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I. INTRODUCTION

Banks, department stores and many other industries have conducted consumer or audience
research for years. The use of in-house consumer and audience research has provided necessary
and valuable information on the trends and patterns of target groups and audiences for decades. In-
house research has also provided corporations and organizations with a mirror in which to see how
they are perceived by the public. This latter type of research is emphasized in this image research
project designed for the Columbia (South Carolina) Mets baseball team.

The Mets have a serious attendance problem. According to September 14, 1991 article in
The State newspaper, last season the Mets failed to draw 80,000 fans to the ballpark for the first
time since 1984. (1) Last season was the second worst year in attendance in the nine-year history
of the club. The attendance problem was especially severe because it followed a $1.5 million
renovation to Capital City Stadium, a championship team and record attendance in minor league
baseball across the nation.

Minor league baseball attendance figures have increased throughout the nation each year
since 1986. According to the National Association of Professional Baseball Leagues Inc.,
attendance for all minor league teams has increased by almost seven million fans from 1986 to 1990.

The Columbia Mets play in the South Atlantic League. The SALLY league's attendance
figures also have increased every year since 1986. The Columbia Mets on the other hand, saw their
attendance figures rise each year from 1986 to 1988, but experienced a drop in attendance of almost
30,000 fans in 1989. The attendance increased by almost 14,000 fans in 1990 and dropped by
almost 20,000 people this past season. Again, this was the worst attendance record since 1984 for
the Mets organization.

According to former general manager Jeff Reeser in an April 15, 1991 article in The State
newspaper, the Mets needed to attract 100,000 fans last season to break even financially. (2) They
had their share of problems due to weather. The team lost 12 games to rain outs and 31 other games
were threatened by rain. The Mets were unable to sell out a single game last year. According to

articles in The State newspaper, promotions and giveaways were almost nonexistent last season.
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Reeser was quoted in a September 14, 1991 article in The State newspaper entitled "Empty victories

at new ballpark normal for Mets," as saying his promotional budget "dwindled to about $30,000
from an estimated $70,000 at the start of the season." (3) The problem of fan attendance was
recognized by city and state officials and The State newspaper in their August 11, 1991 article
"Management hopes survey helps solve mystery of disappearing fans." (4) The complete
newspaper articles are contained in Appendix D.

Due to a limited budget and the lack of commonly shared fan oriented sports research, the
Columbia Mets had no choice but to conduct their own survey. Fixing the problem of fan
attendance was compounded for the Mets due to an absence of research and records in the
organization. With five general managers in five years and a constant turnover of front office
personnel, the Mets lack an information base, cumulative research material and other information to
help correct this problem. It is the purpose of this project to provide the Mets organization with a
picture of how the public sees the organization and the strengths and weaknesses of their operation.
The study will also provide a solid foundation for future research in the marketing and public
relations efforts of the Mets.

Chapter Two is a review of the literature concerning public relations and baseball. The
literature concerning image research in baseball is nonexistent. To fully understand the value of
image research, a baseball team must be knowledgeable about the dynamic role of public relations
and baseball. Chapter Three is a discussion of the methods used in this project. Chapter Four
contains detailed results from the study with an item by item analysis of survey outcomes and
finally, Chapter Five contains some conclusions and recommendations for continued research by the

Columbia Mets.
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(3) "Empty victories at new ballpark normal for Mets"

(4) "Management hopes survey helps solve mystery of disappearing fans" The State newspaper,
Sunday, August 11, 1991. Page 4C




II. LITERATURE REVIEW

The author found that the literature concerning fan surveys and image research in baseball
is nonexistent; however, a lot of valuable background material is available that gives a more global
sense of public relations and baseball. The literature surrounding baseball, public relations and
community relations suggested ways in which to format and develop this image research project.

One of the problems encountered by the Columbia Mets is a lack of research material in
baseball concerning this subject. To properly understand the role and function of public relations
in baseball, the author believed it was imperative that the literature involving all forms of public
relations efforts involving baseball be reviewed. In order to design and implement an image study
for the Columbia Mets, a working knowledge of the dynamics involved with fan attendance was a
must.

Quite a few things have been happening in professional sports, including baseball, that fall
under the umbrella of "public relations.” The relationship between a sports team and its
community has become a key to the financial success of many baseball teams. The review of
literature concerning public relations, community relations and even media relations in baseball,
has been a useful supplement to this project and the problem facing the Columbia Mets.

In 1990, the National Association of Professional Baseball Leagues, the minor leagues,
drew 25,244,569 fans. This is the highest single season attendance figure ever. The next largest
figure goes back to when the minors drew 24,024,373 fans. In 1952 there were 324 minor league
baseball clubs and 16 major league clubs. In 1990 there were many fewer minor league clubs --
less than 200 -- and 26 major league clubs.

A 1988 Money magazine survey found that spending a day at the ball park can mean big
bucks to the average fan. "It cost nearly as much to boo the Pirates as it does to shout bravo at
Puccini. Tickets are only part of the drain. A 14-ounce beer costs $2.50 in Philadelphia, and a
San Francisco Giants cap will set you back $10. For the best seats in the park, park’ 1g, four hot
dogs, two sodas, two beers, popcorn, a pretzel, peanuts, a pennant, cap, T-shirt and program, a

ball game will run from a low of $65.75 at Dodger Stadium to $89.95 at Fenway Park."” (1)
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According to the authors of Sport$biz: An Irreverent Look at Big Business in Pro Sports,

sports has become a modern, money eating, merchandising monster. American are spending
enormous amounts of money on sports entertainment. The authors cited a 1987 Sports in¢, study
which tried to determine the total amount of money spent in the United States on sports. The
figure was almost out of a Pentagon budget session according to Sport$biz. "The magazine
pegged the gross national sports product at $50.2 billion. Believe it or not, that's more than this
country spends on coal, oil and cars." According to the authors figures, it works out to be about
one percent of the gross national product. That means that out of every one hundred dollars
changing hands in the U.S., a dollar finds its way into sports. (2)

"As a leisure good, baseball, like many other traditional products, must compete in an

increasingly differentiated and segmented market," according to the authors of the book Baseball
Economics and Pyblic Policy. "Consumers today are faced with a wide array of activitic. [t
compete for their leisure time and discretionary dollars. As personal incomes rise, people tend to
allocate a larger and larger share of their income to leisure goods. Whereas the local movie theater,
the Saturday night dance, and the Sunday afternoon baseball game used to be staples of
entertainment, today people have available a wide variety of both participant (tennis, skiing,
bowling, backpacking, and so forth) and spectator sports (basketball, hockey, football, soccer,
and so forth)." (3)

As baseball continues to compete for the consumers time and dollar, the packaging and
promotion of sports has become a special segment of the wide field of public relations. In the
book Public Relations: Strategies and Tactics, the authors compare today's modern athlete with the
movie stars of Hollywood's golden age. "Sports have a highly exploited star system in which
colorful individual athletes are publicized as energetically as contract film stars of the major motion
picture studios once were. A study sponsored by a brewery in the early 1980s tound that nearly
70 percent of Americans watch, discuss, or read about sports daily. As a result, a special field of
sports public relations has developed, using the same principles as other entertainment publicity,
but with angles all its own." (4)

A few years ago, Bill Shanahan was the general manager of the San Bernardino Spirit, a

Class A minor league baseball team not far from the lights and glitter of Hollywood. It is a farm
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team for the Seattle Mariners. Shanahan agrees that baseball is part of the entertainment business.
"This is a business. It's not the old days of minor league baseball like in the television commercial
with the dog running around after the player, or when you opened the ballpark and got two
hundred fans in. We market baseball as an entertainment product. We are an entity of
entertainment and business that just happens to have ballplayers on the field," he added. (5)
Shanahan is currently the new vice president and general manager of the Columbia Mets.

According to the authors of Public Relations: Strategies and Tactics, "Many ordinary
people leading routine lives yearn for heroes. Professional and big-time college sports provide
personalities for hero worship. In addition to admiration for individual performers, members of
the public develop a vicarious sense of belonging that creates support for athletic teams. Sports
publicists exploit this feeling in numerous ways. A winning baseball team becomes ‘our’ team in
conversations among patrons of a bar. To signify their loyalty, children and adults alike wear
baseball caps bearing the insignia of their favorite major league teams. Enthusiasts decorate their
automobiles with bumper stickers and license-plate holders bearing the name of their favorite
team." (6)

The authors of Baseball Economics and Public Policy state, "Baseball, more than any other
sport, is known for its fans who can recite statistics, such as the batting averages of all the top
players of the 1937 Yankees or the sequence of plays that won the third game of the 1962 World
Series. Such a depth of knowledge ordinarily would not be associated with something that is
considered only an entertainment or diversion. Rather, for these fans, baseball serves as a hobby
of sorts. For other fans, baseball is a symbol of community identification. Bostonians could walk
a little bit taller when the Red Sox won the American League Pennant in 1975, and unfortunately
they could commiserate with one another when the team lost the World Series. New Yorkers in
the mid-1960s, on the other hand, developed an unusual camaraderie through identifying with their
underdog Mets." (7)

Teams are finding good public relations programs do not just happen: successful PR
programs are well planned and well organized. The book Modern Sports Administration (8) gives
a number of specifics: "No sports organization can achieve its maximum potential today without a

multi-faceted public relations program, which should include an enthusiastic and dedicated staff; a
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close relationship with all segments of the community, including the key people in business,
education, government and religion; participation in community affairs; serving as a source of
information; working closely with members of the media; and striving for effective public
speaking."

Good customer relations is smart business, especially in baseball according to Mason and
Paul. "The successful sports teams will be those that stress public relations, especially on a one-
to-one basis. It is important that the spectators be made welcome and feel that management is
pleased that they are attending a game, and that they are special. It is hoped that a pleasant
usherette who helps the fans find their seats, a hustling, enthusiastic hawker and a mascot who is
nice to the young children and pats them on the head, will help make the spectators enjoy the
experience of attending the game and want to return." (9)

Enticing fans into the ballpark has become an art form in the past ten years. Marketing
people in both the American and National League said the Oakland Athletics "revolutionized - the
way baseball is sold to the public,” in 1981. If you remember "Billyball," the Oakland A's
centered their 1981 marketing and PR campaign around the feisty manager Billy Martin.
"Billyball" became a symbol of "aggressive, derring-do baseball,” according to an article in
Advertising Age magazine. According to the article, the teams most capable of "enticing" fans into
the ballpark are: the Chicago White Sox and Cubs, Kansas City Royals, Cincinnati Reds, Los
Angeles Dodgers, the Philadelphia Phillies and Oakland. Rather then just opening the doors to the
ballpark, several teams are packaging their teams like Proctor and Gamble would package Tide--
anything to get the fans in the seats. (10)

But while the marketing brains in baseball think "play ball" now means "marketing hard
ball," the public relations staff cannot forget the value of good old-fashioned "customer service."
According to Modern Sports Administration, the largest percentage of people who abandon a team
and quit coming to a ballpark do so because the administrators, staff and employees at the games
were indifferent to the customers. (11)

The relationship of a baseball team with its community is a "hot" issue of debate currently

in Detroit. There have been rumors there that the Tigers ownership wants to move out of

v




downtown Detroit, leave historical Tiger Stadium and go to the suburbs and a new playground.
The Tigers play in an extremely tough part of town. In an article written by Darrell Berger for
Baseball Hobby News, he wrote that one longtime Tiger fan feels that part of reason Tiger
management want to leave the city is because of the large black population around the ballpark.
The fan told Berger he did not mean to be racist, "But blacks just don't go to the ballpark." (12)

This comment lead Berger to ask in his article, " Yes, few blacks come to the ballpark. But
what effort has been made by the Tigers to improve relations between the team and its
neighborhood? Do they have an outreach program like the Dodgers? Do they give help to kids'
leagues in the city? Are the Tigers good citizens of Detroit or are they just there to sell tickets?
What does it mean for a nation to abandon its large cities to a permanent life of crime and poverty?
What does it mean for its small cities to die from lack of interest? What responsibility do
corporations, including sports teams, have to the community?" (13)

When anyone mentions community involvement to Dave Perron, Oakland's director of
community affairs, he will be the first to tell you that Oakland is the biggest and the best in the
business. "We have thirty to fifty community programs, from food drives and book drives at the
ballpark and CPR Saturday's and a Cops' Corner, which are not unique to this team, to some very
unusual things. We have a project called the mammal project where we bus kids - inner- city kids
who never get the opportunity to do this - out to the Marin headland for a day of education in the
mammal center out there, a hospital-resort for wayward and sick sea lions, sea otters and so forth.
We have Black Adoption Night, where we're encouraging black families to look at the critical need
for blacks to adopt blacks. We have a reading program in the summertime. When the kids
complete ten books we give them a free ticket to a ball game. [ can go on and on." (14)

During his interview in the book Baseball Lives, Perron calls his job "cause marketing."

"I'm really the candy man in this place. I am not bringing in any revenue. It's all expenditure. I
go through probably 550 letters a year - everything from the Boy Scouts to convalescent hospitals
to the Association for Mothers' Milk - asking for tickets.” Perron estimates he gives out a hundred
thousand tickets a year, "and our marketing people are trying to sell these tickets," he added. But
Perron says the marketing people understand that the team benefits from this program "because it's

good community relations.” (15)




Community involvement does not just happen, it is a commitment made from the leadership

of the team. Oakla..d owner Walter Hass was the subject of a past issue of Fortune magazine

which mentions his feelings about players performing volunteer work in the community. "He
doesn't force us to get involved in the community, but he really helps, by flying players back to
Oakland during the off-season for public appearances,” stated Oakland pitcher Dave Stewart.
Stewart has won Oakland's Community Service Award two of the past three years because of his
work with underprivileged inner-city youths according to the article. (16)

The A's are doing things right in the community, but they are also doing things right at the
ballpark. Oakland has changed their multi-purpose stadium into what is called "Baseball-Land."
"A ball club isn't just a team, it's an entertainment entity or a lifestyle medium, much like
Disneyland," says Oakland's marketing expert Andrew Dolich in the same Fortune article
mentioned earlier. Dolich said their marketing research indicated they should make the ballpark a
more pleasant place to be. The A's spent millions improving the stadium, concessions, the sound
system and added a great color television screen. The television screen has been the home of
Oakland's computerized "Dot Racing," (the computer pits randomly programmed red, blue, and
white dots in five-lap races around an animated race track) a fan favorite. (17)

But, the A's also improved on the time-tested value of good customer service. They added
tables to the bathrooms with free diapers, bearing the A's logo, and opened a new concession area
called "Family Place." Stocked with mechanical elephant rides, "Crayola Corner and Lego Land,"
the A's created a place for parents to be with their children during part of the game. The A's did
not forget about the parents either. They installed television monitors so they will not miss the
game.

But according to Dave Perron, "No matter how much you do in community affairs, how
much you do in marketing, how good the promotion is, things work better, food tastes smoother,
smiles are a little wider when we win." (18)

Winning is something the Los Angeles Dodgers have known for years. The Dodgers
public relations staff has created an image for their; "Dodger Blue." The Dodgers want the fans to
feel "Dodger Blue" when they win and bleed "Dodger Blue" when they lose. (19) By the way,

"Dodger Blue" developed because it is the predominant color of their uniforms. Tommy Hawkins,
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vice-president of communications for the Dodgers, oversees publicity, promotions, marketing and
community services in his position. Hawkins agreed with Dave Perron of Oakland on the
importance of a winning ball club during an interview in the book Baseball Lives.

According to Hawkins, "The baseball is ultimately important to what we do here because if
the team is unsuccessful no matter how good we are at what we do, we're unsuccessful. It's a
numbers game, putting people in the stands, making them comfortable. Yes, we sell 27,000
season tickets a year and that would be humongous for some teams, but we have a stadium that
seats 56,000. We want to fill this park. We're not satisfied with 30-35,000. We want to bring
over three million people a year into this park and there have to be special days, group sales,
marketing, publications to keep the product in front of the people, a courteous staff of people who
take care of our guest in one of the most beautiful surroundings in the world," stated Hawkins (20)

Hawkins and the Dodgers understand the value of customer service and work hard at it to
bring to the ballpark. "This is Los Angeles. This is Tinsel Town! We can't sit back and take for
granted that they're going to come here because we have a clean ballpark and a pretty good team.
The food has to be good. The entertainment has to be good. This is our home. The trees that you
see on the hills, the stands, the parking, everything. We invite you into our home. What people
don't like is to become just a number, part of a herd - move 'em in, move 'em out. We strive to
maintain the human touch,” said Hawkins. "There's a Dodger way of doing things," he added.
21)

The "Dodger way" of doing things has not gone unnoticed by other clubs. In baseball
circles, the Dodgers are known as the "McDonald's" of baseball. According to Pat Gallagher,
senior vice president for business operation for the San Francisco Giants, "Every time you go there
you have a pretty good idea of what the experience is going to be like. When you drive into
Dodger Stadium there's a smiling person there to direct you. When you walk up to the gate there's
a ticket taker there who smiles and tells you where you are supposed to go. When you want to get
something to eat it's easy and convenient. When you walk out you're not worried about whether
your windshield is broken or whether some jerks are going to charge you to get back in your car."

(22)
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The value of running a smooth operation is also well known by the Phillies baseball club in
Philadelphia. In the book Administration of Physical Education and Sport Programs, the author
describes the attitude of the Phillies organization. "The goal is to use promotions to get the fan to
the stadium and then to present an exciting and smooth operation to entice the fan to come back.
To do this, the ticket price has to be competitive, the rest rooms clean and well located, the
scoreboard and public address system appropriate, and concessions appealing.” (23)

In the Minnesota Twins' 1990 yearbook, five entire pages are devoted to informing the
fans about the Twins community involvement. The Twins did something in their yearbook that
this researcher found to be extremely rare after looking through dozens of other team publications.
The Twins started their "community relations/affairs” section of the yearbook with a letter to the
community, signed by Carl Pohlad, owner, Jerry Bell, president, and Greg Gagne, player
representative. The letter begins by saying the Twins are committed to providing championship
caliber baseball but, "a successful team cannot be measured by wins and losses alone. In addition,
a team is measured by its level of commitment to the community that supports it." The letter closes
by thanking the fans for their support and says, "Through our involvement in the community, we
attempt to give back to our fans in return for the many memories our fans have given us."” (24)

The Texas Rangers are another example of a baseball team heavily involved in their
community. In the Rangers souvenir program, fans are given a sample of the Rangers
involvement with several civic organizations in the community. They participate with the American
Lung Association in a bowling tournament, and with the Big Brothers for a celebrity golf
tournament. (25)

The Seattle Mariners have gone through a complete change in ownership and philosophy in
the past few years. The "New Seattle Mariners" are dedicated to making the Pacific Northwest a
great place to call home. The organization ensure that players, coaches and staff are involved in
community activities. In the 1990 edition of Mariners Magazine, a special section is reserved for
community relations. (26)

The Mariners are one of the teams that are very involved in public education. The Seattle
Public School system created a program called Partners in Public Education (PIPE). The program
according to the Mariners Magazine, now links 61 schools with 90 business and community
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partners. The Seattle Mariners have been partnered with Beacon Hill School for the past years,
and according to their magazine, "The relationship has been rewarding for both the M's and the
students and teachers of Beacon Hill. (27) The PIPE program is a compliment to a new program
the Mariners started called "Role Models Unlimited."

According to Tommy Hawkins of the Los Angeles Dodgers, mentioned earlier in this
chapter, "The corporate world is coming closer to the sports world in understanding what the two
have in common: teamwork." (28)

The corporate world is matching their work with the right sports team for what is now
being referred to as "Sports Marketing." According to an article in Savings Institutions magazine,
"More and more savings institutions and other companies are finding that they can capitalize on this
nation's love affairs with sports by linking their names with popular events, teams and players. A
growing trend - sports marketing - allows companies to cash in on the broad appeal of athletic
activities. Through sports marketing, saving institutions are able to bask in the good will generated
by their visibility in the community and fulfill their goals to be seen as good corporate citizens."
(29)

According to an article by Donna Lynn in Public Relations Journal, "The success of sports

marketing programs seems to depend on matching the right sports with the right mix of public
relations objectives." Lynn gives an excellent example, in her article, of corporate sponsorship in
baseball involving IBM. "IBM first became involved with baseball through the Baseball Hall of
Fame. Computers and statistics were a natural tie-in. It has now expanded its sponsorship to joint
activities with all 26 major league baseball teams including local business-to-business customer
entertainment and student pennant races. Specified game feature hospitality tents where IBM
business customers can mingle with players, get autographs, and eat prior to the game. The
student pennant races program gives 1,000 kids in each major league team's area tickets to a
specified game. The youngsters can each bring one adult. Both of these programs are supported
by local publicity and advertising." (30)

"Big Blue's major goals are increased sales and improved community relations through
community involvement, says Hilary Mark, vice president of DelWilber and Associates, a sports

and special-events firm, based in McLean, Virginia. IBM wants to be perceived as less
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impersonal, and the cities with major league franchises match the markets the company wants to
target, she adds." (31)

IBM is not the only company which has discovered the rewards of corporate sponsorship.
The Equitable Financial Company hit a "grand slam" with their Equitable’s Old-Timers' games.
Equitable's goodwill gimmick was covered in an article in Business Week magazine. "The game
was a mixture of nostalgia and laughs. For Equitable it was an unorthodox gamble to create
goodwill and generate business. It's a lot of fun for the fans, and it generates tons of favorable
publicity for Equitable." (32)

In Seattle, Boeing Company has been working with the Mariners to build one complete
baseball facility each year since 1985 to aid boys and girls in learning to play baseball. The project
is called the "Junior Mariners Athletic Field Program,” and is one of the most ambitious projects in
all of sports according to Mariners Magazine. The Mariners and Boeing have announced their
commitment to continue the program through 1993 and believe the fields will pay off as a long-
term investment in the youth of the Pacific Northwest. (33) The Mariners also have a Honor
Student Program that is co-sponsored by the Seattle Post Intelligencer. The program is going into
its fifteenth year and in 1990 it provided over 80,000 free tickets to Washington's finest students.
(34)

In Buffalo, New York, Bob Rich, Jr., wants to bring major league baseball to the city. To
even stand a chance, Rich believes he has to put some fantastic attendance figures on the board
with his triple-A Buffalo Bisons (the article was written before the two new expansion teams were
named for Colorado and Florida). In an article in Nation's Business, Rich said "The challenge, of
course, was selling minor-league ball to a town with big-league aspiration.” Rich says he can't
market players like Don Mattingly the way the Yankees can, so he has to market the experience. In
order to help sell the "Bison experience.” Rich enlisted the services of Charles Barcelona,
president and chief executive officer of Peter J. Schmitt Co., which owns Bells supermarket chain.
"Barcelona got involved in Rich's voluntary season-ticket sales force, in which the city's leading
business figures were out hawking tickets." (35) The effort worked well, Buffalo set a minor

league attendance record in 1988 with over one million fans. Their attendance figures that year
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were better than those of three major;league clubs according to the article.

The practice of having area business leaders help sell interest in the local ball club is not a
new one. The Minnesota Twins' Gemini Club, is patterned after the Kansas City Royal Lancers,
the leading volunteer sales force in all of baseball. According to the 1990 Twins Yearbook, "The
Royal Lancers were formed in 1969 after Charles O. Finley moved his team to Oakland due to low
attendance. Ewing Kauffman, a local Kansas City businessman, applied for and received an
expansion franchise and quickly appealed to the business community for help. They responded by
forming a volunteer season ticket sales club and named it the Royal Lancers. This group, now in
existence for 21 years, inherited a season ticket base of less than 2,000 and built it to its present
state of 15,000 season tickets." (36)

The Twins formed their group, the Gemini Club, in 1988. The group consists of more
than one hundred men and women from the business community. "The mission statement of this
group is to keep major league baseball financially stable in the upper midwest.." (37)

The materials above indicate how baseball has taken its place among the entities in the
“"entertainment” business. Baseball is a form of entertainment that just happens to have players on
the field. Much like McDonald’s wanting people to believe in "Food, Folks and Fun," baseball
has been working to get people to “catch baseball fever." During this literature review it was found
that one of the main forces behind making the "turnstiles” click, and the cash registers ring, are
baseball's public relations people.

