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This master thesis deals with football spectators. Its primary objective is to examine the 

segmentation of the spectators of the Danish Superliga club Silkeborg IF and to investigate the 

motivational factors for attending home league matches. The current financial situation in 

European sport clarify the necessity of focusing on the business part of running a professional 

sport organizations, rather than solely on achieving results on the pitch.  

     Compared to the extensive research done in America on sports spectators it is hard to find any 

at all in Denmark besides studies on hooliganism. This master thesis is centered around a 

quantitative investigation. 883 questionnaires were distributed to the spectators of Silkeborg IF at 

the stadium on match day. 557 respondents completed the questionnaire. 

     The master thesis is divided into two parts. The first part presents the methods and theories 

applied. The second part presents and analyses the results of the questionnaire.  

     Different American investigations and theories have been used as inspiration to design the 

questionnaire. Funk’s Psychological Continuum Model has been used to divide the spectators into 

four main groups as a framework for analyzing motivational factors affecting the spectator 

decision process. The four main groups: Awareness, Attraction, Attachment and Allegiance – is 

based on the level of connection each individual spectator has to Silkeborg IF. Different 

demographic information along the purchase behavior, product use and benefits has also been 

used to divide the spectators into different segments.  A total of six motivational factors was 

selected with the purpose of reaching and understanding of the spectators interest in attending 

matches. Among the six motivational factors is The SportWay Motives: Socialization, Performance, 

Excitement, Esteem and Diversion. As an additional motivational factor the spectators were asked 

to express to witch degree more basic matters concerning the product was important to them. 

     The results of the questionnaire showed a rather surprising age group dominating the numbers 

of spectators at Silkeborg IF. 51 percent of the spectators where age 40 or older and they counted 

for 60 percent of the spectators who were watching between 10 and 15 home league matches 



during a season. The segmentation of the spectators in terms of the level of connection to the 

Silkeborg IF was very consistent with their purchase behavior and product use. It qualified the 

segmentation as a framework to analyze the motivational factors. An increase in level of 

connection was coincident with an increased relevance of all of The SportWay motives. The 

motivational factor concerning basic matters in relation to the product showed a decreased 

importance in terms of increasing level of connection to Silkeborg IF. 

     The investigation contributed to different potential initiatives done by Silkeborg IF to improve 

the marketing of their ticket sales. Further research is recommended in particular research of 

more qualitative character. Silkeborg IF and other professional sport clubs in Denmark are 

hopefully able to benefit from the work done is this master thesis.            

 


