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ABSTRACT 

 

Rugby union is being viewed and played by millions of people across the 

world. It is one of the fastest growing sport codes internationally and with 

more countries emerging and playing international and national games, the 

supporter attendance is crucial to the game. 

 

The rugby industry is mostly formal, with an international body controlling the 

sport globally and a governing body in each country to regulate the sport in 

terms of rules and regulations. These bodies must adhere to the international 

body’s vision and mission to grow the sport and to steer it in the correct 

direction. 

 

This study focuses on rugby game attendance of selected smaller unions in 

South Africa. Valuable information was gathered describing the socio-

economic profile and various preferences and habits of supporters attending 

rugby games. This information forms the basis for future studies to honour the 

people that support their unions when playing rugby nationally or 

internationally.  

 

The research was conducted through interviews with influential administrators 

within the rugby environment and questionnaires that were distributed among 

supporters that attended a Leopard and Puma game. The main conclusions 

during the study were the failure to attract supporters to the Leopards and the 

Pumas local matches. The supporters list various reasons for poor supporter 

attendances namely:  

 a lack of marketing,  

 no entertainment,  

 the quality of the teams that are competing, and 

 the time-slots in which the matches take place.   
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A general and mutual concern among stakeholders for the future is the 

sustainability of supporters attending games of the smaller unions. The 

apparent lack of funding from the South African Rugby Union and supporters 

disinterest in their local union were singled out as serious shortcomings in 

protecting the interests of the stakeholders. All stakeholders need to engage 

on a national level strategy for developing structures and communication to 

promote and grow the potential of rugby not only in the cities, but in the entire 

South Africa. 

 

List of key terms: supporter attendance, supporter, industry stakeholders, 

rugby unions, national strategy, international and national bodies, rugby. 
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OPSOMMING 

 

Rugby word gespeel en ondersteun deur miljoene mense regoor die wêreld. 

Dit is een van die vinnigste groeiende sportsoorte internasionaal en met meer 

opkomende lande wat nasionale en internasionale wedstryde speel, is die 

ondersteunerbywoning noodsaaklik vir die voortbestaan van die spel. 

 

Die rugbyindustrie is meestal formeel, met 'n internasionale liggaam wat die 

die sport wêreldwyd beheer en het nasionaal 'n oorhoofse liggaam wat die 

sport in terme van die reëls en regulasies reguleer. Hierdie liggame moet 

voldoen aan die internasionale liggaam se visie en missie om die sport te laat 

ontwikkel en dit in die regte rigting te stuur. 

 

Hierdie studie fokus op wedstrydbywoning van geselekteerde kleiner unies in 

Suid-Afrika. Waardevolle inligting is ingesamel wat die sosio-ekonomiese 

profiel, verskillende voorkeure en gewoontes van ondersteuners beskryf wat 

hulle laat besluit om rugbywedstryde by te woon. Hierdie inligting vorm die 

grondslag vir toekomstige studies tot eer van die mense wat hul unies 

ondersteun wanneer nasionale of internasionale wedstryde gespeel word. 

 

Navorsing het geskied deur middel van onderhoude met verskeie rolspelers 

binne die rugby-omgewing en vraelyste wat aan ondersteuners verprei is 

tydens ‘n Luiperd- en Puma- wedstryd. Die hoofbevindinge van die studie was 

die mislukking om ondersteuners by die Luiperds- en Pumas- wedstryde te 

betrek. Die ondersteuners het verskeie redes aangevoer vir swak 

wedstrydbywoning: 

 ‘n tekort aan bemarking 

 geen vermaak,  

 die kwaliteit van die spanne wat kompeteer, 

 en die tydsgleuf wanneer die wedstryde plaasvind.   