In the world of professional sports, public relations people are a team's "window" to the
fans and the community. But, public relations also reflects what the community is saying and
feeling about the organization. This review set the stage for undertaking an image survey for the
Columbia Mets baseball team. The author believes that throughout this literature review are
excellent examples of programs, ideas and activities from around the world of baseball that might
be beneficial to the Columbia Mets. Understanding the dynamics of fans, baseball and public
relations was necessary to the planning of specific research and gave the foundation upon which

the Mets project was built.
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ITII. METHODS USED IN THE PROJECT

Preparation and Design

The Columbia Mets image research project was based in part on the review of the literature
just described. It also was based on several interviews with the maragement of the Columbia
Mets. Further, the researcher gained worthwhile experience working with the Atlanta Hawks
professional basketball team with a recent fan survey.

The interviews with the Mets front office helped in designing the specific survey questions
and in planning the study format: Mets management, for example, was especially interested a
basic demographic profile of attendees. The survey was also designed to provide specific
information regarding the image of: Capital City Stadium, marketing and promotions,
operations, purchasing and stadium employees. Survey questions were pre-tested in a small
sample survey before the actual project was started. Some revisions in the questionnaire were
based on these results. Sampling frames were selected for the project with the assistance of the
Columbia Mets staff. Implementation of the survey involved training student volunteers largely
from the University of South Carolina's College of Journalism and Mass Communications and
the Department of Sport Administration as interviewers. All volunteers were supervised at all
times during the actual survey process. All interviewers used in this project were students who
were very interested in this field of research. The survey was conducted from August 6 through

September 5, 1991.
Survey Technique
The sample selection scheme used for this survey was a modified probability approach. The

population in this study was defined as all Columbia Mets attendees for the 1991 season.

Respondents were selected to provide a systematic sample of that population.
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Games were selected from each day of the week. Also, promotional and non-promotional
dates were selected for the survey. The sample plan used predetermined sections of the ballpark to
provide a representative sample of box seat, reserve and general admission attendees. Before
starting to interview on each date, each interviewer was assigned to sections of the ballpark. Each
was instructed to select row and seat locations on a rotating odd/even system to reduce any
respondent selection bias. Use of predetermined seat locations would not work for Capital City
Stadium because of the difference in ticket operations between a minor league baseball club and a
major league baseball club.

First, general admission tickets do not have any type of assigned seat location on the ticket.

It is festival type seating for general admission. Secondly, using predetermined seat locations
for reserve and box seats did not allow for surveying walk up customers that purchased their
tickets just before the game started. This was the primary mode of purchasing tickets for
Columbia Mets games. Another problem encountered with this idea was selecting a seat location
were no one showed up for the game or where they had moved to another seat. This idea was
also killed by the first rain delay of a game. Once it sta-ted to rain, all atiendees moved to the
only covered area in the ballpark. This eliminated any use of predetermined seat locations. The
use of selecting sections within the ballpark and random selection of rows and seats was the only
workable choice for the situation. Again, the use of random seats within random rows cannot
cover all the fans attending a game because of the large number of general admission seats at
Capital City Stadium.

The students and volunteers administering the survey collected the completed surveys. This
procedure guaranteed completion and return of the survey. The individual students and
volunteers were also available to answer questions about the survey, or to refer any problems or
concerns voiced by the respondents to the appropriate personnel. Upon completion of the
survey, each respondent was given a free ticket to another Columbia Mets home game. The
tickets were provided by the Columbia Mets management as a visible enhancement for
completing the survey. The free ticket also demonstrated that the Mets appreciation for
completing the survey. The use of free tickets as a gift or premium for completing the survey

helped to make the respondents feel special about being chosen and showed that the Mets really
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cared about their opinions.

° This image research survey was conducted at seven home games during the 1991 Columbia
Mets baseball season. Each day of the week was surveyed in order to obtain a representative
sample of the Mets fans. The surveys were conducted on the following dates:

® .

Monday: September 2 vs the Augusta Pirates
Tuesday: August 6 vs Augusta

®
Wednesday: August 21 vs the Fayetteville Generals

® Thursday: September 5 vs Augusta
Friday: August 9 vs the Charleston Rainbows

® .

Saturday: August 24 vs Fayetteville
Sunday: August 11 vs Charleston
o
Some of the propdsed dates of the survey were lost due to rain outs in July and part of
August, but the surveys were rescheduled. The students and volunteers started conducting the

o survey at 6 p.m. during night games and one hour before the start of afternoon games. The
completed surveys for each game were usually turned in to the project designer by the seventh
inning. The surveys took approximately 10 minutes for each respondent to complete. The goal

® going into the project was to administer 125 on each date for a total of 875 surveys. The project
came very close to the goal by conducting 774 surveys, amounting to just less than 1 percent of
the Mets total home attendance for the 1991 season.

Upon completion of the surveys, the project designer reviewed all 774 forms for coding. A
®
coding key was developed for use by the project designer to allow for transfer of the responses




on the survey from raw data collected to state of the art Scan Tron forms (Data Collection Form
# F-1114-USC) for tabulation. Each survey consisted of transferring up to 56 possible
responses to the Scan Tron form. This means that there could have been up to 43,344 coded
entries made by the project designer. Of this possible 43,344 coded entries, seven errors were
encountered by the university computer when scanning the forms. All of the 774 surveys were
coded to Scan Tron forms by the project designer.

Any and all written comments on the surveys were broken down by the project designer and
were recorded in the "Fan Comment" chapter of this project. The amount of comments made by
the fans was consider exceptional. More than 30 pages of written responses were recorded for
use by the Mets management.

For a first time project, this image survey should serve as a foundation for future research by
the Columbia Mets. The investigator did not use inferential statistics for this project. The results

are provided as an exploratory and descriptive study.

Questionnaire Rationale

The questionnaire was designed to be as simple as possible for the respondents to fill out.
The questions were designed to provide for a descriptive survey. A descriptive survey attempts
to measure and describe what attitudes or perceptions exist at the time the survey is administered.
The questions were designed to provide a mix of open ended, closed ended and some Likert
Scales.

The instrument was, inpart, drawn from ideas and questions contained in surveys conducted
by the Pittsburgh Pirates, Cleveland Indians and Detroit Tigers. Several items dealing with
community relations questions were developed by the investigator in consultation with the client.

Questions 1 and 2 were simply designed to obtain information on how many Mets games

respondents attended during the current season and the past season. Both questions were
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designed as open ended. Question 3 was designed to find out whether a respondent is a season
ticket holder or not. Question 4 attempted to measure the effectiveness of promoting and
advertising Mets games. Questions 5 and 10 were provided to obtain information on how many
people attended the game with the respondent and how many children , 14 and younger,
attended. Question 6 through 9 gathered some basic demographic information such as
approximate age, sex, martial status and ethic background. Questions 11 and 12 also asked for
additional demographic information such as education level and household income.

Question 13 was designed to obtain zip code information to obtain a breakdown of
respondents geographic residence. This information can assist the Mets front office for
advertising and promotional purposes. Questions 14 through 17 obtained respondents ratings
on various elements of the Mets operation. The questions were designed with a Likert Scale for
response. Choices were provided between poor (1) and excellent (5) to obtain a mean score on
the ticket office, novelty/souvenir, concession and other stadium operations. Question 18
obtained respondent information as to what would motivate fans to attend more Columbia Mets
games. With Mets attendance on a decrease for this past season, this question asked what the
Mets could do to entice fans to return to the ballpark.

Questions 19 and 20 attempted to obtain whether respondents felt they were getting their
money's worth at a Mets game and how enjoyable they would rate their experience. Question 23
was also designed to be part of this group of questions, to obtain information concerning the
Mets front office and their efforts of making fans feel appreciated and welcomed at the ballpark.

Question 21, 22, 25 and 26 involved obtaining information on the community relations
efforts of the Mets. The three questions asked for the respondents sense of community
identification, community pride and loyalty and how the respondent rates the Mets level of
community involvement. Question 25 was based on a quotation from the 1990 Minnesota
Twins yearbook and was designed to obtain a sense of the respondents personal opinion on how
a successful team is measured; by wins and losses alone or by its commitment to the community
that supports the club.

Question 24 was designed to measure brand loyalty by respondents to Mets sponsors versus

non-Mets sponsors. Finally, question 27 was provided to give respondents a chance to provide




any additional messages to the Mets front office that other questions may not have provided. A

complete copy of the questionnaire is provided in Appendix B.
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IV. DETAILED RESULTS

The main results of the survey are presented in the following pages in what is called an
"item analysis" format. Each question from the survey instrument is listed with the detailed results
following the question. At the end of this chapter additional tables are shown for each question
giving the outcomes for both "All Fans" and "Season Ticket Holders." This type of presentation
was selected in consultation with the client. This style of presentation was used in the Cleveland
Indians fan survey mentioned earlier and was favored by the client and the investigator.

The client wanted a clean, easy-to-read-and-follow style of presentation for the detailed
results of the survey. Incidentally, the client was very pleased with the entire style of presentation
and with the many, actionable results of the survey. At the start of the 1992 season, the Columbia
Mets began to put the information gained from this project to use in an effort to help increase
attendance. A copy of a news release sent to local media from the Columbia Mets is attached at
Appendix A to demonstrate how the Mets are using the survey results and fan comments to make
changes at the ballpark. An article discussing some of the changes fans will see in 1992 also

appeared in the Mets yearbook this season. The article can be found at Appendix E.
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ITEM ANALYSIS

1. HOW MANY METS HOME GAMES DID YOU ATTEND LAST SEASON (1990)?

The mode for this question among "All Fans" was zero Mets games attended in 1990. Of the 762
people who responded to this question, 311 fans, or 40.8%, did not attend any Columbia Mets
home games in 1990. Of the 44 "Season Ticket Holders" surveyed as part of the "All Fans" total,
the mode for 1990 home games attended was also zero. Seven season ticket holders, or 15.9%,
did not attend any Mets home games during the previous season. 12 people did not answer this

question. The complete results of this question can be found at Tables 1-1 and 2-1.

Combining the results of this question with the results of question 2, indicates that the Mets had a
lot of fans that attended at least one game this year, but none in the previous year. It is vital that the
Mets develop some type of system to track first time attendance. One way to do this might be to
have a fan relations booth or area within the ballpark. The Mets could use this system to record the
name and address of first time attendees and verify the information by recording their social
security number or divers license number into the computer. The booth could be used for handling

out organizational information such as team schedules or promotional material.

2. HOW MANY METS HOME GAMES HAVE YOU ATTENDED THIS SEASON (1991)?

The mode for this question among "All Fans" was one Mets home game attended this season. Of
the 761 fans who answered this question, 249, or 32.7%, had attended only one Mets home game
during the current season. When combined with the amount of fans that had attended two home
games, 379 people, or 49.8% of "All Fans" had attended two or less home games in 1991.
Among the 44 "Season Ticket Holders" surveyed as part of the "All Fans" total, the mode for this

question increased to two home games attended during the current season. Five scason ticket
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holders, or 11.4%, had attended two Mets home games in 1991. 13 people did not answer this

question. The complete results of this question are at Tables 1-2 and 2-2.

No conclusions can be drawn with respect to the 32.7% of fans attending one home game with
regard to whether or not they were really first time attendees or individuals who had previously
attended more games but whose attendance had slipped or stopped for various reasons. But, since
this percentage represents almost a third of the respondents, some type of system that would help

identify and monitor this group and their characteristics would be helpful.

3. ARE YOU A METS SEASON TICKET HOLDER?

94.2% of those fans surveyed were not season ticket holders. 719 people out of 763 respondents
answering this question were not Mets season ticket holders. 44 respondents, or 5.8%, were
season ticket holders. 11 people did not answer this question. Complete results from this question
can be found at Tables 1-3 and 2-3.

The Mets need to find a way to help improve season ticket sales. The use of coupon books is a

very good idea, but fans only buy coupons for 15 games at a time with the booklet. Finding a way

to entice more people into buying season tickets could help build a solid fan base.

4. HOW DID YOU KNOW THERE WAS A METS GAME TONIGHT/TODAY?

The following responses are from "All Fans:"

I have a team schedule 58.3%
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Newspaper 28.0%
Television 2.8%
Radio 10.9%

This response is based on 496 respondents who answered the question with one of the four
choices listed above. 289 fans or 58.3% said they knew about the Mets game from a team
schedule. 278 fans did not answer this question by selecting one of the choices mentioned. The

complete results of this question are in Table 1-4.

The following responses are from "Season Ticket Holders:"

I have a team schedule 77.8%
Newspaper 11.1%
Television 5.6%
Radio 5.6%

This response is based on 36 season ticket holders who answered the question with one of the four
choices listed above. 28 season ticket holders or 77.8%, surveyed said they knew about the Mets
game from a team schedule. 8 season ticket holders did not answer this question by selecting one

of the choices mentioned. The complete results of this question are in Table 2-4.

The team schedule is the number one way for fans to keep track of game dates and times. The
pocket size team schedule is also an extremely cost effective way to advertise the Mets schedule
and other vital information. The Mets team schedules could be handled out at a fan relations booth
by the Mets staff. This is one way to inform not only first time attendees to Capital City Stadium,

but also regular customers.

Other comments written as to how a respondent knew about the Mets game included:

Friends/family telling them; Baseball America Directory; Cub Scout and Boy Scout outings;
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Birthday party; Commissioner McLawhorn D.Y.S.; Family/boyfriend on the Mets and/or the
visiting team; Bi-Lo ticket giveaway; Called the Mets front office; McDonald's ticket giveaway;
Employee night at the State Record Company; Social director at D/G; Promotion at work;
Corporate outing; Northeast Presbyterian Church; Someone gave them tickets; School outing;
NCNB night; USC night; Ronald McDonald House; Rotary Club; Columbiana Centre and Mets

Booster Club.

5. HOW MANY PEOPLE ATTENDED TODAY'S GAME WITH YOU?
The following responses are from "All Fans:"

0 (attended alone) 5.3%
1 22.6%
2 15.6%
3 15.9%
4 10.8%
5 6.2%
6 4.5%
7 3.0%
8 2.5%
Group (9+) 13.6%

The following responses are from "Season Ticket Holders:"

0 (attended alone) 7.3%
1 36.6%
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2 19.5%
3 9.8%
4 9.8%
5 7.3%
6 0.0%
7 2.4%
8 2.4%
Group (9+) 4.9%

The mode for both "All Fans" and "Season Ticket Holders" was one person attended today's game
with the respondent. Of the 757 fans answering this question, 171 people or 22.6%, had one
person attending the game with them. 17 fans did not answer this question. The complete results

of this question for "All Fans" can be found at Table 1-5.

15 of the 41 season ticket holders or 36.6%, answering this question had one person attending the
game with them. 3 season ticket holders did not answer this question. The complete results for

"Season Ticket Holders" to this question can be found at Table 2-5.

The Mets need to find a method to encourage fans to bring their "families” or "friends" to the
ballpark. Family Day was a good promotion on Sundays in 1991 and should be used in the future.
The Mets could also provide family or group discounts at any or all home games. This would be a
good program to possibly help draw more college students and their friends to the games. The
Mets could also stress the fun of enjoying a game with family or friends in their commercials or

advertising spots.

6. WHAT IS YOUR APPROXIMATE AGE?
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The following responses are from "All Fans:"

18 - 25 (years) 18.6%
26-35 30.9%
36-45 27.1%
46 - 55 11.7%
56 + 11.7%

The mode for this question was the age category of 26-35. 238 fans or 30.9% of the 770
respondents who answered this question are between 26 and 35 years of age. Combined with the
age category of 36-45, almost 60% of the Mets fans surveyed are between 26 and 45 years of age.

4 people did not answer this question. The complete results of this question are in Table 1-6.

The following responses are from "Season Ticket Holders:"

18 - 25 (years) 18.2%
26-35 6.8%
36 - 45 31.8%
46 - 55 13.6%
56 + 29.5%

The mode for this question was the age category of 36-45. 14 season ticket holders or 31.8% of
the 44 respondents who answered this question are between 36 and 45 years of age. This category
is closely followed by the 56 and older age group. 13 season tickets holders or 29.5% are 56
years of age or older. Almost 75% of the season ticket holders surveyed are 36 years of age or
older. All of the 44 season ticket holders surveyed answered this question. The complete results

for this question are located in Table 2-6.

Most of the Mets fans fall between the age group of 26 - 45. This could be a very good group of
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fans to target with advertising geared towards families. Fans in this age category are in their child
bearing years and are in the prime of their working careers. This is a very important age group

because they are the parents of the Mets fans of the future.

7. YOUR SEX IS?

The following responses are from "All Fans:"

Male 65.4%
Female 34.6%

505 fans or 65.4% of the 772 respondents answering this question are male. 267 female
respondents answered this question. 2 fans did not answer this question. This is a higher
percentage of males attending Mets games than the Major League Baseball demographics of 57%

male and 43% female. The complete results of this question can be found at Table 1-7.

The Mets should direct special attention towards attracting more female fans and them keeping
them coming back to the ballpark. The Mets could conduct some research geared towards why
female fan attend Mets games and what would motivate them to attend more game. Would they
prefer to have a "Date Night," "Ladies Night Out," or some type of promotional event geared only

towards them?

The following responses are from "Season Ticket Holders:"

Male 47.7%
Female 52.3%
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23 of the 44 season ticket holders surveyed were female. No deductions can be made as to the
actual percentage of female season ticket holders compared to male season ticket holders without
additional research. Additional research might be conducted with all Mets season ticket holders
and not just the 44 that were surveyed. Research could be conducted to obtain the percentage of
husbands and wives that are season ticket holders and the percentage of individual male and female

season ticket holders. The complete results for this question are found in Table 2-7.

8. YOUR CURRENT MARTIAL STATUS?

The following responses are from "All Fans:"

Married 63.3%

Unmarried (single, divorced, widowed) 36.7%

489 fans or 63.3% of the 773 respondents answering this question were married. 284 were not
married and only 1 person did not answer this question. This figure is slightly less than the Major
League Baseball figure of 66% married. The complete results of this question are contained in

Table 1-8.

The following responses are from "Season Ticket Holders:"

Married 72.7%

Unmarried (single, divorced, widowed) 27.3%

32 of the 44 season ticket holders surveyed were married. This might explain why more female

season ticket holders were surveyed than male. Perhaps more wives were randomly sclected than
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their husbands to complete the survey. All of the 44 season ticket holder surveyed answered this

question. The complete results of this question are found in Table 2-8.
The Mets have a very significant married fan base. This figure should be used by the Mets
organization to help promote and market Columbia Mets baseball to families or at least married

couples only. One idea could be a special night to renew wedding vows at the ballpark. All

married couples could be provided free admission and a chance to renew their love for each other.

9. ETHNICITY

The following responses are from "All Fans:"

White/Caucasian 91.5%
Black/African-American 7.0%
Hispanic 0.5%
American Indian 0.5%
Oriental/Asian 0.3%

703 fans or 91.5% of the 768 respondents answering this question were white/caucasian. 6 people
did not answer this question and there was one error in data coding that the computer could not

read correctly. The complete results of this question are found in Table 1-9.

As most professional teams are finding out, attracting ethnic groups and minorities is a tough task.
With the large African-American population in the Columbia, this is one demographic area within
which the Mets could activity recruit new fans. The Mets could become involved with the local

chapters of the NAACP and other groups and organizations that work with or for minorities.
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The following responses are from "Season Ticket Holders:"

White/Caucasian 88.4%
Black/African-American 9.3%
Hispanic 2.3%
American Indian 0.0%
Oriental/Asian 0.0%

38 of the 43 season ticket holders answering this question or 88.4%, were white/caucasian. There
were no American Indian or Oriental season ticket holders surveyed. 1 season ticket solder did not

answer this question. The complete results of this question are located in Table 2-9.

10. HOW MANY CHILDREN (AGE FOURTEEN OR YOUNGER) ARE ATTENDING THIS
GAME WITH YOU?

The following responses are from "All Fans:"

0 (no children 14 or younger) 50.8%
1 17.4%
18.2%
5.7%
2.6%
1.0%
0.9%
0.8%
0.4%

00 N O W A W N
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Group (9 +) 2.1%

391 fans or 50.8%, of the 769 respondents answering this question did not bring any children 14
years of age or younger with them to the Mets game. 35.6% or 274 fans brought 1 or 2 children
14 years of age or younger to the game. 5 people did not answer this question. The complete

results of this question are found at Table 1-10.
The following responses are from "Season Ticket Holders:"

0 (no children 14 or younger) 67.4%
1 7.0%
2 11.6%
3 2.3%
4 4.7%
5 2.3%
6 0.0%
7 2.3%
8 0.0%
Group (9 +) 2.3%

29 season ticket holders or 67.4%, of the 43 respondents answering this question did not bring
any children 14 years of age or younger to the Mets game. 1 season ticket holder did not answer

this question. The complete results of this question are found in Table 2-10.

The Mets need to develop promotional and marketing devices to attract younger children to the
ballpark. The use of a children's play land or play area could possibly encourage more parents to
bring their children to the games. The Mets could also provide more special giveaways and

promotions geared towards children, bat day, free admission, baseball card day, etc.
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11. YOUR HIGHEST LEVEL OF EDUCATION IS?

The following responses are from "All Fans:"

Professional or graduate school 23.2%
College graduate 32.0%
Attended some college 24.9%
High school graduate 17.2%
Attended high school 1.6%
Grammar/junior high school 1.0%

80.1% of respondents have at least attended college or are college graduates. This figure is almost
30% higher than the Major League Baseball average of 52%. This statistic should be a key part of
sponsorship presentations and sales proposals. 246 fans or 32.0% of the 768 people answering
this question are college graduates. 191 fans or 24.9% have attended some college, while 178 fans
or 23.2% are at the professional or graduate school level of education. 6 people did not answer

this question and there was 1 error in data coding that the computer could not read correctly. The

complete results for this question can be found at Table 1-11.

The following responses are from "Season Ticket Holders:"

Professional or graduate school 20.9%
College graduate 20.9%
Attended some college 23.3%
High school graduate 25.6%
Attended high school 2.3%

Grammar/junior high school 7.0%
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11 season ticket holders or 25.6% of the 43 respondents who answered this question are high
school graduates. 65.1% of the season ticket holders responding to this question have attended
college or are college graduates. This figure is 15% lower than for "All Fans" surveyed, but still
above the average for Major League Baseball. 1 season ticket holder did not answer this question.

The complete results for this question can be found at Table 2-11.

The Columbia Mets have a very well educated group of fans. This is the type of information that
should not be lost when making sales pitches or promotional presentations. Potential sponsors

might find this information very useful in reaching their target audience.

12. THE YEARLY HOUSEHOLD INCOME IS?

The following responses are from "All Fans:"

Less than $15,000 12.2%
$15,001 - $24,000 14.5%
$24,001 - $35,000 17.7%
$35,001 - $50,000 24.8%
$50,001 - $75,000 19.1%
$75,001 + 11.7%

55.6% of respondents had household incomes in excess of $35,000. 181 fans or 24.8% of the
729 respondents answering this question had incomes between $35,001 - $50,000. 30.8% of the
respondents had incomes in excess of $50,000. This figure exceeds Major League Baseball's
figure of 27% for income in excess of $50,000. 45 people did not answer this question. The

complete results for this questions can be found in Table 1-12.

