/entertainment added to your experience at this stadium 1.76 
Interval/halftime shows/entertainment added to your experience at this stadium 1.97 
Postgame shows/entertainment added to your experience at this stadium 1.67 
During game shows/entertainment added to your experience at this stadium 1.69 
Shows/entertainment at this stadium provide a suitable degree of interactivity 1.87 

Screens and Scoreboards 
The screens/scoreboards are entertaining to watch 2.88 
The screens/scoreboards add excitement to the game  2.89 
This stadium provides interesting statistics/information 2.48 
This stadium has high quality screens/scoreboards 3.14 
The screens/scoreboards are conveniently located 3.27 
You rely on the screens/scoreboards to watch the game 2.58 

Seating 
The whole playing area is easily visible from your preferred seating location 4.10 
Your view is not obstructed from your preferred seating location 4.02 
When the ball is in the air your view of it is not obscured from your preferred 3.98 
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seating location 
You are protected from the elements in your preferred seating location 3.29 
Your preferred seating location is close enough to the playing field 3.86 
The sound quality is good in your preferred seating location 3.36 

At the stadium (Topophilia) 
You enjoy spending time at this stadium 3.26 
You like to stay at this stadium for as long as possible 2.28 
You like to stay for the whole game 4.49 
You are able to access the internet via your mobile phone or other devices at this 
stadium 

2.72 

You have a good phone signal at this stadium 2.94 
You are able to access social media sites such as Twitter and Facebook at This 
stadium 

2.11 

You feel at home at this stadium 3.13 
The journey to this stadium has special meaning for you 2.15 
You know your way around this stadium 3.77 

Food and Beverage 
This stadium offers a wide variety of food choices 2.16 
This stadium offers good tasting food 2.03 
This stadium offers healthy food options 1.83 
This stadium offers reasonably priced food 1.66 
This stadium offers a variety of ways to order and receive your food 1.76 
This stadium offers a wide variety of drinks choices 2.14 
This stadium offers reasonably priced drinks 1.70 
This stadium offers fast service for drinks 1.98 
This stadium offers a variety of ways to order and receive your drinks 1.75 

Stadium Management 
This stadium maintains clean restrooms 3.21 
This stadium maintains clean food and beverage areas 3.17 
This stadium maintains clear walkways and exits 3.30 
This stadium makes certain that offensive fans are controlled 3.37 
This stadium monitors abusive fans 3.31 
This stadium is concerned about controlling abusive fans 3.37 
Queues for toilets at this stadium are acceptable 2.65 
Queues for food and drinks at this stadium are acceptable 2.27 
It is easy to enter this stadium 3.60 
It is easy to leave this stadium 3.44 
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APPENDIX 2: ALLIANZ STADIUM NEGATIVE ASPECTS WORD CLOUD 

 

 

 

APPENDIX 3: ALLIANZ STADIUM POSITIVE ASPECTS WORD CLOUD 
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APPENDIX 4: ANZ STADIUM NEGATIVE ASPECTS WORD CLOUD

 

APPENDIX 5: ANZ STADIUM POSITIVE ASPECTS WORD CLOUD 

 

 

 



 

UNIVERSITY OF WESTERN SYDNEY 
32 

APPENDIX 6: SUNCORP STADIUM NEGATIVE ASPECTS WORD CLOUD 

 

 

APPENDIX 7: SUNCORP STADIUM POSITIVE ASPECTS WORD CLOUD 
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