 

'n Algemene en wedersydse kommer onder belanghebbendes vir die toekoms 

is die volhoubaarheid van ondersteuners wat die kleiner unies se wedstryde 
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bywoon. Die skynbare gebrek aan befondsing van die Suid-Afrikaanse Rugby 

Unie en ondersteuners se swak belangstelling in hulle plaaslike unie is 

uitgesonder as ernstige tekortkominge in die beskerming van die belange van 

rolspelers. Alle rolspelers word benodig om betrokke te raak op 'n nasionale 

stragegiese vlak vir die ontwikkeling van strukture en om kommunikasie te 

bevorder, asook groei van rugby as sport. Dit moet nie net in die stede 

realiseer nie, maar wel in die hele Suid-Afrika. 

 

Lys van sleutelterme: ondersteunerbywoning, industrierolspelers, rugby 

unies, nasionale strategie, nasionale en internasionale liggame, rugby. 
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CHAPTER 1 

NATURE AND SCOPE OF STUDY 

 

1.1 INTRODUCTION 

Rugby union is regarded as one of the three main sports in South Africa – 

alongside soccer and cricket. Whether someone is merely a supporter or a 

participating member, rugby is a serious topic in South Africa. It has always 

been about competition and power. Beneficial for muscle support and healthy 

competition and especially – with all the different unions in South Africa – 

every participating member wants to represent their favourite union and later 

their country at international level from an early age. In reality, no union or 

professional player can achieve what they do if it is not for the support of the 

spectators. The focus of the spectator, who attends rugby games, is 

significant in this study. 

 

The national rugby team of South Africa, the Springboks, is a source of pride 

and power. Competing against the best they provide the South African public 

simultaneously with powerful enthusiasm and discontent. The South African 

public its most important critics and they have high expectations for the team 

– to win every game when competing at home or abroad.   

 

Sport unites a country and when South Africa won the 1995 Rugby World Cup 

in their first appearance as a democratic state, it had a powerful positive 

influence on the young “New South Africa” and its tentative public. President 

Nelson Mandela presented the winning trophy, donned in a number six 

Springbok jersey, to captain Francois Pienaar. This, together with the success 

of the successful hosting of the 2010 Soccer World Cup, is one of the most 

memorable moments in the history of South African sport (Carlin, 2012:32).   

 

Rugby is played on different levels in South Africa. The division of the levels 

are as follows: primary school level, secondary school level, club level, 

provincial level and international level. Currently there are 14 unions within the 

South African rugby structure. The teams, in alphabetical order, are: The Blue 
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Bulls, Boland Cavaliers, Border Bulldogs, South Western Districts Eagles, 

Free State Cheetahs, Golden Lions, Griffons, Griquas, Leopards, Eastern 

Province Kings, Natal Sharks, Pumas, Valke and Western Province (Carlin, 

2012:36). 

 

The test and “Super 15” unions as in 2012 are the Bulls, Free State Cheetahs, 

Golden Lions, Natal Sharks and Western Province Stormers. In 2013 the 

South African Rugby Union decided that the Southern Kings will participate in 

the Super 15 competition to the expense of the Lions. The other nine unions 

compete on a less competitive level, but many of the players that represent 

the smaller unions acquire the opportunity to show their aptitude to the 

superior unions. It has happened in the past, on numerous occasions, that 

players from the smaller unions are afforded the opportunity to represent the 

advanced unions and even became Springboks at a later stage in their 

career.  

 

Externally South African rugby, as portrayed by rugby magazines, television 

and rugby exhibitions, has been transformed over number of years with 

increases in marketing efforts and exposure for the five major unions. 

Supporters can see their heroes in the comfort of their own homes because 

they do not have to drive to a stadium anymore and it has just become too 

expensive to see the game at the stadium. 

 

The smaller unions’ supporters still have to attend the rugby games because 

of limited marketing budgets and restricted televised games. The question 

remains that to what extent can these smaller unions utilise their limited 

resources to attract more supporters to their games again. 

 

1.2 PROBLEM STATEMENT  

Rugby in South Africa can be seen as an occupation for professional players 

or a recreational activity for fans and supporters (Black & Nauright, 1998:2).  