The following responses are from "Season Ticket Holders:"




Less than $15,000
$15,001 - $24,000
$24,001 - $35,000
$35,001 - $50,000
$50,001 - $75,000
$75,001 +

8.1%
18.9%
13.5%
32.4%
8.1%
18.9%
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59.4% of season ticket holder respondents had household incomes in excess of $35,000. 12

season ticket holders or 32.4% of the 37 that answered this question had incomes between

$35,001 - $50,000. 27% of the season ticket holders had incomes in excess of $50,000. This

figure is the exact same as Major League Baseball's figure. 7 season ticket holders did not answer

this question. The complete results for this question can be found in Table 2-12.

Household income is the type of information that is extremely important for sales presentations.

This type of data should be used to attract new sponsors and maintain current sponsors of the

Columbia Mets. The Mets not only have well educated fans, but ones with a decent income.

13. WHAT IS YOUR HOME ZIP CODE?

This question will identify the top twenty zip codes with regard to consumer residence in terms of

Mets attendance.

ZIP CODE
29223
29209
29210
29205
29212

# AND PERCENTAGE

72 or 9.4%
67 or 8.8%
66 or 8.6%
53 or 6.9%
49 or 6.4%
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29169 43 or 5.6%
29073 38 or 5.0%
29063 33 0r4.3%
29206 30 or 3.9%
29201 29 or 3.8%
29170 28 or 3.7%
29203 20 or 2.6%
29204 20 or 2.6%
29033 18 or 2.4%
29072 18 or 2.4%
29016 12 or 1.6%
29180 10 or 1.3%
29061 9or1.2%
29172 9or1.2%
29045 8 or 1.0%

94.5% or 722 of the respondents reside in South Carolina

5.5% or 42 of the respondents reside out of state and/or in Canada

764 total respondents of the 774 surveyed listed their home zip codes

For a map with local Columbia zip codes, see Table 1-13. The Columbia Mets should use the zip

code breakdown to help direct their advertising and promotional campaigns. This type of

information should also be used with potential advertisers in the primary zip code locations.

14. PLEASE INDICATE YOUR SATISFACTION WITH THE METS TICKET OFFICE:

Respondents were asked to rate the following factors from 1 (poor) to 5 (excellent)
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These factors will be defined in terms of their mean score and are from "All Fans." A summary
will follow the list and will mention any significant differences between "Ali Fans" ratings and

"Season Ticket Holders" ratings:

FA R MEAN RE
Waiting line time 4.55
Ticket seller 4.56
Telephone charge 4.20
Mail order 4.34
Telephone information 4.36
Personnel/friendliness 4.48
appearance 4.45

Very high levels of satisfaction emerged for each of these factors within the Mets ticket office. The
dissatisfaction level (a rating of 1 or 2) exceeded 20% only once, with the most dissatisfaction,
22.3% with regard to telephone information services. 3 season ticket holders or 16.7% of the 18
that rated telephone information, rated it a "1" or poor. 1 other season ticket holder rated telephone
information a 2, for a total of 22.3% of the 18 season ticket holders rating this factor as
dissatisfied. Overall, telephone information had a mean score of 4.36 from "All Fans" but, had a
mean score of 3.71 from "Season Ticket Holders" that rated this factor. The complete results for

this question can be found at Table 1-14 and 2-14.

Overall, the Mets enjoyed a very high rating in all areas of this question. The bottom line is that the

Mets ticket office is getting the job done.

15. PLEASE RATE THE NOVELTY/SOUVENIR STAND INSIDE CAPITAL CITY
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STADIUM:

FACTOR MEAN SCORE
Variety of products 3.90
Product quality 3.92
Price/value 3.38

The mean score for all three factor were satisfactory, but there is customer concern over the
price/value of the merchandise sold at Capital City Stadium. The dissatisfaction level exceeded
20% twice. 28.9% or 11 season ticket holders were dissatisfied with the price/value of
merchandise sold at the Mets souvenir stand. This level of dissatisfaction was also reflected in the
rating for "All Fans." 107 respondents or 21% of the 510 fans that rated price/value of
merchandise in the souvenir stand were dissatisfied. This level of dissatisfaction is seen in
price/value having the lowest mean score of all three areas within the Mets souvenir stand. The

complete results of this question can be found at Tables 1-15 and 2-15.

All areas of the novelty/souvenir stand are rated above average, but their is quite a bit of customer
concern over the price/value of the merchandise sold at the stand. This is an area the Mets

management might want to take a look at.

16. PLEASE RATE THE METS FOOD CONCESSION STANDS:

EACTOR MEAN SCORE
Variety of products 3.91
Product quality 3.77
Price/value 3.19

Cleanliness/appearance 4.04
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Waiting time 3.50
Personnel/appearance 3.96
efficiency 3.80
courtesy 4.05

This analysis shows three areas of concern: price/value, waiting time and personnel efficiency.
The dissatisfaction level exceeded 20% five times in these areas. 181 fans or 26.4% of 687 "All
Fans" rating price/value of the concession stands were dissatisfied. Dissatisfaction with
price/value was also reflected in the ratings by season ticket holders. 11 season ticket holders or
37.5% of the 40 respondents rating price/value were dissatisfied. Waiting time at the concession
stands was the second area of concern for both "All Fans and "Season Ticket Holders." 140 fans
or 21% of the 667 "All Fans" rating waiting time were dissatisfied. 12 season ticket holders or
30% of the 40 that rated waiting time were dissatisfied. Season ticket holder respondents were
also dissatisfied with personnel efficiency at the concession stands. 10 season ticket holders or
27% of the 37 that rated this factor were dissatisfied. Complete results for this question can be

found at Tables 1-16 and 2-16.

Personnel courtesy and cleanliness/appearance of the concession stands received very high ratings

of satisfaction.

As with the souvenir stand, price and value at the concession stands is a key concern of the Mets
fans. This is a very important area for the Mets management to address as not all fans and visitors
will buy a souvenir, but most people have something to eat or drink at a ball game. If fans feel that
they are over-paying for their food and beverage, they might stop purchasing these items from the

concession stands.

17. PLEASE RATE YOUR SATISFACTION WITH THE FOLLOWING ELEMENTS OF THE
COLUMBIA METS ORGANIZATION:
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FA R MEAN RE
Music selection 3.49
Public address system 3.66
Stadium appearance/cleanliness 4.58
Rest room cleanliness 4.27
Rest room waiting time 4.45
Parking availability 4.15
Security outside the stadium 4.16
Lighting outside the stadium 4.07
Security inside the stadium 4.14
Personnel helpfulness 4.31
friendliness 4.32

All of the factors rated above, except for music selection and the public address system, were given
very high ratings of satisfaction by "All Fans." Music selection and the public address system
were rated above average, but not as high as all the other factors. The dissatisfaction level did not
exceed 20% by "All Fans" in any area. But, music selection and the public address system were
very close at 17.5% and 15.2% respectively. "Season Ticket Holders" were not quite as satisfied
overall as "All Fans." The dissatisfaction level exceeded 20% five times in the "Season Ticket
Holders" respondent rating. 13 season ticket holders or 30.9% of the 42 that rated music selection
played by the Mets were dissatisfied. 11 season ticket holders or 26.2% of the 42 that rated the
public address system were also dissatisfied. 12 season ticket holders or 27.3% of the 44 that
rated security inside the stadium were dissatisfied. 9 season ticket holders or 22% of the 41 that
rated personnel helpfulness were dissatisfied. Another 8 season ticket holders or 21.6% of the 37
that rated personnel friendliness were dissatisfied. The complete results of this question can be

found in Tables 1-17 and 2-17.
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Fans in general sezm to be very satisfied with the overall operation of the Columbia Mets. The 44
season ticket holders that were surveyed tend to have a higher level of dissatisfaction with more
areas of the Mets operation than the average fan. This should be an area of concem for the Mets
front office. A strong and satisfied group of season ticket holders can be very helpful to the

success of a professional sports franchise.

18. WHAT WOULD MOTIVATE YOU TO ATTEND METS GAMES MORE OFTEN?

Respondents were asked to mark as many choices as they apply (The question was analyzed in a
format that presented each issue as distinct, thus there is a "yes" and "no" response for each issue
based on how many fans marked what items would motivate them to attend Mets games more

often)

The following responses are from "All Fans:"

Better won/loss record Yes = 19.0%
No =81.0%
Ticket purchasing incentives Yes = 35.6%
No =64.4%
Improved access/parking facilities Yes = 13.0%
No =87.0%
More promotional items (Giveaways) Yes =45.8%
No =54.2%

More promotional events (Entertainment) Yes =37.9%

No =62.1%
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In rank order, Columbia Mets fans surveyed say the following factors would motivate them to

attend more games:

1. More promotional items (Giveaways)
More promotional events (Entertainbment)
Ticket purchasing incentives

Better won/loss record

“woA W N

Improved access/parking facilities

The following responses are from "Season Ticket Holders:"

Better won/loss record Yes =34.1%
No =65.9%
Ticket purchasing incentives Yes =29.5%
No =70.5%
Improved access/parking facilities Yes =31.8%
No =68.2%
More promotional items (Giveaways) Yes = 54.5%
No =45.5%

More promotional events (Entertainment) Yes = 52.3%

No =47.7%

In rank order, Columbia Mets season ticket holders say the following factors would motivate them

to attend more games:
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1. More promotional items (Giveaways)

2. More promotional events (Entertainment)
3. Ticket purchasing incentives

4. Better won/loss record

5. Improved access/parking facilities

"All Fans" and "Season Ticket Holders" alike, rated more promotional items and events as the
main two factors that would motivate them to attend more games. While "All Fans" said a better
won/loss record is the third most important factor to motivate them, "Season Ticket Holders" felt
ticket purchasing incentives was the third most important factor in motivating them. OVerall, the
fans and season ticket holders want more giveaways and entertainment at the Mets games. This
information should be used by the Mets front office to help increase attendance for the 1992
season. This information should also be very helpful in recruiting sponsorship for promotional
items and events during the new season. There were 3 errors in data coding that the computer

could not read. The complete results for this question can be found at Tables 1-18 and 2-18.

Some additional comments on what would motivate fans to attend Mets games more often
included: Better seat selection for general admission; partial season tickets. Can't usually attend all
games of every homestand, thus season tickets would be a waste. Would like to attend select
number of games from each homestand with option to pick which games and how many; Went to
McDonald's to receive ticket promo - didn't know what we were talking about; More advertising
for games, make it feel like our team instead of New York's; Longer beer discount prices or just
plain lower prices; Topless cheerleaders; I never know what the promotions are. Promotions are
the life's blood of baseball. Bill Veeck said people mostly come to be entertained not for the game
itself; Send ballplayers out in the community to sign autographs and make personal appearances;
Advertise more on USC campus; The dust from the parking of vehicles is very unsatisfactory; I
enjoyed the ladies that waited on the reserve seats in past seasons - didn't have to wait in lines;
Anything with autographs of players are great for the kids; Personal info on the players; Fewer

box seats. I previously paid $3 to sit behind home plate. Now I have to pay $5 plus $1 parking;




48

Better food value and more beer vendors; Major league guest appearance; More corporate
promotions; Local talents; Wet t-shirt, jell-o splashes and mud wrestling contests; Better run
concession stands and more PR; Transportation system from the North East part of Columbia;

More Saturday night games. Free food and beverages.

19. DO YOU FEEL YOU GET YOUR MONEY'S WORTH AT A METS GAME?

The following responses are from "All Fans:"

Yes 90.3%
No 3.7%
Not sure 6.0%

The following responses are from "Season Ticket Holders:'

Yes 79.5%
No 15.9%
Not sure 4.5%

688 fans or 90.3% of the 792 that responded to this question felt that they get their money's worth
at a Mets game. This is an outstanding percentage and show's that fans feel they get their money's
worth at a Columbia Mets baseball game. The percentage for season ticket holders was not as high
as "All Fans" and this is an area that may need some work by the Mets front office. 12 fans did
not answer this question. All season ticket holders answered this question. The complete results

for this question can be found at Tables 1-19 and 2-19.

The bottom line is that 90.3% of the fans surveyed feel that they received their money's worth at a

Columbia Mets game. This is a very positive response and should help the Mets as they look at
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ways to improve their operation in the future.
20. HOW ENJOYABLE IS/ARE YOUR VISIT(S) TO CAPITAL CITY STADIUM?
Respondents were asked to rate their visit(s) on a scale of 1 (poor) to 5 (excellent)

The mean score for "All Fans" was 4.39. The mean score for "Season Ticket Holders" was 4.20.
373 fans or 48.8% of the 765 that answered this question rated their visit(s) to Capital City
Stadium as excellent. 324 other fans or 42.4% rated their visits as a 4. 91.2% of "All Fans" rated
their visit(s) to Capital City Stadium as a 4 or 5. 9 fans did not answer this question. 79.5% of
season ticket holders or 35 of the 44 that answered this question rated their visit(s) to Capital City

Stadium as a 4 or 5. The complete results of this question can be found at Tables 1-20 and 2-20.

Looking at this question and question 19, more than 90% of the Mets fans surveyed, feel they get
their money's worth at a Mets game and rate their visit as quite enjoyable. The Mets are providing

their fans with enjoyable entertainment at an affordable price.

21. DO YOU FEEL A SENSE OF COMMUNITY IDENTIFICATION WITH THE COLUMBIA
METS?

The following responses are from "All Fans:"

Yes 67.3%
No 14.8%
Not sure 17.8%

L

The following responses are from "Season Ticket Holders:'

Yes 65.9%




50

No 20.5%
Not sure 13.6%

511 fans or 67.3% of the respondents that answered this question feel a sense of community
identification with the Columbia Mets. 29 season ticket holders or 65.9% of the 44 that answered
this question also feel a sense of community identification with the Mets. However, a lower
percentage of season ticket holders feel a sense of community identification with the Mets than the
average fan. Almost 6% more season ticket holder respondents said they do not feel a sense of
community identification with the Mets. 15 fans did not answer this question. All season ticket
holders answered this question. 1 error in data coding could not be read by the computer. The

complete results of this question can be found at Tables 1-21 and 2-21.

While the Mets received good responses from this question, there were still some fans that do not
like the connection with "The North." Columbia is a very southern town and the Mets name still
makes some people think of New York or Yankees or other negative stereotypes left over from the
Civil War. The Mets might want to consider changing their name at some point to something with

more of a tie to Columbia. This is the current trend in mincr league baseball.

22. HOW WOULD YOU RATE YOUR SENSE OF COMMUNITY PRIDE AND LOYALTY TO
THE METS?

Respondents were asked to rate their sense of community pride and loyalty on a scale of 1 (poor)

to 5 (excellent)

The mean score for "All Fans" was 3.65. The mode rating for this average among "All Fans" was
3 or average. 246 fans or 33.1% rated their sense of community pride and loyalty to the Mets as
average. 415 fans or 55.8% of the 744 that answered this question rated their sense of community
pride and loyalty as a 4 or 5. 30 fans did not answer this question. The mode for "Season Ticket

Holders" was 5 or excellent. 15 season ticket holders or 34.9% of the 43 that answered this
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question rated their sense of community pride and loyalty as excellent. 67.5% or 29 season ticket
holders rated their community pride and loyalty as a 4 or 5. 1 season ticket holder respondent did
not answer this question. The complete results of this question can be found at Tables 1-22 and 2-

22.

Over half of the fans surveyed feel a strong sense of community pride and loyalty for their
Columbia Mets baseball team. This is information the Mets should use in developing new

community relations activities or programs.

23. HOW WOULD YOU RATE THE METS IN TERMS IN OF MAKING YOU FEEL
WELCOMED AT THE BALLPARK AND SHOWING THAT THEY APPRECIATE YOUR
SUPPORT?

Respondents were asked to rate this question on a scale of 1 (poor) to 5 (excellent)

The mean score for "All Fans" was 3.99. 557 fans or 73.7% of the 756 respondents that
answeredthis question rated the Mets a 4 or § in terms of making them feel welcomed and showing
that the Mets appreciate their support. The mode for "All Fans" and "Season Ticket Holders" was
3.90. 30 season ticket holders or 71.4% of the 42 that answered this question rated the Mets a 4 or
5. 18 fans did not answer this question. 2 season ticket holders did not answer this question. The

complete results of this question are located in Tables 1-23 and 2-23.

This is a very important area for the Mets to study as they continue improving their operation.
Fans, customers and people in general, like to feel welcomed in a store, a community and even at a
ballpark. Showing customers that their support is appreciated is extremely important continued

success and the Mets have been doing a good job of this.

24. PRESUMING THAT YOU USE THE PRODUCT OF A METS SPONSOR HOW LIKELY
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ARE YOU TO BUY PRODUCTS FROM SPONSORS WHEN THE PRODUCT IS OF SIMILAR
QUALITY AND PRICE?

The following responses are from "All Fans:"

Much more likely 42.1%
Unlikely 8.8%
Not sure 49.1%

The following responses are from "Season Ticket Holders:"

Much more likely 41.5%
Unlikely 9.8%
Not sure 48.8%

Almost half of the fans and season ticket holders were not sure of their response for this question.
It is not clear whether the question was poorly worded or if fans are really not sure if they would
support a Mets sponsor more than a non-Mets sponsor. The complete results of this question can

be found at Tables 1-24 and 2-24.

This question might be used again in future research by the Mets to help identify loyalty by

consumers to sponsors of the Mets.

25. DO YOU AGREE OR DISAGREE WITH THE FOLLOWING QUOTE? "A SUCCESSFUL
TEAM CANNOT BE MEASURED BY WINS AND LOSSES ALONE. IN ADDITION, A
TEAM IS MEASURED BY ITS LEVEL OF COMMITMENT TO THE COMMUNITY THAT
SUPPORTS IT."

The following responses are from "All Fans:"
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Agree 87.4%
Disagree 4.6%
Not sure 7.9%

The following responses are from "Season Ticket Holders:"

Agree : 88.4%
Disagree 4.7%
Not sure 7.0%

667 fans or 87.4% of the 763 respondents that answered the question agreed with the quote
mentioned above. 11 fans did not answer this question. 38 season ticket holders or 88.4% of the
43 that answered the question also agreed with the quote. 1 season ticket holder did not answer the
question. 1 error in data coding could not be read by the computer. The complete results of this

question can be found in Tables 1-25 and 2-25.

The quotation in the question came directly from the 1990 Minnesota Twins yearbook. The quote
was part of a letter from the Twins organization to the community. It was used to measure fan
per.ccption of community support by a baseball team. The Mets should use the results of this
question when developing public relations and community relations programs. Almost 90% of the
fans surveyed feel a baseball team's success should also be measured off the fieldby how it
supports its community. If the Mets want the community to support the team, then the Mets need

to ensure that they support Columbia.

26. HOW WOULD YOU RATE THE LEVEL OF COMMUNITY INVOLVEMENT OF THE
COLUMBIA METS?

The following responses are from "All Fans:"
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Too much involvement 0.5%
Just the right level of involvement 24.9%
Not enough involvement 50.5%
Not aware of involvement 24.1%

The following responses are from "Season Ticket Holders:"

Too much involvement 2.3%
Just the right level of involvement 25.6%
Not enough involvement 51.2%
Not aware of involvement 20.9%

379 fans or 50.5% of the 751 that answered this question felt there was nct enough involvement in
the community by the Columbia Mets. Combined with the amount of fans who said they were not
aware of involvement, almost 75% (74.6%) or 560 fans felt there was not enough involvement or
they were not aware of involvement in the community by the Mets. 4 fans out of 751 respondents
felt the Mets were too involved in the community. 23 fans did not answer this question. 22
season ticket holders or 51.2% of the 43 that answered this question also said the Mets were not
involved enough in the community. 72.1% or 31 season ticket holders of the 43 that answered the
question, felt there was not enough involvement or they were not aware of involvement. 1 season
ticket holder did not answer the question and 1 season ticket holder out of 43 felt the Mets were too
involved in the community. The complete results of this question can be found at Tables 1-26 and

2-26.

Combining the results of this question with the results from question 25 (agree or disagree with the
quote), the Columbia community believes a team should be measured by its level of commitment to

the community that supports it and Columbia does not feel the Mets are involved enough in the
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community. This should help the Mets front office in assessing their public relations and

community relations activities. The Mets need to become more involved in the Columbia area.




0° 001 Z9L

L0 L 08

6°66 19¢L 1°0 t 3L

L 66 09¢L 10 v YA

9°66 6SL 10 l L

S"66 8S¢L €°0 z aL

Z2°66 98¢L €70 4 39

J°66 7SL v 9 € S9

9°86 LSL 1°0 l Z9

v 86 0s¢ L0 S co

8°L6 Svre L0 L Sg

9°L6 oL €0 Z 0s

v L6 ive S0 v 514

5°96 8E€L 8°0 9 934

{96 2E¢ 7°0 £ SE

L°S6 [T 10 3 vE

S'S8 8Z¢ (W] l €t

v 'S6 LZe t°0 \ z

€°96 9Z¢ L0 { a€

1°96 SZ¢ >R aqt T4

8°€6 Sty [S¢] L ve

L'ES rie t°0 B x4

9°€E6 [ WA 10 L (W

v €6 Zie L1 €l az

L'16 569 170 \ 61

9°16 869 1°0 s 81

SL6 L69 v'0 € Lt

1°16 v69 v'0 € 91\

L°06 169 (G4 91 Si

9°'88 SL9 L°0 1 vi

S°88 vL9 1'0 L €1

£°88 €49 Z°Z [ Zt

t°'98 999 L°0 S il

v°S8 LS9 6°€ 0] % o]}

S'tg tZ9 £°1 ot 6

Z2°08 L9 9°z 0Z 8

9L 16S 8°0 9 L

8 9L $B8S 9°'v SE S

22t [02-3 L'E 8z S .
g oS 0% 8t 4 ¢(0661) uoseas }sel pua))e nok
6 (5 Loy ¥ 65 z PIP sawed aswoy s}dpy Ausw MOH :®
L Qs Z8¢ £°6 |4 3

8 0v LLE 8'0v tie 0

. . . Z . 1-1 wmnﬁ.ﬁg
||||| e e e e e e e e e L e N E et — e —— —— -, m,—— - - —— on

LIN3I¥3d AININD3W4  INIOHII  ADNINDIYYA 06 SIWVY

JATLYINWNND IATLYINWND

166t "Z ¥4380L00 "AVASINGIM 6SiLL SNV3 3y




\ A 4 L 4 L 4 w ) - v e T T v

¢49pIoy 19301

0 00 cos s 26 - : UOSBIS S B NOA 3ay D
8°S 7Y 8°S 44 L

e o e o £-1 31qel
IN3IIH3g AJIN3NO3Y s AN3DY¥3d AJNINO3YA SW311

IATLVINKND AANTLYINWND

27301t 192 19 ' (0]}
6 66 09¢ {t°0 t €L
L 86 8L t°0 : ot
9°66 854 £'0 z 09
£°66 9gL L'o : 8s
Z°66 ss¢ 170 i LS
L"66 vGL £°0 ¢ 9s
5°86 £SL S 0 v sS
v 86 14 1°0 i 1 4°]
£°86 8vie €0 z £s
2786 ve 8°0 9 0s
Z°L6 Ove L0 S ov
9°96 S€e L' 0 L LE
S'96 vEL Z°1 [S] o€
€986 YA L0 S 14
9'v6 Q2¢ (S l v
S'v6 61¢L 170 1 ZZ
£°v6e WA v'0 [ ({4
0" v6 Sie €1 0t 0z
9°26 So¢ v'0 £ 81
z°26 Z0L v°0 £ L
6716 669 L0 S 91
Z'16 v69 s'2 61 St
L 88 SL9 v 0 £ vl
£°98 zL9 €°0 z £t
088 0.9 z°2 Ly zL
868 €59 t°0 ! (L
L 58 zs9 178 ¢ 0t
9°08 €19 8 1 vi 6
L 8L 665 62 2z 8
8°SL LLS 0°€ €2 L
8'2L vsS 8'2 2z 9
6°69 ZES S°S v S :
v v9 [¢1534 6°S 514 v
¢ g o v g v9 e ¢(166T) UOSBasS SIY)} papualje NoA
1708 1 8¢ UL o€l 4 aABYy sawed awioy S3}d) AuBwW MOH :®
0 €g 162 LZe 6v2Z L
£°0 z £°0 z 0
: : : £t : é-T 31gqsL
LN3J¥3d ADNINO3B4  AN3D¥3d  ADNINOIHY 16 SIWVD

IATLVINNND IATLVINWND

14 L2l 7 wI1Aant AN T AwNCIANMATM AC I CAwWa Mw

LS



-2-

4

uaANn s AN

AwMNCINNTIM o

0 001
£°€9

LN3ID¥3Idg
FATAVINWND

[PReleRt
v’'59

LN3D¥3d
AT LY IOWND

0° 001
€88
9 3¢
S 6v
981

AN3D¥3d
IATLVINNND

07001\
v-9g
6°€E8
8708
v 9L
1 °0¢
€65
S'Ev
6°¢L2
£°6G

IN3JNH3d
AATLVINWNND

0°001L
L 68
£°98
€°'89

[ o o @ L o

€22 L°9¢ 82 4

680 £°€9 687 ¢

: : ( : (SNJe)S [BLIIIBW JUSIIND JNOX :B
AJININO3YA AN3DH3d AJN3INO3H4d Otw3LIl

IATLYINWND 8-1 9198l
ZLL 9°vE L9z 4 S X9S JnNo :
50§ v°S9 50§ ( 6= A 0

: . ;
............. S mmmmmm—m—mmo-oooeeeo-oe -1 a1qe
AININD3 YA INIIH3Id AJN3ND3IYY oW3Ll L-1 sl
IALLYIAWND

0sL Lot 26 S

089 Lt 06 >

06% [ SV 4 802 €

1 8€ 6°0€ 8€2 4 ;98w ajswixoadde anof s1 }1BYM P
Eri 978l Evi i

X . . .

.............................................. ~----- 9-T1 91qel

ADNINO3IYUS AN3DOY3d AJIN3INO3 Y4 ELEFSS

IATLYINWND

[A-72 9'ElL €01 9

vs9 sz 61 8

Se9 0°'¢ €2 L

Zi9 St 4 9

8Ls Z°9 Ly S

1ES 8°01 28 v

$144 6°Gt ozt €

62¢ 9751 gLt z

Lz 9-z2 et \ (oL yymm swed s,A8po3

ov s ov ° papuaiie ojdoad Ausw MOH :®
AJNINO3™4  INIIYIA  AININOIU4  LW3LI -1 a1Qw
IATLIVYINWND $-1 1a8L
96y 601 ve v i{A8po3/1y81uoy awed s ®

Zvy 82 vt € SBM 3JI9Y} Mouy oA PIPp MOH :Dd

8Zv 0°82Z 6E1 z

682 £°8S 682 L

' ' 8Lz ’ ¥-1 31qel
AININO3WI  LNIOHI4  ADNINO3IH4  9W3LI

LN3IN3d
AATLYINAND

IALLVINWND

CMwWL NMw

3¢




‘0oL

6Z¢L
vy9
S0S
vZE
S61
68

L S8
61l 6€1
v 181
(A 621
i 301t
(4] 68
14

ANIJY3a
FATLVINWND

0001
0°66
v L6
z2°08
€°SS

AJIN3NO3 YA
3ATLVYINNND

1IN3J¥3a
FATLVYINWND

0°0014
6°L6
S°L6
L°96
8°G66
8°v6
Z2°Z6
s'98
€£°'89
8°'0S

ADN3NO3ud
IATAVYINWND

B9,
09¢
8v L
9.9
Sy

AN IY3d

AJN3INO3 ¥4

s}

971 1

[AN A ZE1
6°vZ 161
0
Z

AIN3INO3d4

D NSO

LN3DHd3d

QO mrNMITNO~DODM

AN3DO¥3d
AATLVYINKWAD

AJN3INDINHS
IATLVYINWND

AN3II¥3d
AATLVYINAND

1661 'Z HIAOLIO "AVASIMAIM GG: 11

AIN3NOI YL
JATLYINWND

IN3IJNH3d

AON3NO3Y44

AJIN3INO3I Y

e

IN3JY3d

(S awooul
proyasnoy Atiesd a8yl O

¢I-1 9[qelL

{S1 UOIIBONPS
Jo 19a91 1s9y8y Inox D

11-1 3i9elL

¢NoA yym awed
STy} papualie (s23unok
JO $1) uUaapliyo Ausw MOH :d

01-1 31qel

{LApung  :d

6-1 21q8L

6S







07001 521 8°0 | 9
286 7zt 2°ss 69 5
Q'vy SS 0°82Z SE 4
0791 X4 8°Z1 91 [
Z°€ v 8°0 i Z
72 € v'2 € '
’ : 5v9
LN3DY3d ADNINO3¥Y  IN3DHId  AININOI¥4A  BLWILI J9pJo (I8 :Jd0}0BJ
IATLVYINWND 3ALLYINWAD
000t vzl 870 { 9
z'56 cZt 0°0s Z9 S
Y4 L9 0°6z 9€ v
202 sz LU EL Ly €
S 9 8 vz € 4
0°'v S o'v S 3
’ ’ ) 0s9 ’ .
....................... BSOS adasyo suoydaral :I0}0BJ
AN3J¥3Ad AJNIND3YS AN3D¥3d AIN3INOIYS LIW3LT
IATLVINNND SATLVYINAND
0 00\ 669 z'0 t 9
8°66 865 £°v9 s8e 5
9°SE €12 262 SLL v
£°9 e z°s Le €
z L z°0 L z
0°1 9 01 9 1
' ’ St ) JII[9S 319YOl] :4030BJ
LN3DJY¥3g AININO3YA 1N3J¥3d AJNINO3IYA QIW3LI
JATLYINWND AATLVYINAND
0° 00t €29 z'0 ' 9 ’
8°66 229 S99 viy S awn} aurf 3uniem 103084
v EE 802 L ve vSt v
A rS L9 44 €
671 A (ST L z *901JJO 19401} SI9N 83U Yim
80 B 8.0 % : UOROBJSIIBS aNOA d3BOIPUL Iseald O
1N3243d ADN3NO3Y4  IN3IY3Id  AININOIY¥S  SiW3LI

LW LnAlaL STUTLIRIAN PI1-1 91QBL



‘Z 3390100 ‘AvASAING3IM 6S:1LL

1IN3IDJu3d
IATLVIANND

1N3Ju3d
JATLYINAND

IN3IY3dg
IATLVINAND

0°CoOt

LNIJY3d
AATLYINWND

A=

AJINZNO3 Y4
JATLYINWND

€19
Zi9
8vZ

AON3IND3u4
AATLYINWND

SZ9
2Z9

AJIM3INO3I YL
IATLIYINWND

€ZE
IZE
SZi

AIN3INO3 Y4
INTLYTINWND

SNV4 v

[ EE NN e
- -

- Ne—-OOm

AJNINO3 44

AJDN3NO3 Y4

13
z8e
S
‘€
14
St
34

AJN3IND3IYA

i
L61
€L
ZE

AININDIYL

sjonpoad jo KLjalaBA

NM YN W

e N9 N0

aousxeadds
[oUu0saad

SSaulpually
[ouuosaad

uorjBWJIOIUL
auoydaia]

1103084

‘winipels 431D [e3ide) oplsul pusels
ITUSANOS [ A}[9A0OU 3Y]} 91BJ 9SBIJ D

6T-1 9148l

1103084

11010894

1103084

o8]




L o ® ®
0- 0oL 589
566 v89
891 L25
&' vE BYY:
S8 8s
€2 31
IN3I¥3d
IATLYINAND
0- 00! 589
666 889
| SR a d6v
L8z 861
59 Sv
0z v
IN3D¥3g

IATLYINWND

0° 001t
8°66
S'EB

LN3DJ¥3d
INTLVINAND

JLER-EX]
IATLYIONND

€61 "Z ¥4380100 "AVQSINGIM 8BS L

.0 L
‘8722 LS
02w 882
v°'9Z L81
1’9 Zv
£z 91
) 68

ADNINO3 Y IN3D¥3d ADN3ND3IYS
SATLYINWND

v’ 0 i
L8z 861
v Iy Z62
[ €61
Sy LE
o'z 7
. S8

AJIN3INO3YS LN3Dd3d AIN3INO3I YA
IATLIVINWND

QLs 2’0 i
609 £°91 £8
144 €'EE oLt
96z Z°62Z S} A
L0l L e 0L
LE €7 ¢ LE
: : r92Z
AJN3NO3Yd 1N3JY3d AJN3INO3Y4
IATLYINNND

00s Z°0 L
66v 8°92Z vEL
S9¢ [ 44 X A4
(24¢ 8°£z 6Ll
°Y4 Z'v Ltz
v 8°0 v

. . vLZ

AJNINO3 YA IN3JY3d AJN3INO3 ¥4
IATLVINWND

SNV3d v

9ZW3LI

SZW3LI

vZW3LI

EZWILI

£3ymenb jonpoag

sjonpoad jo Kjataep

1103084

1103084

*Spue}s UOISSaduUo0d
poOOJ S13]N 9yl 938d 9sSBId O

anBA/aolad

Lenb jonpoayg

91-1 °19B8L

1103089

1103084

£9




]

1661

'Z ¥380100

‘AVASING3IM 6SG LI

[ )

27001 £69

8 66 289

9°0¢L 514

9°9Z veLL

Z°S vE

8t Zt
AN3DYH3Id AJN3NO3YS

QNN

-_M~qI0NO0
N TN

@99

IN3IIY3g

IATLYINWND FATLYINWAND

07001t L99

6°66 999

[ 44 114

L°Zy s8z

0" 1z ovi

v 9L
AN3J¥3d AJN3ND3IYS

AN3JY3d

JAILVINWND IATLVYINKWND

0°001 vS9

B° 66 £S89

6°(9 '4°44

9°22Z sri

L'y L€

6°0 9
IN3DH3d AININDIYS

AN3JH3d

IAILVINANND FATLVYINKWND

0°001 L89

6°66 989

8°98 96S

L'6% 0v

£°92 18t

Z'8 99
IN3J¥3d AININO I

1N3JV¥3Ad

JFATLVYINNND IALLYINWND

SNvd 17V

{
161
L82
Oovs
zZ
Zi
(A

AJNINO3 44

AIN3ND3Y S

{
06
061
SeeZ
T4
9s
L8

AON3ND3¥3

OEW3 LTI

N9 W

6ZWILI

LZW311

aousagadde
[ouuosaad

awn) 3unism

aousaeadds
¢ SSauTuUBAD

anyeA [aolxd

11031084

1103084

110308

1103084

%9




0°001¢ it L°99 6Ly S
£° €€ 6€2 ez S61 v
L9 ve Z'v o€ €
6°1 vl [ S 8 Z
8'0 9 80 wm . SSauI[uUBa[D
.................................. ecccemcecec—-n---- [090uBavadde wnipels :JI03}08BJ4
ALN3IJY3d ADN3INDIYI LN3DJYU3d AIN3INOI YA SEW3LI
AATLVINKND SATLVYINWND
0°001 oLL |G ¥4 13 18 S
6°€L Ly A v veE veZ 4
3 6¢ 182 vz £L1 €
Z°St 801 [ S N 2L Z
[S~1 wm \°G € L
.................................... o wolsAs
LN3J¥3d AININD3Y¥4  INIDHId  AININOIHS  PEWILIL ssaappe ollqng :JI031084
JATLVYINAND IATLVYINWND
UoI}03[as OISNy :JI03}0BJ]
0 00\ AW 1 " 61 9t S .
6°08 LLS £°G€ zsz v uor}szius3ao s}sp BIQUA[OD
mumw mwm m”mm wmu € 9y} Jo sjuswale 3ummorioy ayl
L9 av L9 av { UM UOI}OBJSI}BS JNOA 238l 9s83[d O
: : . (9 :
1IN3OY¥3d ADN3IND3IYS LN3O¥3d  AJIN3INO3IHY  EEW3LI LT-T 91qsL
AATLYIONND  IATLYIAWND
0°001 va9 z°0 \ 9
8°66 £99 L' LE 0sz S
z'z9 £ib v-op 892 v
812 St £ bt S6 £
gL 0s 6°¢ az z
9°€ ve 9°¢ vZ !
........... e —— e Asa3anoo
INERLED AJN3IND3Y¥4  INIIHI4  AININOIWS  ZEW3LI [suuosaad :40}084
SATLVYINWND JALLYINNND
0° 001 £€9 982 181 S
roilL b4"14 9°'0¢ LSZ v
8°0€ 561 z°8l Sit £
9°z1 08 9t av z
L'g ze L°s ze t
: : : vt : Kousroyje
IN3JyY3d AJNINO3IH¥S  IN3DU3J AJN3IND3YA 1EW3LI [duuosdaaqd :d103984

IATLYINAND IATLYTINWND

1661 'Z 4360100 °‘AvAS3ING3IM 6S:t1 SNVYd4 1V

S9




T A \ 2 . \ 4 L A v .
0° 0014 20¢ t°0 t 9
8°'66 L0L 0'py soc S .
89S 158€ 9°GE sz v
Z2°0z Zvi B ri v0\ [
v's € Lz 61 4
Lz L 5 : wnipels oy}
........................ e apIsino £3}1anoas
iN3DM3qg AJN3NOINYS LN3IDH3Id AIN3NO3Y4 6EW3ILI
FATLVINKRND IATLVYINWND
0°001 €L L°0 t 9
6° 66 S€L LTy \GE )
Z2°Zs 78¢€ L LE 62 v
(S W4 351 Z°€ElL L6 €
6°L 85 8°€ 8z <
\'e S [ S (0] L
. : . oc X
........................ smmm e eeeeeoeoe . £MIQBIIBAB BuDiaed
LN32J43d AJN3INO3u4 1N3JY¥3d AJNINO3 Y BEW3ILI
AATLYINNND FATLYINWNND
0° 00t Si19 Z°0 L 9
8°'66 719 6°LS 9G€E ]
0°2Zv 862 S°LE 61 4
v oL v9 S°8 141 €
o°z Zi [Sa L 4
8o H 80 - ¢ auwry
........................ R T Sunmem wooaysay
IN3J43d AJN3NO3Y44d AN3DY3d AIN3NO3Y4 LEWILL
AATLVINKND 3ATLVINKNND
0°001 ZE9 Z2°0 3 9
8°66 LE9 0Ly L62 S
8°ZS vEE 0" LE veZ v
8°61 oot 8°2Z1L {8 €
g'e 61 'z 14! Z
8’0 S 80 S i
* ) : Zvi !
........................ SmmEomomse—e—ee--eeo_o.._.--. SSBUI[UBS[O WOOI}SOY
LIN3J¥34 AON3ND3I Y4 LN3JUH3d AININO3d4 9EN3LI
JATLVYINWND JATLVYINKND

ol 1661 "Z ¥360L4J00 ‘AVAS3INQG3IM 6G: L1

SNvd M1v

1103084

11031084

1303083

1103084

99




*Z ¥3E01D0 "AVASINGIM 6S: L

Q7001
€66

LN32¥3d
IATLVINWND

0700t
'Ly
£
S
{

LN3DY¥3d
IATLIVINAND

0°001
vLlY
8'EL

LN3DJ¥3d
IATLYINKND

0°00¢t

AN3JY3d
IATLYINAND

LN3DJ¥3d
FATLVYINAND

8t
vt

AJN3IND3 Y
IATLYINWND

80¢L
vEE
t0!

~

<
cl

AININOIYS
3ATLVYINWND

SZL
rve
001t
SE
61

AJNINDIYS
IATLYINKWND

AJIN3NO3IYS
3ATLVINKND

AJIN3NO3IYA
IATLVINNND

IN3J¥3d

AN3DY3d

LN3J¥34d

IN3D¥3d

LIN3IJY3d

SNYd4 37V

i
(&A%
9Z9

AIN3NO3 Y4

AJN3INO3 Y4

L 8€
1444
s9
91
61
6v

AJN3INO3 Y4

LlE
692
£6
Si
62
LS

AJDNINO3 ¥4

AJN3NO3YY

PJI0D3Jd SSO[/UOM J3}}9g :J10308BJ

{Ud3J0 aaow sawed SO Pudllw
0} nok ajsBAljow p[nom 31BUM :®

vowilL!
81-1 9IqBL

S
4
: ssaul[puala]
comaLl /1dUuosaad :d03084
)
v
€
: ssaunydiay
o /Tduuosaad 103089
S
v
>
z
¢ wunipels ayl
....... apisul AJanosg :103084
LUYW3LI
9
s
v
€
z
m

wnipels ayl
OvW3lLl apisino 3unydry :10308g

L9




zZ1

1661

‘Z ¥380120

*AYQSING3IM BSE L

LN3ID¥3d
AT LVYINWND

0°00t
0°vé
€°06

AN3J¥3d
FATLVINKRND

LN3DY¥3d
JATLYINKWND

0°001t
L° 66

AININO3 Y4
FATLYINWND

AJNIND3 YA
SATLIVIOWND

AININOI U
AT LYINAND

SSE

LN3J¥3a

LN3Ju¥3d

AJNINO YA

El4
8Z
889
Zt

AININD3I YA

0SW31I

GYW3IlLl

1NFIY3d

AJN3NO3u4

IN3IIY3Id
IATLVYINWND

AJN3NDAYA
JATLVINNND

AIN3J¥3d

AJN3ND3Yy

LYW3ILT

LN3Jd3d
IATLYINWND

0700t
9°66

AININO3I YA
JATLVINWNND

9L
SLe

LN3JH3d

AIN3INO3Y I

9rW3Ll

LN3DYH3d
3ATLVYINWND

AJININD3I Y4
JATLIVYINWND

S

IN3J¥34g

NVd v

AIN3NO344

Jwnipelg
£310 [e3ide) o1 (s)isia
anoAk aae/s1 ajqeAolud moyg :d

02-1 3198l

;owed s} ® 38 Yjaom s, Lauouw

anof 3838 nof (99 nok ogq :O

(Juawuie}
-I9lud) S}udAd
reuonyowoad aaop

(sAemeaard) swail
rsuorjowoxd aJop

sanoe; umaed
/$89008 paaoadw]

saATjUaOUl
Buiseyoand 3ayorl

61-1 9IQ8L

1103084

1103084

1103084

1103084

89




el

1661

*Z 4380100

"AVQS3ING3IM 6G: 1L L

0°001
é'€6
3°26
7' LB

e9L
Z9¢
I0¢L
(99

t

09
SE
L99
[}

WM sjzoddns 38y} £}jIUNWWOD 8y} O3} JUSWIIWWOD JO [9Ad] S £q

poansgaul SI WBd} ¥ ‘UOIIPP®B
U] °9UO[B SISSO[ puUB SUIM

LN3JY3a
IATLYINWNND

J 001
6°08
L

v

ACN3NO3u4d
SATLYICANND

3L
18€
Si€

AININOIHS

v AQq pailnssaw 3q jouuUBd WEd} [N
¢ -ssaoons y,, ;otonb Jumorioy ayy
! Y3mm 22a8esip 40 9aade nok oq P
SSW3ILI Gz-1 9198L

(9o1ad pue Lrpenb aevluuis jo st jonp

L9€
99
SLE
9z

-oad ay} uaym sJosuods woua}
¢ sionpoad Anq 0} noL aas AdVI]
moy ‘gosuods si}ap v jo jonpoad
3y} asn nod vy} Jumunsaid :O

LN3D¥3d
AATLYINAND

"00!¢

AJIN3INO3I Y4
INTLVYINAND

a5,
70S
861
Ly
Lt

ADN3INO3I YL

vSWILI

P¢-1 91qelL

w (3xoddns anof ajsroasadde Aayy

mEﬁmchﬁccmxéazanmﬁ
N
—

18 pawoo[am [93] nok Sunfsw JO SWII)

ul S}9 9yl 3}8I noL pInom MOH :d

LN30¥3d
ATLVINWND

“001

AIDN3INO3IH4
IATLYINAND

444
€98
6Z€
€8
LE

AJIN3INO3YS

[: 18
1414
vz
Zs
LE
o]

IN3IH3d
IATLYINNND

0°001
6°66
t°Z8
€°L9

AJN3NO3 Y4
FATAVINWND

6SGL
B8SL
€Z9
LS

AN3DH¥3d

8 L1
8 vi
£°L9

AIN3INO3YS

L
SEL
Zit
(-1
St

IN3IH3d
IATLYINAND

AIN3NO3 Y4
IATLVINWND

AN3JY3d

SNV4 1V

AJIN3INO3Y4

eetaL £2-1 31qeL
S
. (SI9IN 9y} 03 Ajrehof
z pus aprad Ljlunwwod jo dasuas
: INnoA 3jel nok pnom MOy :d
eswaLl 3%-1 3198L
14
€ (SIS BIQUIN[OD 3Y)}
¢ UIIM UOIIBOYLIUSPI AJTUNWIWLOD

JO 9suas ® [939] nok oq :®
LGW31LI

12-1 d1qelL

[e]
o



g 0o\ LS¢L (S 24 181 v
6°SL os 5 0s 6.€ € (SI9IN BIqQUINOD By}
g.ot 181 8.5t Le ¢ JO JUSWIA[OAUI AJIUNWWOD JO
. £z : [9A3[ 3y} 9)el NOA p[Nom MOH :d
IN3JH3d  ADN3NDI¥Y  IN3DHI4  ADNINDIMS  9SWILI
IATLYIAWND  IATLYINWND 9%-1 @lasl

~J
o
vt t661 'Z ¥3IEO01D0 'AVASINGIM 6S: L SNY4 YV




000\ vy £'2 ‘ 08
L 16 E£v £°2 ) 09
$° 56 zy £°2 ( 8s
Z°€6 iy 8'9 £ g
v 98 3¢ £°2 L v
" v8 L€ £°2 1 £S
8 18 9€ 1" 6 v 0s
Lzt zZg €'z { ov
S 0L e £°2 ! LE
z'89 0t S b z ot
9°€9 8z £°2 L 2z
v 19 L £€°Z i (W4
| 6§ 9z Sy z 81
S vS v [ >4 t [N
£°25 €2 89 £ si
S 5P nz €2 L i
ZEv ol £°Z i Zt
60V 81 €2 \ T
98¢ L1 S'v z oL
LUve Si S'v z 6
s 82 €1 £°2 ( 9
€12 z\ £°2 ‘ 5
0°s2 T §°9 £ v
z 8l 8 £z ( € ¢ (1661) UOSBAS SIY} pPopu3llle nok
S8°GL L vt S Z .
e : ey : X aasy sowed awoy SsI}d Ausw MOYH :®
LN3I¥83d AJN3N0O3IN4 INIDJY3d AJDN3NO3YS 16 SINVS
IALLYINWND JATLVINWND ¢-% 2198l
07001 vy £°'2 L €L
L6 £y £°2 ( oL
$° 56 Zv £°2 t 99
Z°€6 8% S'v z s9
9°88 6€ £°2 L z9
v 98 g ('8 v 09
£ Lt ve £z It Sg
0°'s¢L €€ £°2 \ 0s
Lz Z¢€ €2 \ Sv
s ot > €2 it vE
z 89 o€ S'v z sz
9° €9 82 8'9 £ 0z
8° 95 sz £°2 ‘ 81
S b vz €2 i zi
£°2¢ £2 S'v z oL
Ly ¥ Sy z 6
Z°Ev 61 S'v z 8
9-8¢ L £°2 \ 9
v 9€ 91 S'v 4 S
MMM M” mm m M $(0661) UOSBIS 31SB] Pu3dlle Nok
z° 81 8 £°2 \ i PIp sowsd swoy S)}d) Ausw MOY D
6°S L 6°Gl1 L 0
I ERE] ADNINO3¥4  INJFIHId  ADNINDIYY 06 SIWVD 1-% °21q8lL