The greatest challenges facing smaller unions are access to restricted 

resources to attract more supporters to their games. 
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According to a communication by Hare (2012) awareness is created by these 

selected unions to attract crowds to their home games. Technology and 

support behaviour are some of the causes to problems. The union budgets do 

not allow for large expenditure on marketing and awareness in regional and 

provincial areas. Unions’ sources of funds normally consist of sponsorships, 

gate tickets sold, season tickets sold and entertainment boxes rented on a 

yearly rate (Andreff, 2011:14). 

 

The development of younger players is crucial in South African rugby. The 

smaller unions are currently seen as the “development agents” of young 

players for the bigger (dominant) unions. The smaller unions have then 

minimal opportunity to produce an improved team to increase their chances to 

win more games. The top players in these teams are quick to be head hunted 

by the bigger unions. 

 

1.3 OBJECTIVES OF THE STUDY 

1.3.1 Primary objective 

The primary objective of this study is the analysis of rugby game attendances 

of selected smaller unions in South Africa. The researcher attempted to 

determine why the union supporters do not attend the home matches of their 

unions and attempted to obtain the occupancy rate and to establish the 

determinants for game attendances.  The study also presents a profile to the 

industry, describing the behaviour of rugby fans and supporters in respect of 

the supporters’ decision to attend these rugby games or not. The results of 

the study could not be extrapolated to represent a national profile of smaller 

unions. 

 

1.3.2 Secondary objectives 

The secondary objectives of the study were to: 

 identify the rugby supporter profile and preferences through     

questionnaires to determine the decision to attend a game or not, 

 determine the unions’ input to attract the crowds, 

 identify problems and challenges facing the selected unions, and to 
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 provide recommendations on how to improve the current structure of  

      smaller unions. 

 

1.4 SCOPE OF THE STUDY 

The study aims to determine the reasons behind the supporters’ decisions to 

attend or not to attend the smaller unions’ rugby games. The specific unions 

chosen are situated in the northern region of South Africa. The study will be 

limited geographically to the Leopards and the Pumas rugby unions. 

 

1.5 RESEARCH METHODOLOGY 

1.5.1 Literature study 

A qualitative literature study is done in Chapter 2 and it is aimed at an 

investigation on public attendances during rugby games at selected rugby 

unions. Sources of information consist of the internet, questionnaires, 

magazines, e-mail correspondences and interviews with experts in the rugby 

industry. 

 

1.5.2 Empirical investigation 

1.5.2.1 Questionnaire 

Empirical findings are being stated during the studies. Questionnaires are 

completed by a sample to assist the empirical study. The sample consisted of 

the supporters, management and administrators that reside in those specific 

regions of the unions. Hard copy questionnaires were distributed randomly to 

supporters at a Leopard and Puma game. Electronic questionnaires were also 

sent via email to various coaches and managers in the Leopards and Pumas 

region. 

 

Convenience sampling is the most suitable to the study because participants 

were selected based on their geographical locations and their accessibility. 

(Welman et al., 2005:70). The questionnaires were completed by the 

participants and statistics were implemented to process the data. 
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1.5.2.2 Interviews 

Non-structured interviews with knowledgeable people in the industry were 

conducted to acquire specific information from them. These people have 

extensive experience within the smaller rugby union environment and the 

information obtained from the interviews were of utmost importance. 

Constructive interviews with the Chief Executive Officers of the Leopards, 

Pumas and Valke rugby unions were held. An interview with Mr. James 

Stoffberg, the Vice President of SARU, was undertaken. All these interviews 

guided the researcher through the research process and assisted in the 

acquisition of additional and relevant information. 

 

1.6 LIMITATIONS OF THE STUDY 

A study of this nature is especially complicated. Therefore research, 

references and sources were difficult to obtain. The geographic restriction 

also causes a limitation in the approach of the study.  

 

Time and budget constraints are dominant role-players. It was difficult to 

obtain the necessary responses from the different areas because the public 

and the schools will have to be approached during business hours. 