AT LVYINAND IATLVYINWND

i

186t "Z 4380100 'AVAS3INQIM 6P SHICIOH L3INWDIIL NOSV3S




z

1661

‘Z ¥3801200

‘AVAS3INGIM AUt

SY3IQI0H L3INDIL NOSV3S

L J L 4 — A 2B A L L R 4 R
0001 vy €12 zL z
Lze zZe Lz !
.................................... ' ____ isnje}s [BQ}JBW jUDIIND INOXK D)
IN3J¥3d ADN3NO3¥4  INIIHIQ  AININOI¥I  OIW3LI
IATLYINWAD  IALLYINWND
8-2 °Iq8.L
0°001 vy £°25 £z z .
LoLy ¥4 L Ly 1z { (SI X89S anox P
LN3243d AJDN3INO3Y4 LIN3DY3d AIJN3NO3YJ 6W3 LI
IAILYINAND  IATLVINWND L-¢ 9198 L
000t vy 5 62 €l S
S 0L LE 9 €l 9 v
895 sz 8'1¢ vt £
0°sz t 89 € z (938 ojswixoxdde anok st }BUM D
z 8l 8 FAE T 8 (
1N3D¥3d AIN3NO3¥3  LNID¥Id  AININOIHA  BWILI 9-7 9Iqel
IATLYINWAD  JALLYINWND
0° 00t (%4 6°'v 4 6
1°66 6€ vz ( 8
L°26 8¢ vz ! L
z:06 e €L € s
628 ve 8°6 v v
Z'€L o¢ 8°6 4 €
€9 9z S°61 8 Z
6°CV 81 9°9¢ St { ¢nok yym owel s,Aepoy
et € € s 0 popusjje ajdoad Lusw MOH :
LN3ID¥3d AJDNINO3YS 1N3D¥3d AJNIND3Y¥4 LW3LI G-7 3[qel
SATLAVINWNND AATLYINWND
0001 9g 9°6 z v
v vé 4% 9°'g Z €
0.8 e o oz ¢ i£epo31/1y81uo) swed sj1ap ©
: : : 8 : SBM 9J9Y)} MouY noA pIp MOH :®
LN3D¥3d ADNINDIY4  LN3IDH3 AIN3INO3¥3  9W3ILI
IALLYINWNND  JAILYINNND ¥-¢ dIqeL
$I9pIoY
0001t vy 0° o0l vy 1 319)O[} UOoSBAS S} B nok aay O
1N3IDH¥3Id AJDNIND3IYA 1N3JY3Id ADNIND3IYA SW3LI
IATLVIANND  3ATLYINWAD £-7 2198l

CL



N 4 \ & a4 A _ ~W W 4 A 2
0°001 LE 6°81 L 9
("18 0E 1'8 € S
0°€L Lz v'ZE Z1 v
S0V St S gl S € .
0" L2 ot 6°81 L z ¢St
L8 £ L8 € t awoour ployasnoy A[aea24 ayl :0O
. X . L . I
IN3D¥3d AJIN3NO3 Y {N3J¥3g AJN3INDIYA PIW3LL ¢1-% 2I4qelL
IATLYINWNND  IAILVINWAD
0° 001 £ 0L £ 9
0°E6 0v £°2 ! S
L°06 6€ g5z tt v
{69 8z £°€2Z oL £
6 \v at 6°02Z 6 z (St uorysonpa
6 0¢ 8 6.0z 6 ! JO 19A91 31sayd1y anox :®
1N3DY3d ADN3NO3¥3  IN3J¥Id  ADN3INO3¥S  E€iwW3i,
FATLYINWND JATLYINWND 11-2 31981
0°' 00t £v £°2 L 6
L' L6 v €°Z L L
£°56 Ly £°2 \ S
0°€6 ov LY z v
v 88 8€ £°2 ! £
0°94 LE 9° 1t S z ]
vt 76 0t e X (NOoA Yim awel
v L9 62 v L9 62 0 SIY} papualle (1adunok
........................ e JI0 1) ud2IPIIYO Auew MOY B
LIN3JY¥3d AIN3NO3 ¥4 AN3DY3d AJN3INO3YS Z1W311
JATLVINWND  IATLVINWND 01-¢ °198L
0° 00t €Y £°2 \ £
L L6 Zv £°6 v z
v° 88 8¢ v 88 8¢ t JAyomuyig o
. ; . N ol
IN3J¥3d AJININO3 Y4 LN3DJY3d AJON3ND3Y4 LiWagt 6-¢ °219q8l,
IATLYINNAD  IATLYINWAD

€ 1661 "Z 8340130 'AvASINGIM 6U° 1L

SH¥3IATMOK 13INITt NOSY3IS

£L




0°00t
v vé
008§
£ €€
z°22
L7911

..................................................... suoydaia], :103084

AN3J¥3d
FATLYINWND

0° 00!
0°06
0°0€
0°0t

AININO3Iu4
IATLYINKRND

1+N3IDJY¥3d

g0l
0°09
0-oe
001t

AJN3INO3Y4

AN3IDY¥3d
IATLVYINWND

o'not
6'98
£ €€
(SN

AiN3DY3d
JATILVINWND

0°00!1
S°S6
-1
L6

AIN3NO3¥3
ANTLYINWND

AJN3INO3I NS
ANTLYINWND

LN3J¥3d

Lot
9SS
[ X4
(S

LN3DJ¥3d

AJIN3IND3 Y4

AJN3INO3Y 4

LN3DOY3d
IATLVINKNND

0°00t |
8°56
L iv
L°91
z'v

AJININOS Y
JATLVINAND

LIN3D¥3d

AJN3ND3Y4

1N3JY¥3d
IATLVINKWND

AJNINOI b4
ANTLYVINWND

AN3IDY3g

AIN3INO3 YA

o o ® [
9
S
v
€
Z
: uor}BWIo Ul
6IWILI
9
S
v
€
gLw3LI I2pJ0 (I8 :J10308BJ
9
S
v
¢
......... a8awvyo auoydalay :J03}08BJ
LIWILI
9
s
14
€
9IWILI JI9[[9S 39Ol :J0308]
: awi} auy SuneMm :J0308J
v
¢ *901JJO 19YO1} SISO Ayl YIM
-+ UOI}OBJSI}BS INOA 233BIOIPUl 3SBAJ O
StWILI

P1-¢ 2198L




0°00! LE L2 L 9
€°L6 9€ £ vZ 5 S
0" €L LZ t "GE gt 14
8°LE vl £ vz 8 €
S ElL s 8701 v z
L2 L L2 { {
: . : L . L3menb jonpoag :a03108J
IN3DY3g AJN3NO3 Y4 LNIIY3d AJININD3IYA EIN3LI]
JATLVYINWNND IAILYINAND
0" 00!t 9€ 872 { 9 sjonpoad jo Aj1s1ae ;10308
Z°L6 SE 8Lz ot S onp 3 19LIEA d
v’ 69 =74 t'9¢€ €1 v
£°€E z1 z 2z 8 € ‘wnipels
[ § -4 £°'8 € Z
ez _ oz X X 4310 r831dB) 8pisul puels
) . 8 .

ITUDANOS /L1[9A0U 3Y} 918 9sBI[d :O

LN3IH3d AJDN3ND3 Y4 AIN3D¥3d AJIN3ND3Y4 ZZW3LI
INTLVINAND 3ATLVIANND

G1-7 24gelL

0°001 sz [V 4 | 9

0°96 vz 0°9s vl g

0" 0v ot 0°0z S v

0°02Z S 091 4 €

0O'v 1 0"y l Z
........................ e asouwagadde

1N3243d ADNIND3d 1N3D2¥Y3d AJININO3IYS LZW311L ﬂ@ﬁzhomhwm “hOwam
IATLYINWND IATLVYINWNND

0" 001 62 poE ¢ 9

996 8z z°ss 9t S

vy Z1l 1 "v2 L 4

FANN AN Q 6°9 Z €

£ 01 £ v e ; z

69 z 5°9 2 t SSaUPUSILJ
........................ S8 [pUUOSIdg :J0308J

IN3I¥3d ADNINOI¥A  INID¥IJ  AININOINY  OZWILI

ANTLYINNND IATLVYINNND




‘Z 4380120 "AVAS3NQIM 6P 1L

0°001t ov 52 L
S L6 6€ 0°0z 8
S'tL [ ST Lt L
0’09 vZ Sz 6
S'LE St STLL L
0°0Z 8 0°02Z 8
. . . v
IN3DO¥3d ADNINO3 YA IN3J¥3d AJDN3INO3H3
IATLVINWND JATILYINWND
0°001 v vz l
9°L6 ov 0°zz 6
9°G¢L [ 8792 Lt
8 8y 314 L\E €1
(SR L £°¢L €
8°6 v 8°6 v
. . £
LN3JY¥3d AININO3 YA LIN3D¥3d AIDN3INO3H4
IATLYINWND IATLVYINWNND
07001 (94 vz L
9°L6 ov 892 Lt
L70¢L 6Z 1" vE LA
9°9¢ St v vz o]}
z°zt S €L [
6°'v Z 6°p 4
. . . £
LN3D¥3d AJN3IND3I Y LN3J43d AININD3IUA
IATLYINWND AATLVYINWND
0°001 8¢ 9z t
v LB LE S°01 v
8°98 31 682 Lt
6°LS ZZ 6 8¢ Lt
682 [ v 8l L
S 0t v S0l v
. 5 . 9
LN3IJY¥3d AJNINO3Y¥4 IN3D2¥3a AININOIYA
JATLYINWND FATLYINKND

SY30T0H 13NWIJIL NOSV3S

o ® o o
9
g
14
€
4
m
...... an[eA/ao1ad :10310BJ
LIW3LI
9
g
v
£
Z
' L3ienb jonpoaq 103083
9zw3LI
9
S
v
£ sjonpoad jo Aj}alIep  :J1030BJ
Z
' ‘SpuUB}S UOISSIOUO0D
...... 2SB89 :
P pooJ S19|N 9y} 93Ba 9s8Id O
91-¢ 31qeL
9 )
S
14
€
z
: aNn[BA/a0l1d :10308J]
Cvzwalt

9/



-

1661

‘Z 3380120

"AVQS3INGIM Bb:LL

0°001
0°EL
8°LE
0" L2

LN3J¥3d
INATLVINAND

LN3IJH3d
IATLYINKWND

0° 001
S° L6
[V~1}]
0°Sv
0°0¢
092

AATLYINAND

0°00t
L L6
L°S9
93°82
LS
6°Z

iN3JY¥3d
AATLYINKND

AJIN3NO3YS
IATLVYINKND

ADN3NOIY4
FALILYINNND

ADNINO3 YA
3ATLVYINAND

AIN3NO3I YA
IALLYINWND

LNID¥3d

LN3D¥3d

LN3J¥3d

N ™

OO~ IO
NNNS~S — N

IN3JY3d

AJDN3ND3 Y4

AIN3NOIYS

AJN3ND3Y4

AJNINOIYA

SH3QT0H L3INDIL NOSV3S

LEW3LT

0EW3lLI

6ZW3ILI

BZW31l

Kduaroyge
[duuosaad

sousaradde
[Puuosaay

awl} Bunsm

aousavadde
] Ssaulfuea)

1103084

110}08y

1103084

1101084

LL




| J L 4 L J W R J [ J L J v L
0 o0l (214 0°S8S P4 S
0’'sv 8l A4 6 14
s zz 6 0°si 9 £
STt € 52 i Z
0°S < 0°S Z 1
.................................... [ SSaUIUBA[O
LN3D¥3d ADN3INO3¥4  AINIDWI4  AININOI¥4  sew3rl Jaousasadde wnipelg 103084
IATLYINKWND JATLYINKWND
0001 zv 8'€z ot S
z°9¢ ze £ €e vt v
62y 81 L7911 L €
29z 1 S'6 v z
L9l I3 L9 L i
................................ ¢ wolsAs
IERTEL] ADNIND3I¥A  LNIDH3I4  ADN3ND3IN¥Y  GEWSLI SsaJappe olqnd 403084
IATLVYINKWND IATLVYINWNND
Uuol}09[as oIsn 110108
0° 001 Zv £ vi 9 s I W d
L g8 9¢ z 9z i v
S 66 sz 9-82 z\ € -uolezlusdJo S}ap vIqQUN{O) Y}
o £t :.e, : ¢ 7O sjusward SUIMO[[0] 3y} YIlm
: : : z UuoOI}OBISIIBS INOA 98BI 2sBIOId O
LN3J¥3d AININDOI N4 LN3IDYHId AJN3NO3I YA EEWILT
IATLVIANND  FATLVINWAD LT-7 9198L
0° 00!l 6€ 92 t 9
vLE 8¢ £ g £l s
L 'v9 sz 5 8¢ st v
9°62 ol 6°L1 L €
LL € 9°z \ z K£$91an0d
LS ¢ LS. ¢ ‘ [9UUOSIdg :J0308Bg
LN3DH3d AININO3¥I  LIN3II¥IA  AIN3NDI¥4  ZEW3L!I
IALLYINNND  IATLYVINWAD
1661 "Z ¥IEOLIO "AVASINGIM 6v: Ll SY3IOTOH LINIIL NOSVIS

87



'Z ¥4380LJ0 °“AVAS3INGIM 6P LL

0°00l v vz t 9
9°L6 84 9°8Z Z\l S
0°69 Y4 1 8¢ 9t 4
Q' It [543 [N A 3 €
L9l L 8’y z PA
5.t s 6.t : m wnipe}s ay}
e e el e ——ee apIsino £3}1Indag 103084
AN3IDY¥3d AJDNINOI YL IN3DOH3d AJDN3NO3H4 6EW3LI
AATLVYINKRND 3ALLYINWND
0°001 6¢€ 9°Z i 9
v'L6 8¢ S 8¢ Sl q
0°6sS £Z 6°GE v v
1'€e2 6 8°Zt S €
e°01¢ 14 92 L Zz
L L [ L L [ L
) - . < '
T T mmmmmmom o e TP ---  Aqiqe(meas Sumasqd 403084
AN3J¥3d AJDNINO3ud LN3DY¥3d AJNINO3IYA BEWILI
IJATLVINKNND AATLVYINKWND
0°001 8¢t 9°2Z 1 9
v L6 LE €°GS \Z S
L2y 91 6°82 il 4
Z'€el S 6°L € €
£°5 z 9z L z
4 L 9- t
92 . .e 9 ¢ awn
mmm e T T T R —————— - Suniem wooaisay 103084
INIDOY3d AIDNIND3IN™L LN3JY3d AJDNIND3H4 LEW3LI
IATLVINWND JATLVYINAND
0°001 ov Gz L 9 :
S L6 6€ 0°sE vt S
529 74 S'Z¢E €l v
0°0¢€ Zl S L L €
Szt 9 0°0¢ 4 Z
52 ' 52 L t .
. . : » - SSOUI[UBA[O WO0J}SdY  :JI0}084
1N3IJY3Id ADN3N03IY4 1LN3D¥3d AININO3INS QEWILI
JATLVYINKND IALLIVYINKWND

SH3IQI0H L3INI[L NOSV3S

6L




pPJodad SSO[/uoOM Ja23}}ag :J40}084]

0" 00t . 0001 . X {Ud3J0 aJow sawed S}3) puallw
: : : 62 : 0} NoL 33BAIJOW pPINOM }BYM O
IN3JH3d AIN3INO3M4  INIDYId  AININOIHWA  voW3Ll
IATLVINWAD  3ALLYINWAND 81-2 9198l
0°001 LE v'Z2¢€ Zl S
9°L9 YA [V R4 ot v
S 0Ov St 68l L [
912z 8 SEl g z
L [
8 ¢ 8 £ ' SSaUI[pUaL}

........................... Sm S o e —eeeceemaaas [oUuUOsI8d :J403}084
AN3D¥3d AJN3INO3 YA AIN3D¥3d AININD3I YA EvwialLl

ATLIVINKWND IATLYINAND

0°00t (W4 S'iy Li S
S°8s vZ v vl ot 4
L vE v 2 zt s €
02z 6 z z1 s z
8e v 8.6 4 ! ssoaurnzdiey
......................... . [duuosaaqd :103084
LNIO¥Id  ADNINOIWA  INIDWId  AININOAWA  ZUWILI

3ATLVINWND FATLYINKND

0°001 144 8°LE vt S

z°89 o€ 0°szZ ( v

Z°Ev 61 6°6Gl1 L €

€7 L2 Z1 8°9 € 4

§°0Z 6 S°0Z 6 L unipsis sy}
.................... I 9pPISUl A3}1IN09g 103084

AN3DJY¥3d AJN3IN0I YA ANIIY3d AJN3ND3 YA teW3LI

FATLVYINWND AT LVINWND

0° 001 v £°2 t 9

L'L6 4% 6°1LZ zi S

9’69 0€ vy 61 v

9°6¢Z [ 0wl 9 €

97l S 0" ¢ € 4

L ¢ Le ¢ ' wnipeis ayj
..................................................... apisino Sunysdry :I0j08g

LN3D¥3d AININOI NS LN3JY¥3d AJIN3NO3 Y4 OvW3Ll

IATLIVINWND 3ATLVYINWND

o1 1661 "Z 4380120 "AVASINGQIM 6V : 11 S¥3IAT0OH L13XIIL NOSV3S

08



‘Z ¥380120

"AVASINGIM 6P

- - - v — - 4 -
¢SI9N
. BIQUN[OD 3Y} UM UOHIBITIULDL
0° 001 vy 9°¢€l 9 € : : .
v 98 oe S0z i : Ljunwwoo jo asuas v [99] NOK o P
659 5z 6°59 62 {
LN3JY3d ADN3INO3¥S  INIJ¥Id  ADNINDIY3  LSWILI 1¢-¢ 9198l
IATLVINWND FALLVYINWNND
0" 001 v L Ly 1z s
£€°2S €2 g8 (€ vt v .
50z 6 9 €1 9 ¢ Jwnipels A310 1eilde) 03 (s)ista
89 € 8’9 € z Ino£ aae/si ajqedolua moy :P
INERTED) AJNINO3ML  IN3D¥34  ADN3NO3¥4  OSWILI
IATLYINWND  3ATLYINWAD 0Z-Z 31981
oo 44 - ¢ Y iows3 sjap ® 38 yjaom s,Kauow
5 6L g S 6L sE \ anoA 3198 noAk [99) nok oq :d
LINIDH3Id AJININOIYS IN3DYH3d AIN3ND3IY4 6UYW3ILI
IATLYINWND  3ATLVINWAD 61-2 3198l
0° 001 £z 0" 001 €2 ‘ (Juawurs}
: : iz : -I9}Ud) SIUIAD
LN3Ju3d ADNIND3I¥4  INID¥Id  AIN3NOIud  Buw3Ll [euonjowoad aiop 103084
IATLVYINWNND JATLYINKND
0’0ot ve ooor ¢ ' (sfemuoalld) swall
..................................................... reuorjowodd 3aJaop :x03084
LN3JY3d AJDNINDO3 Y4 AINIIYH3d AININOINS LEW3 LI
JATLYINNND  3AILVINAWAD
0001 i 0001 i ‘
: : . o€ . sanIoey dunixed
1N32%3d AIN3NDI¥4  INIDHI4  AININOI4  9vwair - /SS00B pasoadw] 403084
IATLVINWAD  3ATLVINWAD
0001 €l 0" 00t mm ! SaALIUdOUL
..................................................... Bursvyoand 3eyo1l :I0}08g
LN3JY3d AININD3¥4  IN3ID¥Id  AININO3IW4  SUW3ILI
JALLYINWND FATLVYINAND foe)
x
SYIATOH L3INJIL NOSV3IS




- ’
. . iSIBIN e1qUIN[O)
w.mm, mm w.wm wm : 9y} JO JUBWSA[OAUI AJIUNWWOD
6" L2 z1 9°'62 0 z JO [8A9] 2y} 938l NOA pnom MOH :d
£°2 L £°2 L |
. ' . X
..................................................... 9z-2 2198l
LN3DO¥3d ADN3INO3 Y4 ANIIH3Id AJIN3NO3Y4 9GW3ILI

IAILVINAND

3ATLIVINWND

w11 sjzoddns 3vyj AJUNWWOD ayj} o3 JUSWIHUWWOD JO [SAI[ S} AQ paansesuwl Sl wea} B8 ‘uonIppe uj
SuUmM AQ paanseauw a(q JOUUBD WBd)

*2UO[8 S$3SSO[ pus

0" 0oL v 0 ¢ e e [nJssaoons vy, (oionb Buimoriog
0°¢6 ov Ly z z a8y} yjm oaadesip J0 22138 nok og D
v’ 88 8E v 88 =] |
) ; ; .
..................................................... 62-¢ 3dlasL
AN3DH3Id AIJN3NO3Y4 IN3J¥3d AJDN3NO3IYHY SSW3LI
IALLYINWRD  3ATLYIAWAD
(2o1ad pue ALjyenb aequuis jo st jonp
-oad ayj uaym saosuods woxj
0001t Ly 8’8y o0z € sjonpoad £Anq 03} nok aaw A@YI
S i< 8, i z MOY ‘JOSUOCS S}a|\ ® JO }onp
: : € - -—oxd ayj asn nof jeyjl Juwunsaid
IN3D¥3Id AJDNINO3 YA LN3J¥3da AON3NO3INH Y PGW3 LI
JATLYINWND  3ATLYIAWND F¢-¢ 2148l
07001 v E°EE vt S
L°99 82 L 8E 91 v ;3doddns anok ajevrosadde Aayy
2.8 zt 0.8t 8 ¢ 38y) Buwmoys pus daedeq 2y} }®
2y z 8'v z | pawod[am [93] noL BuryBw JO SWII)
e @ ur S}9| 2yl 938l NoA pnom MoH D
LN3JY3d AJDNIND3IYS 1N3JY3d AJN3NO3Y¥4 ESW3LIT
IATLAVIANWND JALLIVYINAND MNlN OAQ&H
0° 001t £v 6 vE st s .
(" g9 82 9°Z¢E vL v &SIB AUl O}
9-2z¢ vt £°91 L € £ysLor pur aptad Ljunwwod jo
£ L £t ¢ ¢ asuas Inok 3}l NOA P[NOM MOH D
1N3D¥3d ADN3NO3Y¥4  INII¥I4  ADNINOIBY  ZSW3LI -
IATLYINWND  FATLVINAND $2-% 2198l

[ 1661 “Z ¥380120 °‘AVASING3IM 6b: 1Lt

SY30T0H 13WID11 NOSv3S

8




SUMMARY OF ITEM ANALYSIS

The following is a summary of the key points obtained in the item analysis:

- 40.8% of the respondents did not attend any Columbia Mets games during the past
(1990) season.

- 32.7% of respondents attended one Mets home game during the current (1991)

season.

- The Columbia Mets need to work on improving repeat attendance by their fans. Some
sort of strategy and methodology needs to be developed to attract and monitor first-time
attenders and casual attenders.

- 94.2% of the respondents are not season ticket holders.

- The team schedule continues to be the most effective way to promote and advertise

baseball games.

- The mode for how many people attended a Mets game with the respondent was one.

- 30.9% of the respondents are between the ages of 26 and 35.

- 65.4% of the respondents are male.

- 63.3% of the respondents are married.




-91.5% of the respondents are white/caucasian.

- 50.8% of the respondents did not have any children 14 or younger attending the game

with them.

- 32.0% of the respondents are college graduates.

- 24.8% of the respondents make between $35,001 and $50,000 a year for their

household income.

- 9.4% of the respondents reside within the 29223 zip code in the greater Columbia

area.

- The Mets ticket office received mean scores all over 4 on a scale of 1 (poor) to 5

(excellent) for all areas questioned in the survey.

- The Mets novelty/souvenir stand received mean scores ranging from 3.38 to 3.92 on a
scale of 1 (poor) to 5 (excellent). All three areas were rated satisfactory, but there was

concern over price and value of the merchandise.

- The Mets concession stands also reflected a customer concern over price and value.
Cleanliness and personnel courtesy were the only two areas out of eight to receive mean

scores above 4. Price/value received the lowest mean score of all eight areas with a 3.19.

- All other areas of the Mets operation received high mean scores (above 4) except
music selection and the public address system. Both of these areas were rated above

average, but there is concern among the respondents that should be looked at by the Mets.
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- The respondents say that more promotional items (giveaways) will motivate them to
attend more Mets games. This response was followed by more promotional events

(entertainment).

- 90.3% of the respondents felt they were getting their money's worth at a Mets game.

- The mean score for respondents when asked if how enjoyable their visit(s) is/are to

Capital City Stadium, was 4.39 on a scale of 1 (poor) to 5 (excellent).

- 67.3% of the respondents say they feel a sense of community identification with the

Columbia Mets.

- The respondents rated their sense of community pride and loyalty to the Mets with a

mean score of 3.65 on a scale of 1 (poor) to 5 (excellent).

- The mean score was 3.99 when asked if the Mets make the respondents feel

welcomed at the ballpark and if they feel appreciated for their support of the Mets.

- 49.1% of the respondents are not sure if they would buy products from Mets
sponsors if the product is of similar quality and price of those offered by non-Mets

Sponsors.

- 87.4% of the respondents agree that "A success team cannot be measured by wins and
losses alone. In addition, a success team is measured by its level of commitment to the

community that supports it."

- 50.5% of the respondents felt that there is not enough community involvement by the

Mets.
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The Columbia Mets organization did extremely well overall in this image research
survey. They are perceived by their fans as having an above average operation if not close
to excellent in several areas. There is quite a bit of concern by the respondents over the
price and value of food and merchandise sold at Capital City Stadium. The Mets draw a
young crowd on average. They are well educated and have an above average household
income. However, almost all (91.5%) of the respondents are white/caucasian. If the Mets
could develop a method of attracting minority fans and a method to gain repeat business,
they might experience a boost in their attendance figures. The Mets organization needs to
become more involved with the Columbia area through community relations projects by the
players and front office staff. With more involvement in the community, the city of
Columbia may begin to really feel that the Mets are "their hometown team.” The Columbia
Mets have a solid foundation upon which to build and it is hoped that this project will

benefit them with vital information to help reach their full potential as an organization.

SUMMARY OF FAN COMMENTS

Respondents were given several opportunities to voice their comments to the Mets front
office. The complete list of fan comments is attached at Appendix C. More than 50 pages
of comments were transcribed by the investigator and comments were typed for this project
as they appeared on the actual survey. The investigator separated the fan comments into six
main areas: stadium operations/improvements, front office personnel,
promotion.advertising and support, concession/souvenir stands and favorable comments.

Within the area of stadium operation/improvements, fan comments were subdivided
into comments concerning: children, security, stadium improvements, mascot,
miscellaneous, parking lot, fan involvement, ticket price and seating concerns, music and
public address system. The general theme of the comments concerning children involved
having more promotions and giveaways geared towards children. In addition to providing

more youth activities, many fans commented on the need for the Mets to control children at
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the ballpark. There were not very many comments concerning security, but almost all of
them addressed a need for improved security at the ballpark.

The subarea of stadium improvements received fan comments of a wide variety. Fan
comments ranged from spraying for bugs to providing a place to change baby diapers.
Quite a few comments were made on the need to replace the black net that protects fans
from foul balls. Many fans consider the net too heavy to properly see through. Fourteen
fans commented on the need for the Mets to have a mascot. This concern has been
addressed by the Mets organization as fans will see "Bomber" the mouse this season, the
Mets first-ever mascot.

Within the comments concerning the parking lot, the vast majority of fans remarked on
the need for the parking lot to be paved. In addition to paving the parking lot, fans
commented in general on the need for more lighting and better parking arrangements. The
Mets received quite a few comments stressing the need for more fan involvement during the
game. The basic feeling voiced in this area centered around the need for more promotional
events to get the fans involved while at the ballpark.

Almost four pages of fan comments dealt with the price of tickets and seating at Capital
City Stadium. Most of the comments were concerned with the layout of seats and the need
to rearrange the configuration from last season. This has already happened and all the seats
have been redesigned for this season (1992). Some of the other comments voiced by the
respondents focused on keeping ticket prices low or reasonable and a need for more
comfortable seats. The Mets public address system and announcer took a beating in the
comments made by fans. The message to the Mets front office was to get a new system
and a better announcer. Fans will see and hear both requests this season (1992) with a new
15-speaker concert sound system and a new public address announcer.

Just over 30 fans commented on the Mets front office staff. Most of the comments
were negative and were centered around fans feeling like the front office does not care
about them. Some people stated that the front office was not honest with fans and
extremely uninterested in their comments and opinions. Eleven pages of comments were

dedicated to promotions and advertising. The fans were very direct to the Mets that they
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want more promotional events, more giveaways and better advertising. Under new general
manager Bill Shanahan, the Mets will have some type of promotion or giveaway at every
home game this season (1992). Shanahan wants to make every game an event and
increased advertising efforts should help this program.

The concession and souvenir stands received almost nine pages of comments from the
respondents. The general theme focused on a lack of quality for a high price. There were
several comments geared towards certain products that the Mets do or do not carry at the
ballpark. But, the vast majority of fans felt the prices were too high and the service too
slow. This should be corrected this year (1992) with the addition of Volume Services as
the Mets new concessionaires. Volume Services runs all concession operations for the
University of South Carolina and several professional sports arenas.

While it may seem that the Mets received quite a bit of negative comments, they also
received almost 130 favorable comments on their operation. Quite a few fans are very
pleased with the changes and improvements at Capital City Stadium this past season
(1991). The Mets management is doing a very good job as the results of the survey
indicate. But coupled with the suggestions received from this project, the Mets shouid be
able to better focus their attention on the areas that most concern their fans. The client has
already corrected, improved and implemented several suggestions and comments given by

the respondents.

[

<
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V. CONCLUSIONS AND RECOMMENDATIONS

The bottom line is that the Columbia Mets are perceived as doing a very respectable job and
most fans are pleased with their overall operation. This survey, especially its qualitative, free-
response portion, indicated a number of specific areas where there is room for improvement. The
author believes that follow-up fan surveys, such as the one accomplished for this project, can
provide additional focus on the areas that might need improvement and can indicate fan responses
to changes made in the recent past.

This study suggests that baseball, like cars, televisions and fast food must be presented and
sold to the consumer or fan. The literature review indicates that baseball fans are extremely
involved with the success or failure of their favorite team. Baseball fans can recite statistics from
years gone by, but might not be able to remember what they had for dinner the night befcre. Thus
promotion of a baseball game is a different and a more subtle problem than marketing or working
on public relations in most other product and service areas. The research detailed in Chapter II
indicates some of these subtleties.

If a minor league baseball team is to survive, fans must occupy seats. The special efforts
l0 increase attendance and to increase fan satisfaction must be harmonized with the situation in each
:eam'’s city. What works in Kenosha may not work in Columbia. Market differences require

letailed study. Each teams approach to public relations in their community must be unique. I
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order to find out what works in Columbia or any other city, it is clear that research is a key
instrument. The competition for the consumer's leisure dollar is very intense and successful
organizations must keep their finger on the pulse of the consumer.

In baseball the key is to understand the fans. Who are the fans demographically? What do
they like and dislike about the operation? What will make them return and what will turn them
away? These are some of the key questions that should be addressed by public relations research
in baseball. The Columbia Mets needed to know who is coming to Capital City Stadium in order
to attract more people and to keep the current fans coming back. This study provides them with
baseline information and can be referred to for comparisons as additional studies are made.

In the end it doesn't matter how the Mets themselves think they are doing as an
organization. The only real voice that counts is that of the person buying the ticket, the hot dog or
the cold beer. The opinion that counts is that of the fan, the person that really pays the bills.

A special value of this study is the information it provides "beyond demographics" of the

fans' likes, dislikes and most importantly, their perception of the Mets. It is already apparent that
some results of this research are finding application in the current season.

The author was concerned with the findings of how many games season ticket holders and
fans attended last season and this season. The results in the previous chapter indicate that most
season ticket holders did not attend any games last season and only a few games during the season
under study. It is not clear to the author if some of the season ticket holders misunderstood their

status as season ticket holders and are really only coupon book holders. The Mets sell coupon
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bocklets of tickets for a discount price. The author feels this is an area of concern for future
research and the Mets should ensure any confusion, if any, over season ticket holder status be
clear in future studies. If Mets season ticket holders are only attending a few games each season,
the author believes this should be an area of concern for the Mets front office.

The author believes that the previous chapter provided a complete summary of the item
analysis, so an additional summary was not included in this chapter. The qualitative comments
from the fans to the Mets front office can be found at Appendix C. The author feels that the
qualitative comments provide the Mets with first-hand information on the "feelings" and
perceptions of their fans.

The author recommends that the Mets use this project as a foundation for future research.
The survey should be reviewed and modified as needed to conduct additional image research.
Indeed, the Mets need to establish a system for conducting longitudinal research. This type of
research can be very beneficial for tracking performance and learning the success or failure of
different programs and promotions tried by the Mets.

The author recommends that the Mets could use different, smaller surveys to conduct
research on specific areas of concern. The Mets could construct a survey instrument that deals
only with demographic questions. Or, they could construct a survey instrument to research how
the Mets draw with certain promotions or against certain teams. The possibilities are endless and
results potentially very useful.

The Mets cannot rest on a one-time survey to be the answer to their various concersn. The
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club needs to realize the value of systematic research and establish a system to continue to keep

their finger on the pulse that count; that of the fans.
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Capital City Stadium
301 S, Assembly Sueet
Colmbia, SC 29201

nbhia Professional Bascball, Inc,
lox 7845
bia, SC 29202

56-4110 FAX (803) 256-4338
MEDIA RELEASE
CONTACT: MATT GOWARTY JANUARY 14, 1991
FOR IMMEDIATE RELEASE CALL 254-METS

EXCITEMENT, ENTLERTAINMENT & GOOD, CLEAN FAMILY FUN

Columbia, 8C ~ The reigning South Atlantic League champion Columbia
Mets announced today over fifteen additions and improvements for
the 1992 season. Although Capital City Stadium, home of the 33rd
Annual SAL All-Star Came, is one of the newest facilities in the
South Atlantic League, the Mets are [ine tuning areas to make every

trip to the ballpark more enjoyable forr the Columbia fans.

The changes include all aspects of the organization: the stadium,
the front office, the concessions, and the baseball operations.
The stadium modifications include:

State of the Art Concert Sound System Creates Electric Atmosphere
Capital City Stadium will be receiving a concert quality state of
the art sound system. The new equipment will allow better quality
music with updated and varied selection of entertainment between
innings.

Closed Circuit Television - View the Game While You Wait

The Columbia Mets are preparing to install closed circuit monitors
into our two main concession stands to insure that fans will not
miss any exciting action while waliting to purchase food and
beverages.

(moré A |
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OQutdoor Cafe - Great Place to Take a Date

The premiere eating area will be greatly enhanced. New additions
to the left field area include a 20' x 20' tent for groups,
picnics, and birthdays, counter seating along foul line area, patio
tables and chairs, colorful umbrellas, and bar waitress service to
establish the outdoor cafe flavor.

Playland for the Kids - Don't Leave Them "Home Alone"

Along the left field side, a children's playland will be added.
The supervised area will include basic playground fare to keep our
smallest fans entertained.

Super Box Seat Section with Full Waitress Service

In order to provide easier access to the seats, the fifth row has
been removed to make a walkway around the stadium. The first four
rows of box seats will be Super Box Seats. These seats are the
closest to the field, where you can almost touch the players, and
will be provided with waitress service throughout the entire game.

Diamond Girls to Sparkle

The Diamond Girls will be the newest good will ambassadors for the
Columbia Mets. As well as ushering during the games, the Diamond
Girls will make public appearances with players and also by
themselves when the players are unavalilable.

SCAT Tickeling - 12 New Ticket Outlets

SCAT Ticketing has Jjoined the Columbia Mets to handle all of
Capital City Stadium's tickelting needs. The addition of the
computerized tickets will assist in alleviating long lines to
purchase tickets and will add a dozen outlets to make the purchase
more convenient.

Volume Service To Operate Concessions - Food Service At Its Finest
To help improve concession quality and timeliness, the Columbia
Mets have leased out the concession rights to Volume Services of
Spartanburg, SC. Volume currently runs Williams-Brice Stadium,
Sarge Frye Field, The Metrodome, Yankee Stadium, and Tampa Stadium.
Their experience and quality service will increase the quality
satisfaction of all fans for food and beverage during the games.

Carolina Coliseum Group Sales & The Mets - A Winning Combo

The group sales division at the Carolina Coliseum have teamed up
with the Mets to make a winning combination. With their previous
experience and contact, the group sales office will make group

picnics and packages more aware in the Midlands.

(more . . .)
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Internship Program With USC - Learning Baseball

With the cooperation of the University of South Carolina, the Mets
have set up an internship program to assist in the education of
five students. This program provides a wide-based realm of
opportunities for the interns to insure valuable experience.

Press Box Renovation - Madia Deserve First Class Treatment

To raise the comfort Tevel for the Columbia media, the press box
will be equipped with air conditioning and carpeting.

Seating Reconfiguration - Customer and Guest Come First
The seating in Capital Cily Stadium is being revamped to a more
traditional baseball atmosphere. [From the suggestion of our fans,
we are relocating box seats to include the areas on outfield sides
of the dugouts and general admission seats will be included behind

home plate and under the roof.

Ticket Pricing - Mets Add Service, Lower Box Seat Ticket Price
For the 1992 campaign, the Columbia Mets have lowered one ticket
price while not raising any other. For the individual game, a
Super Box Seat will be $5, a box seat (rows 6 through 11) will be
$4.50, a reserved seat will be $4, and general admission tickets
will be $3. Children under 12, senior citizens, students and
active milltary will receive a $1 discount on general admission.

South Atlantic League All-Star Game - Columbia To Be Showcased
The City of Columbia and Capital City Stadium will host the 33rd
Annual SAL All-Star Game on June 22, 1992, In conjunction with the
Metro Sports Council, the Mets are anticipating a great deal of
enthusiasm for this special event.

Radio Schedule - Play By Play with Power
WVOC~AM 56 will once again be the voice of the Mets for the 1992

season. WVvOoC will Dbroadcast over 60 regular season games
throughout the season with Jim Powell calling the play by play for
the second season. WVOC will also broadcast the South Atlantic

League All-Star Game and any post season games the Mets are
involved in.

Wednesday Luncheons - Experience It Again...For the First Time
To showcase Capita. City Stadium, the Mets will be hosting bi-

weekly luncheons in our Outdoor Cafe for local business
dignitaries. This will allow business people to see the beauty of
Capital City Stadium whao may have never been to a ball game and see
and experience the hall park.

{(more . . .)
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Message Center

A late season addition in 1991, the scoreboard message center will
be fully utilized for the 1992 slate. Some of its purposes include
game updates, welcomes, special announcements, and entertainment
between innings.

"We are very excited about premiering Stage 1 of our plan to
entertain, market, and promote to ... and for our community." said
Vice President/General Manager Bill Shanahan. "Now, we begin Stage

2 which will entail community involvement throughout Columbia. All

of these changes will make Capital City <tadium more exciting,

entertaining, and a great place for family fun."

STAGE 2 . . . COMMUNITY [NVOLVEMENT
COMING SOON . . . TO A BALLPARK NEAR YOU
oo
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COLUMBIA METS FFAN SURVEY

1991

you enjoy at
opportunity to express your

The Columbia Mets are interested in learning more about what

the games. The following survey gives you an

like and dislikes. Completing the

qQuestionnaire is easy and will not take long.

Mets Survey Tean.

To say "Thank You" for completing this survey, the Mets will
give you a complimentary ticket for an upcoming game in the 1991
season once you return this completed survey to a member of the

Thank you for your cooperation. TFnjoy the game.

1. How many Mets home games did you attend last season (1990)?
2. How many Mets home games have you attended this season (1991)7
3. Are you a Mets secason tUicket holder? Yeus No (Circle One)
4, How did you know there was a Mets game tonight? (Mark One)
(a) I have a team schedule
(b) Newspaper
(c) Television
(d) Radio
(e) Other e N
5. How many people attended Loday's game with you? o
6. What is your approximate age? (Mark One)
(a) 18-25 (years)
(b) 26-35
(c) 36-45
(d) 46-55
(e) 56+
7. Your sex is: (a) Male (h) Female (Mark Ono)
8. Your current marital status? (Mark One)
(a) Married
(b) Unmarried (single, divorced, widowed, etc.)
9. Ethnicity (Mark One)
(a) White/Caucasian
(b) Black/African-American
(¢) Hispanic °
(d) American Indian
(e) Oriental/Asian
(f) Other o - L
10. How many children (age fourtecn or younger) are attending this
game with you?
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11. Your highest level of education is? (Mark One Only)
] (a) Professional or graduate school
(b) College graduate
(c) Attended some college
(d) High school graduate
(e) Attended high school
(f) Grammar/junior high school

12. The yearly household income is? (Mark One Only)
(a) Less than $15,000
(b) $15,001 - $%$24,000
(c) $24,001 - $35,000
(d)y 835,001 - $50,000
J (e) $50,001 - $75,000
(f) Over $75,000

13. What is your home zip code?

14. Please indicate your satisfaction with the Mets Ticket Office:
) Poor Excellent
(a) Waiting Line Time (1) (2 (3 &) (5 ((NA
(b) Ticket Seller (LY (2) (3> (4) (5 (N/AD
(c) Telephone Charge (1) (2) (3 (&) (5 ((N/A)
(d) Mail Order (1) (2) (3) 4) (5 /A
(e) Telephone Info (1) (2> (3) &) (5 (N/A)
D (f) Personnel--
Friend!iness (LY (2> (3) (4) (5 (N/A)D
Appearance (1) (2 (3) (4) (5 (N/A)

15. Please rate the Novelty/Souvenir stand inside Capital City

" Stadiun: (Mark One In Fach Row)
Poor Excellent
(a) Variety of Products (1) (2) (3) (&) (5) (N/A)
(b) Product Quality (1) (2 (3) &)Y (5 (N/AD
(c) Price/Value (1) (2> (3) (4> (5> (N/A)
16. Please rate the Mets food concession stands:
® Poor Excellent
(a) Variety of Products (1) (2) (3) (4) ((5) (N/AD
(b) Product Quality (1) (2) (3) &) (5 ((N/A)
(c) Price/Value (1) (2> (3> &) (5 (N/A)
(d) Cleanliness/
® Appearance (1) (2) (3) &) (5 (NN
(e) Waiting Time (1) (2) (3> (4) (5 (N/A)
(f) Personnel--
Appearance (1) (2> (3) 4 (5 ((N/A
Efficiency (1) (2) (3> 4) (35) (N/A)D
Courtesy (L) (2) (3> 4 (5 (N/A)
e
[
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18.

19.

20.

21.
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Please rate your satisfaction with the following elements of

the Columbia Mets organization: (Mark one circle for each
item) :
Poor Excellent

(a) Music Selection (1) (2> (3) (&) (5 ((N/AD
(b) Public Address

System (1) (2> (3> ¢4 (5 ((N/AD
(¢c) Stadium Appearance

Cleanliness (1> (2> (3) (&) ((5) ((NAD
(d) Restroom Cleanliness (1) (2) (3) (4> (5) (N/A)
(e) Restroom Waiting

Time (L (2> 3 ) (5 (NA)
(f) Parking Availability(l) (2) (3) (4) (5) (N/AD
(g) Security Outside the

Stadium (1) (2> (3> 4) ((3) (N/A)
(h) Lighting Outside the

Stadium (1Y (2> (3) (4) (5 (N/A
(i) Security Inside the

Stadium (1) (2> (3) 4) (3) (N/A)
(j) Personnel--

Helpfulness (1) (2) (3) «4) (5) (N/A)

Friendliness (1) (2) (3> (&) (5 (N/A)

What would motivate you to attend Metls games more often?
(Mark as many as apply)

(a)
QD))
(c)
(d)
(e)
)

Better won/loss record

Ticket purchasing incentlives

Improved access/parking facililies

More promotional items (Giveaways)

More promotional events (Entertainment)
Other

Do you feel you get your monies worth at a Mets game?

(a)
h
(c)

Yes
No
Not sure

How enjoyable is/are your visit(s) to Capital City Stadium?

Poor

oD

Excellent
(2> (3> > 3

Do you feel a sense @f community identification with the
Columbhia Mets?

Ca)
(b
(c)

Yas
No
Not sure




22.

23.

24.

25.

26.

27.

28.
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How would you rate your sensc of community pride and loyvalty
to the Mets?
Poor ~JExcellent

(1> (2> (3) (&) (S

How would you rate the Mets in terms of making you feel
welcomed at the ballpark and showing that they appreciate
your support?

Poor Excellent
(1) (2> (3> (4> (5

Presuming that you use the product of a Mets sponsor how
likely are you to buy products from sponsors when the
product is of similar quality and price?

(a) Much more likely
(b) Unlikely
(c) Not sure

Do you agree or disagree with the following gquote? "A
successful team cannot be measured by wins and losses alone.
In addition, a team is measured by its level of commitment
to the community that supports it."

(a) Agree
(b) Disagree
(c) Not sure

How would you rate the level of community involvement of the
Columbia Mets?

(a) Too much involvement

(b) Just the right level of involvement
(c) Not enough involvement

(d) Not aware of involvement

What message would you like to give the Mets front office so
that they can make attending a Mets game a more enjoyable
experience?

Optional: Please complete your address
Name: ’
Address:
City, State, Zip:
Phone:

THANK YOU FOR COMPLETING THIS SURVEY
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FAN COMMENTS

WHAT MESSAGE WOULD YOU LIKE TO GIVE THE METS FRONT OFFICE SO THAT
THEY CAN MAKE ATTENDING A METS GAME A MORE ENJOYABLE EXPERIENCE?"

CHILDREN

"I would like to see less beer sales so a more family like atmosphere could be seen.”

"Keep the family atmosphere, no beer."

"Having DARE Bear, Cub Scouts, and the sale of beer on the same day - mixed message?”
"Quit selling beer at games specifically for kids, Boy Scouts, etc.”

"Maybe promotions with public schools would increase attendance.”

"Recognize youth groups more often.”

"Earlier start time so I can bring my children."”

"Have more things for children.”
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Encourage children to have more Cub Scout days, etc.”

"More security - kids running around without supervision throwing baseballs at birds."

"Be helpful - keep kids in their seats and off the dugout."

"Control kids in stands that bother fans trying to enjoy game."

"For parents to control their children not let them disturb others at the game. Keep them geated

while Mets play!"

"Make parents responsible for their children. Keep them from running lose all over the place.”

"Any promotions that get kids to the park. If you can get kids their parents will come."

"Kids are an important factor to sport. They are the future. Recognize them more."

"Have a play area for children.”

"Do something for youngsters that we bring."

"Sponsor more children involvement activities."