 

Unfortunately, the Chief Executive Officer of the Valke rugby union, failed to 

respond after the personal interview on 26 July 2012. Therefore, the Valke 

rugby union was excluded from the study. The Chief Executive Officer of the 

Griffons, declined a personal interview and regrettably the Griffons rugby 

union was therefore also excluded from this study.  

 

During the study, at various questions, numerous respondents declined to 

answer the questions, which made it truly difficult to determine the real value 

of those specific questions. 
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1.7 LAYOUT OF THE STUDY 

Chapter 1 - Nature and scope of the study: 

This chapter serves as an introduction to the study. The background of the 

study is explained in this chapter, the problem statement formulated, research 

objectives listed and the limitations postulated.  

 

Chapter 2 - Game attendances at smaller rugby unions in South Africa 

This chapter contains a qualitative literature study obtained from the internet, 

questionnaires, magazines, e-mail correspondences and interviews with 

experts in the rugby industry on the structure of rugby from the international 

body (IRB), the governing body of rugby in the southern hemisphere 

(SANZAR), the South African Rugby Union (SARU) and the Department of 

Sport and Recreation (SRSA), which is the national government division 

responsible for sport in South Africa. The Leopards and Pumas rugby unions 

will be discussed. 

 

The two unions’ games attendances over the preceding two years, data 

collection methods and characteristics were discussed. A sustainable, 

development analysis was completed. Current and official offerings were 

investigated and whether it satisfied and endowed the supporters with these 

offers. 

 

Lastly, a literature study regarding supporter attendance, business of sport, 

dimensions of game attendance and key success factors for game attendance 

will be discussed. 

 

Chapter 3 - Empirical Investigation: 

This chapter was a presentation of the findings from the empirical study 

regarding the questionnaires and the interviews. The results were processed 

and interpreted into feedback. 

 

Chapter 4 - Conclusion and recommendations: 

This is the final chapter in which conclusions are reached and 

recommendations are given. The success of the study was evaluated. 
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1.8 SUMMARY 

Supporters of smaller rugby unions do not attend the unions’ home games 

anymore. There has been a significant decline in the attendance by the public, 

which leads to various problems for the unions to deal with. The researcher 

explains in Chapter the background of the study, the problem, the scope of 

the study, the value of the study and the limitations of the study. 

 

In the next chapter, namely Chapter 2, a literature review is provided on the 

different organisations that manage the sport globally and nationally, different 

competitions in South Africa and the unions that the study was based on. 

Further literature is discussed on the topic of sport as a business, dimensions 

of game attendances and the key success factors of game attendances. 
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CHAPTER 2 

GAME ATTENDANCES AT SMALLER RUGBY UNIONS IN 

SOUTH AFRICA 

 

2.1 INTRODUCTION 

In chapter one the nature and scope of the study is described.  In this chapter 

selected aspects of international and South African rugby markets are 

introduced to set the context within which the study has been done. This 

forms the basis for interpreting the empirical study in the next chapter. 

 

In this chapter the study investigates the supporters that attend the games of 

the unions and, dimensions and key success factors of game attendance.   

This study specifically focuses on factors such as gate fees, television 

coverage and branding apparel that are factors contributing to stakeholders 

not attending rugby games and how the unions are struggling to attract 

supporters for their local games. 

 

The research concentrates on supporter attendance in South Africa. This 

study starts from an international governing perspective, explaining the 

international body (IRB) which controls the game globally. A study regarding 

the body that controls rugby in the Southern Hemisphere (SANZAR) will also 

be discussed. 

 

This study describes the body which regulates rugby in South Africa (SARU), 

in conjunction with the Department of Sport and Recreation (SRSA). Lastly, 

the research focuses on the Leopards and the Pumas rugby unions where the 

research has been done. 