“Keep children off the walls.”

"More kids nights."

"More people need to control their kids - other than that we enjoy all the games.”
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"Get to the schools and let the kids know what you have to offer."

"More child involvement before and after the game."

"More kid programs.”

"To give more giveaways to kids 12 and under."

"More interaction from team with children after or before games."”

"Please give more promotional items to the children.”

"Allow children to meet players prior to the games."

"The ballpark should have more promotional giveaways for children on the weekend, so that more

families will attend."”

"More community involvement with schools and little league teams. Players more assessable to

children for autographs.”

SECURITY

"Security outside the stadium."

"Better security.”

"Limit profanity and take out drunk fans."

"Security needs to control the kids."
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"The security inside the park should be stronger."

"I have been here for 2 hours and I saw 2 police outside and 1 inside in this neighborhood. More

security (please).”

"I think the management needs to improve the security and more concern for its fans. They need to

check people bringing items in the park that they sell. By allowing things brought in the park they

are losing money."

"Get a friendlier security agency."”

STADIUM IMPROVEMENTS

"Need more overhead cover."

"Better scoreboard with player's name."

"Bigger scoreboard - easier to read."”

"Some billboards might help as well as road signs directing folks to the stadium. The WACH

commercial is a start but could be better.”

"There needs to be some place for men/women to change dirty diapers. No counters in rest rooms.

"Better bathroom mirrors."

"Mirrors in girls bathroom."
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"Separate smoking/non-smoking area."

"Consider installing a wall or railing at front row of bleacher seats.

"Air condition stadium."

"More grandstand area.”

“Need more covered seating."

"Roof over the whole stadium."

"Put the flags around the stadium."

"Maybe add a clock to the stadium so people without watches can know the time."

"Can't see through black nets."

"Don't like the heavy screen."

"Need more drinking fountains (kids). Replace net in front of stands with larger openings - metal

fence. Cannot see at an angle through the net when trying to follow the ball.”

"Lineup should have a scorecard. Opening night was very poor in terms of getting folks back to

the park."

"Screen is hard to see through."
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"I don't like the mesh nets."

"Change the netting."

“Need to open up more gates to let people in and out.”

"Ability to leave stadium if important matter arises."

"Spray the area.”

"Spray for mosquitoes."

"Spray the field to keep the bugs down!"

"Use the scoreboard to update other South Atlantic League scores. Lose the dot race. More trivia,

facts about the players. There is very little about the team in the program. Less front

office/organization - more player info."

"Bring back Elvis on the back fence!"

"Move stats on scoreboard.”

"Keep facilities clean and neat. Make sure people feel safe when having a night game.”

"Need mirror in the ladies room."

"Mirror in women's rest room."

"Need a water fountain at rest rooms."
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"You need to make the community feel involved like the Gamecocks football team. You need

excitement - something wow - mascot might help."

"I'm not aware if you have a mascot but if you do not, you may want to have one. The main

purpose would be to get the fans to cheer more."

"How about coming up with a mascot that is better representative of the town and/or identifies the

town better."

"At Durham, there is an identifiable symbol at the park: a Bull which spouts smoke and whose

eyes turn red when the team scores. Something like that would help.”

MISCELLANEOUS

"More double headers."

"Would like to see more games during the school year.'

"Local ownership.”

"AA baseball.”

“Bring in a triple A team."

"Number 9 always thrills me, why not more of his type."

"Double A baseball."
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"Bring on a AA baseball team."

"Do not allow smoking in the park.”

"Let the players play the game."

"To use the best skilled players on the field."

"Make the game go faster! Provide magazines and TV's."

"Get better umpires.”

"Occasionally introduce spouses, etc.”

"More fans = better time - players feel better supported.”

"More "aliveness' on the field."

"The bat boys work hard and should be announced at the beginning of the game with the team and

umpires."

"Better ref's - they really missed a few lines (not in our favor)."

PARKING LOT

"Better organized parking."

"Paved parking. Lighting in parking lot. Lot attendants more visible. Fence behind 1st base.”
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"Make a paved walking area from parking lot to the entrance."

"Pave the parking."

"Better parking.”

"I've had a bad experience with parking attendants. I rode by 100 parking spots before I was

allowed to park (at game time)!"

"Why do I have to park at 'the top of the hill' when I'm early and there are parking spaces closer?"

"Fix the parking lot and the flooding."

"Open access gates to enter and exit. Free parking."

"Water problem - flooding - is a major deterrent in coming on potentially rainy nights."

"Keep after the city - outside lighting and paved parking."

"Need to do something about traffic into and after the games."

"Take the parking away from the city!! Arrangements (parking) are screwed up and parking

attendants are uninformed."

"Get better drainage and better lighting for the parking lot."

"Parking lot is not paved. Open gate on Assembly STreet for parking."
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"Improve the parking lot.”

"Pave parking lot and let people park outside the ticket gates instead of walking so far."
"Have parking lot paved and open entrance on Assembly Street.”

"Pavc the parking lot."

"Pave parking lot and more advertising."

"Stop charging for parking.”

"Have more than one entrance to park for automobiles."”

FAN INVOLVEMENT

"Before game availability to fans!"

"Also, personalize the players talk about them more."

"The players g=t more involved with the young children. More autographs, pictures, etc."

"I would like to see more community involvement from the Mets - I don;t know of anything they

have done."
"More personal communication with the players."

"Have a way to know the players and coaches on a more personal basis."
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"Improve field - grass. More fan involvement. More fan/player activities - publicize."

"Get some gimmicks to pick up crowd involvement."

"My son was not happy because the Mets would not sign his autograph book."

"Contest each game for free signed Mets ball."

"More public relations with ball players."

"Picture night for kids is good.”

"Have more participation from fans on field such as shagging flies like they do in Atlanta.”

"Fan participation during game."

“What's the possibility of a pro exhibition game? I foilow the Braves (Atlanta) and have been to a

World Series - exhibition would be fun!!t"

"Make the Marlboro Man move!!!"

"Have a photo day."

"Do the Mets ever meet the public? Such as picture day - hand shakes, etc.?

"More on field entertainment between inning and/or games (pre/post).”

"Get the players to associate with fans."
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"More personal communication with the players."”

"Promote more fan participation. More advertising."”

"You should report in the State paper #1 draft picks of visiting team so kids could come and get

their autograph. Example: Robbie Becket #1 draft pick with Padres/Charleston Rainbows."

"Bring in guest ball players from the past, present.”

"I frequency listen to the sports talk show on WVOC. You could do more player interviews, etc.”

"More and continued radio broadcast (WVOC)."

"Meet players - get autographs.”

"Bring ex-major leaguers for signing sessions. Dump Continental Cards."

T PR D

"I would attend more games if the price of box seat tickets were lower. These are the only seats |

will purchase. At $10 a game it's not reasonable to go to a lot of games per week. Too bad, I like

the Mets. My son is a big baseball fan."

"They are doing fine, but should make sure you are aware of which seats may be blocked by poles

or something. (H section)."

"I encourage ticket purchase discounts."”
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"Discount coupons would help my family of 6, but unless we happen to see or hear other fans

speak of them: we pay full price."

"Mini season tickets."

"Granted excessive rain has caused problems with attendance but there is a big need to inform in

advance (approx. 6:30) of rain out's. Personal reference.”

"Better timing on night games."

"Roof over all seats."

"Better general admission seats."

"Put backs on all seats."

"Make sure people sit in proper seat - check tickets to make sure they belong in section.”

"It cost our family tonight $20 for tickets, parking and food (4 hot dogs and 2 Cokes). We would

come more often, but too expensive.”

"Would appreciate more reasonable prices and tickets and food and prices for families."

"I feel that there are too many box seats, while the general admission seats are at the ends. Though

I sit in reserve, I feel the general admission should wrap around at the top of the stadium.”

"Come up with an idea to get people to sit in the box and reserve seats."

"Probably all reserve seats should have been under cover.”
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"Cushioned seats."

“Improve ticket office."

"Rearrange seating!! Most fans seated in bad seats (beyond 1st and 3rd base) eliminate mid-range

seats."”

"Lower box seat price a dollar for incentive."

"Cushier seats and free pom poms."

"More comfortable seats."

"Change seating - currently is ridiculous."

"Cut the price of the tickets behind home plate. Box seats don't have to go all the way to the press

box.

"Making the general admission seats more comfortable; add pillows."

"To allow the public with a long drive to the game an ample amount of time to verify if game is to

be cancelled."

"Improve general admission seating."

"Seats in box section aren't comfortable! (bottom of seat too short - poor leg support) Also, too

high off the ground.”
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"Give season ticket or book holders a stub to be able to win a gift."

"Sell season tickets."

"Have reserve section with no beer consumed in it."

"Call season ticket holders numbers a bit more often for prizes."

"Padded seats."

"Enforce the seating."”

"The implication of the general admission ticket book being a $60 value for 15 tickets plus a family

ticket is confusing and seemingly a $45 value, saving only $10. Needs to be presented better and

perhaps at a better price."

"Keep general admission ticket holders in general admission area.”

"Keep admission low."

"All seats box seats."

"Better seating control.”

"Reserved seats more plentiful and less expensive."

"Less box seats."
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“I would also suggest the number of reserved seats be decreased.”

"Control traffic through box seats.”

"Don't enforce seat assignments unless the stadium is crowded.”

"Control seating better - have someone stopping children from running through seats."

"All the covered seats this year are reserved. If it rains; general admission must leave or get wet as

we are not allowed to sit there."

"Better seating on general admission."”

"Open ticket office at 5:30 - 5:45 p.m. for a 7:05 game."

MUSIC

"Organ music for participation of crowd. More promotional tickets."

"Larger music selection, bass (?) singing the National Anthem (Rich Conant)."

"Have more between inning entertainment.”

"Play pretty corny music - more organ music."”

"Do away with the clapping recording.”

"I don't care for your rendition of the National Anthem. The soloist in June was terrific!"
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"Play some more corny music it makes things less serious and more entertaining."

"Music is too loud sometimes. Dead skunk is OK!"

"Play 'Dead skunk in the middle of the road’ again."

"When a visiting pitcher walks a Mets player, play music i.e. Walking through the park one day."

"Organ music during the inning as opposed to only between innings."

"Don't make the music so loud."”

"Pregame music much too loud. Otherwise we are pleasantly surprised.”

"The music is for my opinion too loud between innings."”

PUBLIC ADDRESS SYSTEM

"I think the announcer is GREAT!"

"Have a better announcer."

"When the players lcave town, announce where they went.”

"Public address could be more lively.”

"You need a better public address system, i.e., the sound quality is fine, but the people behind it

may need changing."
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"Better P.A. announcer."

"Get rid of current P.A. announcer."

"Fix and improve the P.A. system, otherwise they do a great job."

"I have been a fan since the return, but the new sound system must go! Upper level seats get very

loud volume, lower level is just right."

"I'm happy with the current situation - I miss having the announcer lead us in "Take me out to the

ball game.' I liked last year's announcer.”

"Clear P.A. system."

"More info over P.A."

"Turn down P.A. system. It is 'Hell' on people who sit in box. Do a better job of making sure

those who pay for box seats are the only ones allowed in box seats."”

"I can't understand the announcer.”

"Clearer P.A. system."

"The game itself is good, but the PA system is terrible. Announcer only adequate.”

"Better PA announcer.”

“Tell the announcer to stick to announcing and not try to sound like the circus announcer.”
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"Cannot understand the announcer very well."

"More 'color' in P.A. announcer.”

"Tell the announcer to speak more clearly."

"Build speaker to reach outfield - not loud enough. Poor quality."

FRONT OFFICE/PERSONNEL

"The staff is too good to speak with fans."

"I don't know who the - ' is. They do not speak with the fans. They act as if they are too good

to speak."

"Keep Jeff Reeser as general manager.”

"Get rid of Jeff Reeser."

"The general manager needs to be more friendly."

"Better management. You have a new ballpark that is very pretty, don't loose it with sorry

management."

"Please show more camaraderie within the staff. Sometimes it appears the staff is divided among

itself."

"The ballplayers appreciate the fans, but the front office doesn't seem to care. If the front office
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would have more fun maybe it show when they deal with the fans. The fans are people who can

make or break you."

"Management should be as friendly as the players are.”

"Management does not accept suggestions. Never have time to talk with you."

"More personalized treatment."

"More contact with fans at the games."”

“Listen to the fans, they are your customers."

"The front office people need to mingle with the people in ballpark more - instead of acting like

they are a nuisance."

"Jeff is always most helpful.”

"Give Robert Hook a raise."

"We'd love to have Tim Blackwell back next year - he's done a great job!"

"Be more friendly."

"Staff is unfriendly."

"Staff should get out and meet the fans. They don't seem to care. This is the st season I cannot

identify the management in the 7 years I've been coming. I hope next year's staff is a bit more

concerned and honest than this year's. I could go on and on, but I won't out you through it. A lot
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is wrong that needs to be fixed and it could be."

"Many times, I have called the ball park at 5:00 when I get off, to see if the game has been called
off due to rain. I am told the game is on. By 6:00, when I get there; not only is the game called
off; everyone was gone. Even the players. The staff should be more honest as we drive 20 miles
one way to the game. They could say 'it's a possibility’ instead of 'we are gonna play.' This has
happened at least 4 times this year."

"When I call for info; I'm usually given the wrong info. If it's raining: I'm told the game is on.

When I get there: about 30 minutes later: not only is the game called off: but even the players are

gone. This has happened 4 times this year. Phone service should be honest and at least say 'we

"

aren't sure yet'.

"I would like to know in advance if the game is canceled.”

“Janice is an unfriendly worker."

"Let Shar sing more often.”

"Great trainer."

"I don't feel I get my money's worth at a Mets game because of the personality of the Columbia

Mets front office."

“Staff's personal attention given to fans during the ball game."

"Be more friendly."

"Send the staff out to talk to groups - Sertoma Club, Lions, etc. and get them to sponsor players or
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prizes."

R A PPORT

ACTIVITIES

"Keg parties."

"I would like for Dave Williams to return. He was great!”

"Bring back Dave (in uniform)."

"I would like for Dave Williams to return. He was great!"

"Bring back Dave (in uniform).”

"No one cares about wins and losses - we want ACTION!!"

"Hold drawings during games for balls, hats, etc.”

"Do goofy stuff between innings - entertain people.”

"More office/company/club promotions. More incentives for groups."

"More special entertainment events.”

"Give Amigo's their own 7th inning stretch show."
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"Where are the Amigo's? That was fun!"

"Perhaps after game entertainment would be a plus 2-3 times a year.”

SUPPORT

"One of the serious problems with the Mets is a lack of community identification by the fans.”

"I think the Mets organization needs more suppor; from the community!"

"Greater community involvement. More recognition and interpretation by media.”

"Everything is ok, but, who are the Columbia Mets? The people in this area like to root for
individual player and that of course results in better attendance to games to root for their favorite

player. That's why attendance is so good at USC. The people need to know who the Mets really

are, where they come from, etc.”

"Become part of the community - promotional events, charities, etc."

"More player involvement in the community - let Columbia know and feel that this is their team."”

"Tie the team more to the people of Columbia, a few USC players."

"More contact with Midlands communites: involvement with businesses in area.”

"Send out information to the community."

"More goodwill publicity to elicit Columbia's support. We (Columbia) seem to support USC,

$0... more press exposure.”
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"News articles reflect your concern about low attendance. I lived in Columbia for almost 3 years
in the 70's and have only returned here in the last week. Columbia is still a racially divided town.
Whites perceive the stadium is not a safe place to come. It is a safe place, but I do not know how

you will overcome this perception."

"Empty stands do not generate enthusiasm; find the key to getting people here. I'm a lifelcng

Columbian, but have never felt our city was very connected to the Mets."

"More publicity for team in community and interaction with community - especially the university.”

"“Try to keep hometown spirit/atmosphere.”

"More awareness of making the Mets enjoyable for the community."”

"Have team display more excitement when smaller crowds attend. Realizing that its hard to

perform when fan support and attendance are low. Makes it more important for the team to show

enthusiasm in order to keep fans coming back."

"Get the city and community to support the Mets more actively."

PROMOTIONS

"More promotional nights like you use to have.”

"The promotions this year suck. Advertising sucks. Are you cared to spend a couple dollars? We

subscribe to the Lexington paper and never see a thing. Once in a while; we buy a State paper and

still only see a tiny ad with no info. And you have to really look hard to find that. TV doesn't

really tell you anything. Tell the public about promotions and game schedules. We want know
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when we can save a few dollars as we have 3 sometimes 4 people to pay for. Extra activities

(concerts) are promoted more than the ball games. This is a shame."

"Pass out paper Mets fans on extremely hot games."

"Need more promotion nights."

"Promote corporate nights more."

"More corporate support through sponsorship and large ticket sales for company employees."

"More of business incentives for the business personal for more support of the Columbia Mets."

"Giveaway prizes at gate for attending game. Have a theme night."

"Promotional incentives for business, i.e., tickets, discounts, etc.”

"Ladies night with date, men's night with date. Otherwise singles play."

"More promotional efforts that would tend to attract fathers and sons. Example - free tickets to

children with paying adult."

"Giveaway caps, t-shirts, etc., once a month."

"More promotional giveaways, trivia contest are not hard enough and there are too many winners

on each question."

"I missed the 'Amigos’ - they had been fun to watch."”
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"Better PR - use of booster club, etc."

"Giveaway items signed by team players."

"There was not enough promotion this year - no giveaways. People who bought ticket book had

no numbers to win anything on giveaways - you should have numbered tickets at gate for

everyone. What happened to back to school nights at last home stand - its traditional, you could

have packed the park!"

"Opening night was a disaster."

"More promotions."

"More giveaways."

"Promote more city-wide."

"What happened to our cheerleaders in the 1st baselines?"

"More home runs. Hooter's Night. Cheerleaders - female (Dallas Cowboy type). Dugout

dancers."

"More promotional activities, i.e. like USC night."

"More promotions - more promotions for the kids. This city needs to become more identified with

the Columbia Mets."

"More fans would help, otherwise I like it the way it is. More promotions for kids."




132

"Rc—evaluate the promotional themes."

"Need more giveaways."

"Have more promotions, advertise so people know what is going on.”

“Keep it up, it will come with community involvement. Need more publicizing though.”
"More giveaways. Need extra - struggling law student."”

"More promotional items."

"Weather out of your control - has caused us to miss at least 4 games this year. Do promotions

early - get people interested and they'll come back."
"More promotional giveaways."

"Keep working on promotions and your positive attitude - I think you'll get bigger audiences. The

price is right!"

"Keep sponsoring special event nights."

"More advertising/promotions.”

"Need to promote game better."

"Have more games for people to win things - gets people more in\;olved."

"Give more publicity."
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"More public announcements i.¢., promotions/special entertainment."

"Newspaper promotions should be valid!"

"Need more promotional giveaways."

"Need to promote the team and the fun available at the park!"

"More promotional nights."”

"Giveaways via ticket number not programs."

"Make giveaways of a more collectable nature such as a baseball, team cards, hat, etc. Make them

not only for kids."

"More promotions (program numbers)."

"Not enough promotions to bring the community in, need to 'hook' them first."

"More promotions."

"Would help by getting local radio and TV involved with promotions."

"Stronger marketing to families.”

"More giveaways, promotions.”

"Promote at schools, churches, etc. Do more to draw families and kids."
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"Better promotions.”

"Try to get more women interested! The ones I have brought with me have enjoyed it enough to

come back though they had never been before."”

"More promotions.” "Better promotion - never know what's going on at the ball park. Friends of

mine in business not contacted for pre-season about discount books."

"Need more promotional events."

"More good promotions - say winning numbers giveaways between innings should be more
numerous valuable. Cheaper to bring a family to the game. The strike-o game is ridiculously
difficult - fans want to see winners among their own numbers."

"The experience itself is good, but the publicity is really in need of more excitement.”

"More promotions for children.”

"More effort to promote on TV and local radio shows."

ADVERTISING

"Instead of saying come see the Columbia Mets, how about having some players doing some
spots saying come join us for fun and games or have them say things about the city like they live

here too, like the malls, night life, zoo, etc!"

"More advertising - TV. Promote family outings. Specials for Hard Ball Cafe - family pack

dinners."
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"Need to do more advertising on radio and TV. Most people did not know the chicken was

coming t¢ .. n.

"More advertisement."

"Human interest stories on players from area - pictures! How about a section as in majors that
y )

gives where teams stand - i.e. 1/2 out or etc; I don't have time to read entire article.”

"Promotions should be advertised. It seems the Mets are too cheap to advertise. That tiny ad in
the State paper is so hard to find and only gives the time of games. In previous years: promotions
were put in the paper so fans could plan on coming.”

"Get the State to give club more play. Radio t00."

"More involvement of the Columbia press TV and newspaper.”

"Continue to publish schedule in State newspaper. As weather gets cooler advise fans to come.

Emphasize community involvement and the attractiveness of facility."

"Better advertising in media outside of Columbia. We live in Saluda and never know of

promotions.”

"Advertise so I'll have knowledge of games and schedule."”

"Advertise more."

"Let people know about the upcoming week. Advertise more, if they are in the race - let people

know how the team is doing."
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"More media advertising."

"I suppose more advertising or free admittance to draw a few people would be good. Then if they
have a good time, they will pay to come back. Send out complimentary tickets in blitzing

advertising campaign.”

"More advertisement.”

"We would attend more often if home games were brought to our attention more."”

"Better promotions and advertise them."”

“Publish the game schedule for the coming week(s) in the weekend paper.”

"Mets need to advertise more.”

"More advertising would help.”

"More advertising, to more fans.”

"More advertising to draw more fans."

"More PR needed."

"The Mets are the only summer sport team in Columbia - get The State and local TV to cover

better. Builds attendance.”

"Keep advertising on Fox 102.3 and expand on all media forms."
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"In a college town the market for baseball attendance is tough. Better advertising (more) and more

promotions should bring more fans out to the games. Concentrate on holidays."

"Advertise more."

"More advertising and giveaways to boost attendance."

"Better advertisements."

"Need to market the team more. Aggressive advertising.”

"To put more things in the paper about the Columbia Mets. I plan to come to more games after

tonight and tell some of my friends about the Mets."

"Advertise more."

"This is a make up for last nights area merchants night and I am very disappointed that my

advertisement I paid for is not available!!! You need a new public relations firm!!!"

"Need to advertise home games more effectively.”

"Finally, even though I am not a student here, I would suggest you advertise more at USC. Lots

of Duke students go to Durham Bull's games."

"Make more schedules available."”

"I would like to see more Mets games, but I don't know when they are at home. Please try and

announce games."




138

"More beverage nights."

"Charleston Royals 25 cent beer nights were very successful."”

“Free popcorn.”

"Free water."

PRICE

“Concessions too high. Hard to get a variety of food for a reasonable price. I feel like what your
not getting in ticket prices, you make up in concessions. Try to lower prices and you'll sell
more!"

"Discount beverages."”

"Lower concession prices."

"Cheaper food prices."

"I am on a very budgeted income, but bring my little boy to the games - we both really enjoy
coming to the ballpark - I feel a lot of prices on concessions are considerably too expensive, other

than that, I feel this stadium is a really fun place."

"I really think your concession stands need to lower prices."
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"Lower the beer prices."

"Food prices too high."

"Lower food prices." (twice)

"Concessions are too expensive."

"Hold down the concession prices."

"Lower prices to make more affordable for families.'

"Lower concession prices."

"Food prices are too high.”

"Cheaper beer prices."

"Cheaper food."

"Some concession prices are high, but as long as they're not raised higher I feel it's doing 'my

part’ to pay the prices."

“Better price range for souvenirs and food. It cost over $20 for one game and that's way too

much."

"Cheaper beer prices."




140

"Reduce concession costs. I believe you would make a better profit - most people eat before game

time due to prices."”

"Better food at reasonable prices."

SOUVENIRS

"Lower the price of the program.”

"Need more Columbia Mets items to sell such as caps, etc. My son would like to have one to wear

"A lot more Seattle Mariners items."

"More marketing (Columbia Mets products) would boost attendance."

"Why can't you sell Columbia Mets in addition to New York Mets stuff (hats)? I have hat, shirt,

ball, rain slicker, etc. HELP!"

"Allow the purchase of actual jerseys.”

CONCESSIONS

"Keep beer boys."”

"PLease leave the stand open longer."

"The concession stands close too early. If you want a hamburger or a grilled hot dog in the 4-5

inning: you're shit out of luck. That stand is always closed early."
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"The concession stands close too early."

"Improve concession personnel.”

"Make concessions stands easier and quicker to get into and out of (service personnel).”

"Food/beer lines tend to back up at times without vendors walking through the crowd. And - it's

hard to find boiled peanuts. We want more boiled peanuts!"”

"Return Mets girls for bringing concessions to reserve seats.”

"Hamburger stand should not be the first to close. It's a shame."

"Cromer's peanuts are not the best boiled especially dry (try some unsalted popcorn - might not go

over but I like it unsalted - roasted are good)."

"Discount beverage on something other than (or in addition to) Wednesday!"

"Good food gets people to the games."

"Improve concessions! (speed, number of employees) People to get concessions for those in

reserved seats (1990 season). Someone to go around collecting trash (Sumter Flyers)."

"Faster service at concessions."

"We've been several times and souvenir cups were sold out!"

"Better concession service. More accurate on register at concession."
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"If a legitimate complaint is made, correct it without making excuses. I made a complaint about the
long lines at the concessions the first night after opening. All I got was excuses - a simple 'we're

trying to correct it' would have been sufficient."

"Keep concession waiting time to a reasonable level and offer quality products at a reasonable

price."”

"Concessions are horrible. Have to wait 25-30 minutes for a hot dog/beer. What's a baseball

game without the two, but it's not worth the wait."

"Get waitresses like in Charleston.”

"Go to a Charleston Rainbows game - hire waitresses for the box seat section."

"Concessions are difficult to understand; you have to walk to two different concessions to get what

you want and also what is advertised is not always available."

"Concessions just can't handle a crowd. More people mean more money! Sell up!”

"Faster service for food."

"Increase the efficiency in speed of service."

"Just do something about the concession stand. The people are under staffed and the management

when questioned seem not to care.”

"Go back to selling more than beer by vendors in stands. They used to take orders and bring
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anything from the concession stands."

"Popcorn was stale."

"Service offered should not depend on number of people here or vary near game's end."

"Reduce line at food stands. Get some good hot dogs."

"Make singular beer lines with cashiers."

"Start selling can beer not only with vendors inside park (at concession stands)."

"Obviously - better food service. Waiting time is the worst I've seen; Unbelievable inefficient! 1
missed a whole inning waiting in long line for a product that was on the menu but unavailable;
also had to pay full price for beverages at 7:55 p.m. The 'boiled’ peanuts were still frozen! While
I waited in line, a clerk flirted and chatted with another clerk."

"The food concession stands are not any more efficient than the old ones."

"Reer and food sales in stands (A MUST). If you want to be a big league ball team, then act like

it."”

"Concession stands need vast improvement, too slow!"

"More coke/pepsi and peanut vendors in general admission section. Less beer vendors."

"Speed up concession lines."

"Use Cromers as a supnorter for peanuts. You also ran out of Lemonade on Saturday afternoon
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for the kids."

"Beer less Sundays are fine with me - nice change of pace from Wednesday nights.

"Beer on Sunday.”

"Food usually good. Quality needs to be more consistent."

"Speed up sales at concession stands (ask McDonald's)."

"Take time with people who don't have their money ready.”

"Have hot food, it's my supper when I come from work."

"Don't run out of unsalted roasted peanuts.”

"Quit running out of unsalted roasted peanuts."”

"Longer beer nights but at a later time. Like 7 to 9 p.m. on Wednesday."

"Sunday beer sales make it look like a big league park."

"“The biggest (and only) disappointment was the food selection."

"All concessions open till the game is over plus 15 minutes. More ice cream and variety at each

stand."”

"Improve concessions."
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"Get the people working at the concessions to learn how to add. We get a different price at each

stand."

"Try to make service quicker at concession stands."

"Get some brighter people behind the concession stands. The opening night and other nights have

been absolutely miserable!”

PRODUCT IDEAS

"Have candy bars for sale>'

"Less salt in popcorn.”

“Sell non-alcoholic beer.”

"Coffee should be served."

"Miller Lite compared to Coors? Jiff peanut butter.”

"Wine coolers should be sold in addition to beer."

“Important! I'd love some Milwaukee County Stadium - style Bratwurts - grilled with onions and

brown mustard. Great with beer."

"Get some non-alcoholic beer for drivers, for some of my friends don't drink."”

"Allowed to bring soft drinks in.”
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"Prefer Coke over Pepsi."

"Have Coke at the concession stands."

"More Jolly Ranchers candy."

"Go back to last year's french fries. Big cup for beer."

"Increase variety of snack bar." "Earlier games and more food selection would be great.”

"Make Wednesday 2 for 1 soft drink night too."

"Serve Coors and Coors Light."

FAYORABLE COMMENTS
"Keep up the good work."
)
"Great improvements to a classic old ballpark. Maybe Augusta can get behind the Pirates the way
Columbia is involved with the Mets."
)
"New stadium makes visit much more enjoyable."
\ "An excellent experience overall."
"Stadium and team are great.”
' " : ”"
Mets games are fun - no improvement necessary.
)
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"Win team."

"General appearance of the ballpark is excellent following renovation. The family area with no

beer is excellent.”

"They do a great job."

"The Gorilla and Chicken were great."

"Bring back the Chicken."

"Thank you for many pleasurable evenings."

"The new stadium has made this a better place to see a game and the team is playing well. We've

enjoyed all of the games we've attended.”

"No complaints. Do a great job."

"I think it's good the way it is."

llItls fine.ll

"Doing a great job! Keep it up."

"I enjoy all the games. I wish more of the community would come on out.”

"I already enjoy it."
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"They do a pretty good job right now."

"Keep up the good work."

"None. Your doing a fine job."

"Very attractive stadium setup! Great facility.

"The stadium is very clean and friendly."

"Doing great."

"Things are good the way they are."

"We are thankful for the Mets. They help out in all areas: for example they gave blood to the Red

Cross. They are wonderful. We need more people like the Mets team."”

"I enjoy just the idea of having the games to attend - I play a lot of softball so that limits games I

can attend.”

"They are good."

"You're doing a great job."

"This is our second year in attending and we enjoy it very much. The face change in the stadium

helped a lot. Don't change. But win even more."

"Excellent job."
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"This is a refreshing change from overpriced, sometimes cold atmosphere of Memorial Stadium in

Baltimore. Ilove these games."

"Doing a great job now, keep up the good work."

"Like the new stadium - how about some local players?"

"Stop the rain - we enjoyed our visit."

"The new stands are great. This is the best place anywhere around to watch a good ball game."

"] am new to the area and have enjoyed my visits (2) so far. I think its a great place to bring the

entire family."

"Keep doing what you are presently doing. Seems to be on the right track."

"This is my first time attending a Mets game and I have found it very enjoyable. 1 have no

complaints.”

"Thanks for the upgrade.”

"I think everything is just fine. I love baseball and enjoy baseball whether a team wins or loses.

Have an afternoon game once in a while."

"Keep up the good work."

"Keep things as they are. We are from Augusta and would like our new stadium to be like this

"

one.
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"Doing excellent job."

"Keep it going. Love Wednesday night's (beer)."

"Good job."

"Great so far."

"Mets games are enjoyable experiences as they are."

"They're doing great!!"”

"I have thoroughly enjoyed every game I've attended and I 've brought 8-10 people from work.

I'm completely at a loss to why more folks don't attend. Maybe this is a football town."

"It is enjoyable.”

"keep doing what they're doing."”

"We like all the improvements and look forward to next season when we can attend more games.

We appreciate your support to family attendance and calling fans to responsibility of actions.”

"Keep doing the good job you are doing, plus get the community more involved, including the

outlying towns."

"Keep up the good work."

"You're almost perfect (except for hot dogs) and my attendance probably won't go up or down
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much."

"I think they are doing a good job as is.”

"Be proud to be a Mets and from Columbia, S.C."

"Enjoyed my first game."

"You are getting better every year."

"I think you are doing a great job, keep it up!"

"Appreciate park upgrade."

"Keep up the good work."

"I think you had bad luck with weather this year. On several occasions we were going to attend,

but got monsoon like rains."

"Keep up the great work.”

"I am pleased to be here. This my first time and I hope to come again."

"Don't leave."

"Couldn't be finer! Especially at Carolina."

"Nothing really. I have no complaints.”
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"Everything seems enjoyable so far as it is."

"Keep it up - it takes time to build a team. Need more corporate support.”

"Nice stadium."

"Doing great."”

"Keep up the good work."

"I really enjoy it - I haven't been as much due to rain.”

"Win all that you can.”

“I'am a big minor league baseball fan who has recently moved to Columbia. I attended all 4 games

and can't believe the small crowds. I really enjoyed the park, but I think more can be done to

attract crowds. Especially with a brand new stadium. The Carolinas, in my opinion, are big minor

league baseball states. Let's get people into baseball!"

"Hold the course."

"Overall, I think the Mets' organization does a good job. The new ballpark really and adjoining

parking lot certainly makes a difference."

"You are doing a fine job."

"Thanks for new facilities; Vowed last year we would not come back until, stadium, restrooms,

personnel and prices were in line."
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"Go Mets."

"We enjoyed the games at the park. Thanks."

"Let's play ball!"

"I feel management is doing a fine job - not sure what else they could do to attract more fans."

"No complaints.”

“"Continue the programs you have going. I have enjoyed the games I have attended. I personally

wish I could have seen more, but my schedule is rough. Plan on seeing me at as many games as I

can attend in 92."

"Attending a game is enjoyable. Front office needs to find a way to attract more fans."

"I basically feel that you have done your part. Now we (fans.community) must do ours."

"Keep up the good work! In our visits to the park we haven't had any bad experiences. Discount

book a good idea."”

"I can't think of anything that needs improvement.”

"I enjoyed the outing."”

"They are doing a great job. Keep it up.”

"Your stadium is very neat and appealing. The picnic area is a great idea."
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"Excellent stadium. Good presentation. Much more satisfied than at Charleston's.”

"Everything is fine."

“Nothing else to do."”

"Just keep doing your thing."

"Great experience - announcer great - keep up the good work."

"Great improvement on Capital City Park."

"Everything's fine."”

"Keep it going."

"Wish more people realized the fun of attending games."

"I see no room for complaint or improvement - the Mets games are very enjoyable."”

“Nothing I love it!"

"Keep things in a high atmosphere of enjoyment like it usually is."

"Keep working out - good luck next year."”

"Keep up the good work."
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"Hey! Great place to have a good time! Thanks."

"Don't leave us!"

"Appreciate your efforts to bring quality games and facility to the Columbia area. Keep up

wholesome atmosphere for good evening out with family/friends."

"We enjoy coming to the ballpark! Keep up the good work."

"Keep doing what you are doing, you are doing a good job."

"It's fun here; keep it up! There are no obvious improvements needed."”

"Good luck in playoffs.”

"Very good experience; I'll be back."

"Keep up the good work."

"A great job!"

"Just fine - as is.”

"It's been a good experience - a great place to bring a family."

"Keep doing what you do well."

"Great alternative entertainment. I'll be back."




156

"Keep the personal touch.”

"Nothing, I love to come to the games. The trouble is finding the time. But every chance I get, I

would attend."”

"Keep up the good work."
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Id-timers might scoff at baby-
sitting services at the balipark
and exotic foodstuffs at the
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But minor league baseball teams
are always looking for a new wrinkie to
swell attendance, and they adapt their
marketing strategies to fit the
situation.
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the admission ticket, which can be
exchanged for free games of golf.
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cost.”
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manager.
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$900,000.

A New York City sports psycholo-
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Located in the heart of the Grand
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four other minor
since 1986,

is is on developing

The stiffest competition the Mets
have for Columbia's entertainment
dollar, be says, are movies, concerts
and outdoor recreation.
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Management hopes survey helps
solve mystery of disappearing fans

Mets attendence
average at 1,257

By NEIL WHITE
Sports Writer

The Columbia Mets have been
conducting a fan survey during a cou-
ple of recent games.

The Mets want to determine the
demographics of the people coming to
the games and the reason they do, or
don’t, come to games regularly.

Maybe the results will offer some:
clues as to what went wrong this sea-
son. Attendance never improved, and
even with the 12 rainouts, the average
per game still has languished at 1,257.
That’s 10th best in a 14-team league
in which Columbia is one of the top
couple of markets.

If the Mets continue that pace
over the final 11 home games, they
will fail to draw 80,000 fans, some-
thing that has happened once in fran-
chise history, 1984 in old 3,500-seat
Capital City Park.

With a new 6,000-seat stadium,
that doesn’t make sense.

Giveaway nights, the lifeblood of
any minor-league franchise, have
been practically nonexistent this
season.

But the reasons may cut deeper.
Perhaps attendance will never reach
the levels of other SAL cities like
Charleston, W.Va. (3,009 per game) or
Greensboro (2,702 per game) because
sports fans in Columbia will always
care much more about football, spe-
cifically USC football.

That shouldn’t necessarily be a de-
terrent, however. South Bend, Ind.,
has a Class A Midwest League team
that has drawn an average of 196,000
fans per season the last three years.
South Bend also happens to be home
to a pretty fair college football
program.

METS NOTES

Martinez

Huskey

That’s an indication one doesn’t
have to negatively impact on the
other.

The argument that more fans
would come out if it was Class AA
doesn’t wash, either. Most fans
couldn & {~1 the difference.

Besides, Class AA baseball will
never make it to Columbia as long as
they continue to ignore the very good
Class A teams the New York Mets
send here every season.

The city made a $1.5 million in-
vestment, and it’s still a sound one for
the long-term.

With two excellent baseball stadi-
ums so close to each other, USC
should be able to attract the SEC
baseball tournament.

Marketing the facility with the
right type of events, whether they be
other baseball games or different
forms of entertainment, will be im-
portant in increasing its visibility.

But it’s going to be up to the Mets
management under owner Eric Mar-
genau to attract a larger, permanent
fan base for professional baseball,
one that will be representative +f a
city, and now a ballpark, this size.

Milestones: When third base-
man Butch Huskey hit his league-
leading 20th homer Friday, he be-
came the first player in the gAL since
Myrtle Beach’'s Wayne Davis in 1987
to hit 20 home runs and steal 20 bases
in the same season.

The 6-foot-3, 240-pound Huskey
has 21 stolen bases.

Huskey is just four homers shy of
the cl;”b record set by Brandon Bailey
in 1987.

His 80 RBI, which also lead the
league, are 21 behind the club record
of 101 by Angelo Cuevas in 1985.

When Jose Martinez won his 15th
game Friday night, he became the
third Columbia pitcher to win that
many in a season.

Kevin Armstrong, who won 17 in
1986, holds the team record. Kevin
Brown (1983) and Julio Valera (1988)
also won 15.

Unless he really struggles, Marti-
nez also is on line to break the team
ERA mark of 2.36 set by Andy Reich
in 1989. Martinez leads the league
with a 1.67 ERA, which is still shy of
the SAL record of 1.35.

O

Oh say can you hear?:
Monday night’s doubleheader against
the Augusta Pirates didn’t exactly get
off to a rousing start.

After the players took the field,
everyone stood for the playing of the
national anthem.

Just one problem.

The anthem never made it out
over the P.A. system due to technical
difficulties, leaving the players and
fans to stand at attention while won-
dering what was going on.

They never found out. After sever-
al minutes of waiting, P.A. announcer
Dick Addy simply said, “Thank you,”
offering no further explanation.

For all the crowd knew, Marcel
Marceau had just belted out an in-
credible rendition of “The Star-Span-
gled Banner.”




Empty victories
at new ballpark

normal for Mets

By DAWN HINSHAW
Statt Writer

The Columbia Mets, playlng in a new stadium the city
built for them, ended the season as the top team in the

league.

But they didn’t sell out a smgle game and attracted
fewer fans this year than last.

Even Jeff Reeser, the team's general manager, bask-
ing Friday in the glow of a championship season, said the
Mets must be more aggressive about self-promotion in

1992.

Saturday, September 14, 1991

That's an assessment shared by local political leaders,
who shelled out $1.5 million for a new ballpark to double
capacity and keep the minor league team from leaving

town.

Reeser said management might have misjudged the
allure of the shiny new 6,100-seat stadium. “We thought

»

See Mets, 6A
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people wruld come down just to check it out,” he said.

They idn't.

The season ended with a total attendance of 79,564 —
only the second time in the franchise’s nine-year history
that it's [allen below 80,000. The team drew an average
1,304 pecnle to each game, ranking Mets’ attendance 10th
of the 14 South Atlantic League teams. Last year, the
Mets drecw 103,000 fans, averaging 1,393 a game.

“I thirk you have to sell it like you sell anything else,”
said Coluinbia Councilman Luther Battiste, who had pre-
dicted more would attend games if the facility was nicer.
“That’s r e area where improvement is needed, and the
managen ent can be more aggressive.”

Counc.!man Hamilton Osborne Jr. was one of just two
members who voted against borrowing money to im-
prove the park. “If the fans won’t sunport it with their
attendanr:, I don’t see why the public should support it
with then: tax dollars,” he said. “That was my feeling all
along.”

The Celumbia Council of Neighborhoods also opposed
the expenditure, putting more basic projects — drainage,
housing and improvements to neighborhood parks —
higher on the priority list.

But Mayor Bob Coble said the bottom-line issue was
whether the city was willing to give up on minor league
baseball.

“To lose that amenity in a capital city our size is
unacceptable,” he said. “It's a modest investment, . .. and
our allernative was to lose professional baseball and not
have an outdoor stadium.”

Based on the average attendance, the city won’t make
the $70,000 it was counting on this year as its share of
parking and ticket sales — money that’s helping repay
the debt incurred for improvements.

Few promotions or special events were held at the
ballpark in its first year — which also was hurt by
extremely wet summer weather that rained out 12 games
and threatened 31 more.

Reeser said his promotional budget dwindled to about
$30,000 from an estimated $70,000 at the start of the
season. The team, for instance, didn’t provide souvenir
Mets cups with soft drinks or beer for much of the season.
And the team didn’t put up an electronic scoreboard until
late in the season, even though it was advertised as a new
feature early on.

Jim Barber, who led a mayoral committee last year
that researched how best to replace the old ballpark, said
the corporate support is there for free promotlons It just
needs to be tapped.

“You give away caps to the first 2,000 kids who come
out, and people will show up,” he said. “It is, to a great
extent, expected.”

John Courson, a state senator who, with a group of
friends, once negotiated to buy the team, said the organi-
zation doesn’t need gimmicks. It needs a bond with the
community.

“Not having local ownership has hurt attendance to
the extent that people don’t identify with the people in
New York who own the team,” he said. “If you had local
ownership, they would be able to promote it.”

Battiste and Courson both expressed hope that the
enthusiasm experienced in Atlanta this year among
Braves fans will hit Columbia next year.

“What usually turns people out is a winner,” Battiste
said.

That’s what Columbia had this season.

“It’s a shame to me this team that just won a champi-
onship didn’t get the support they deserved,” general
manager Reeser said.

“It's a football town, we realize that. It's a University
of South Carolina town. (But) this community can support
professional baseball — there’s no doubt in my mind.”
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Reeser quits

as Mets GM

By NEIL WHITE
Sports Writer

Jeff Reeser has resigned as gener-
al manager of the Columbia Mets.

Reeser, 31, stepped down after the
Columbia Mets defeated the Charles-
ton, W. Va., Wheelers in the South
Atlantic League championship series
last week.

His resignation comes on the heels
of a disappointing season at the gate,
when the team drew only 79,564 to the
new 6,100-seat Capital City Stadium,
which underwent a $1.5 million reno-
vation by the city in the off-season.

Despite the new ballpark, that to-
tal was the second-worst in the nine-
year history of the franchise. The av-
erage of 1,304 per game ranked 10th
in the 14-team league.

“I thought attendance would be
better with the new stadium,” Reeser
said. “But we had only nine games in
June, and then the rain started. It was
difficult to keep awareness of the
team up when it was raining every
night.”

The Mets had 11 rainouts and an-
other 31 dates threatened by bad
weather.

“It was a difficult season for Jeff
this year with the weather and all the
problems it created,” owner Eric |
Margenau said. “It would have been
tough for anybody. We're all disap-
pointed we didn’t do better. Jeff felt
resigning was the best thing for him
to do.”

The departure of Reeser, a
Chenoa, Ill., native who joined the
club in January, continues the revolv-
ing-door situation in the front office.
He was the team’s fifth general man-
ager in five scasons.

Bill Kuehn, who is the vice presi-
dent of baseball operations for Mar-
genau's United Baseball organization,
will run the team until a new general
manager is named. Kuehn works out
of the Columbia Mets office.

Margenau, a sports psychologist
in New York City, expects to have a |
new GM in place by Oct. 1.

Reeser will return to his Illinois
home to pursue other opportunities in
baseball. “I enjoyed my time here. I
learned a lot,” said Reeser, who was
assistant general manager for the
Class A Peoria Chiefs for three sea-
sons before coming to Columbia.

“This was my first championship
ring in baseball,” he said. “I was glad
to be a part of that.”

Jeff Reeser
Steps down

Tuesday, September 17, 1991_
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Welcome to the balipark! If | haven't
met you yet, let me introduce myseif.
I'm Dr. Eric Margenau, the owner of
your Columbia Mets.

we have made some great

and hand deliver it to your seat. The
Diamond Giris are

much more enjoyable experience.

we have replaced the entire public
address system. We have brought in
Volume Services to professionally
managde the concession stands. They
have served hot dogs and poured
drinks for Super Bowl crowds and
their experience should provide a
much better managed and operated
concession business. At the conces-
sion stands, we have installed close-
circuit television monitors so you
won't have to miss the game.

we have also added some diaper
changing areas in the restrooms for
parents with smail children. If you visit
the “Hardball Cafe” area this season,
you will notice the change from a picnic
area to a "patio” area. We have added a
tent for group outings, decking, etc.,
and have worked to give the area a spe-
cial atmosphere. We have also added a
play iand for the kids.

New this season are the super box
seats, and they come with waitress
service. They will gladly take your order
for any item at the concession stand

Artist rendering by connie scrivens

new this year too. The Diamond Girls
will be invoived in community activities
and will heip be goodwill ambassadors
for the Mets. By the way, the price for
the new Super Box Seats are $5 or the
same price as last season’'s normal box
seat.

Fans will notice a new addition to the
Mets family, our mascot. We hope you
enjoy "Bomber,” our new Mets mascot.

These are not all of the changes you
wiil see around the bailpark this year,
but a sampie of some of the things we
are doing to provide the best family
entertainment we possible can to you,
our fans. | look forward to seeing you at
the ballpark and if there is anything my
staff or | can do for you, please don‘'t
hesitate to let us know.

Thanks again and enjoy the game.

Sincerely,

Lol

Eric Margenau
Owner/President
Columbia Mets
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732-6500

We service all GM makes and models

Located on Jamil Road
off 1-26 and Harbison Blvd
{Near Columbiana Center:

-You can win
or more details

Saturn of Golumbia

Pl
win this car!!!
Lo o ihe gt L ol o
s be
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Saturn, an Amencan company.
Made n Amenca
Made by Amencans