 

The Leopards and the Pumas rugby unions are two smaller unions under the 

current SARU structure. In total there are 14 unions under SARU’s 

management and control. The Leopards and Pumas compete annually in the 

Currie Cup and the Vodacom Cup competitions, organised by SARU. 
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2.2 THE INTERNATIONAL RUGBY BOARD (IRB) 

The International Rugby Board (IRB) was established in 1886. Its 

headquarters is situated in Dublin, Ireland. The IRB is the global legislative 

and governing body for Rugby Union (Hoye & Cuskully, 2012:12). 

 

Li et al, (2011:112) state that men, women, boys and girls, in more than 100 

countries across six continents, participate in rugby. The IRB membership 

currently totals 97 international unions in full membership.  

 

According to Hoye and Cuskully (2012:13), the IRB has several main 

functions.  This includes: 

 Governance of the Laws and Regulations and its implementation; 

 Competition owner and managers of international competitions such 

as the Rugby World Cup and the IRB World Sevens competition; 

 Global game improvement through member unions’ backing via 

donations and strategic investment programmes; 

 Delivery of education and development programmes; and 

 Game promotion internationally. 

 

The business of the IRB is performed by over 50 professional employees 

(Hoye & Cuskully, 2012:13). The majority of them are based in Dublin. 

Personnel being employed internationally include regional general managers, 

high performance managers and regional development managers that are 

operating on six different continents. It is Europe, Asia, Africa, North America, 

South America and Oceania.  South Africa falls under the African region. 

 

2.3 SANZAR 

SANZAR (South Africa, New Zealand and Australian Rugby) is an 

organisation which was formed in 1996 under the IRB which coerces the 

Super Rugby and The Rugby Championship competitions in the southern 

hemisphere (Howitt, 2005:4). It is a combined venture of the South African 

Rugby Union, the New Zealand Rugby Union and the Australian Rugby 
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Union. Argentina officially joined the Rugby Championship in a convention in 

Buenos Aires on 23 November 2011. 

 

Howitt (2005:5) says that when rugby unions in the southern hemisphere went 

professional in 1996, the Australia, New Zealand and South African national 

rugby boards formed an annual 12-team provincial competition pitting local 

teams from the three nations against each other. SANZAR administered this 

competition, named the Super 12. 

 

It has also been decided to hold an annual Tri-Nations Series between the 

three countries resulting in an annual contest in which the All Blacks, 

Springboks and Wallabies are combined to give the southern hemisphere an 

elite intercontinental championship outside the Rugby World Cup. The aim of 

this contest is to determine which team reigns supreme and to attract more 

supporters to test games (Weed, 2007:362). 

 

Rian Oberholzer from South Africa was the first chief operating officer of 

SANZAR. Until 2010 the responsibility of chief operating officer of SANZAR 

passed between the relevant bodies of the NZRU, ARU and SARU (Collins & 

Trenberth, 2005:25). The chairman and chief executive officer previously 

operated on a secretariat basis rotating on a bi-annual term.  Now only the 

chair rotates. In 2004 SANZAR established a permanent office which led to 

the appointment of Greg Peters, which he still holds today, as the first 

purposely nominated chief executive officer of the governing body (Collins & 

Trenberth, 2005:27). 

 

The first broadcasting transaction was negotiated with News Corp for US$ 

555 million (Collins & Trenberth, 2005:28). This enabled SANZAR to excel 

into professionalism and proved to be an important source of income for the 

three affiliated unions. 

 

In 2012 SANZAR prepared to unveil a new product, the Rugby Championship.  

This competition extended to include Argentina ending the 16 years of Tri-

Nations competition. This tournament expanded to include four teams, hailing 
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a return to the home-and-away clash between each nation (Nauright & 

Parrish, 2012:248). 

 

2.4 DEPARTMENT OF SPORT AND RECREATION 

The Department of Sport and Recreation in South Africa (SRSA) is the 

national governmental division responsible for sport in South Africa and SARU 

is regulated by the SRSA. SARU is the national organisation that manages 

rugby in South Africa and it must report and adhere to the SRSA rules and 

regulations. Supported with its vision of developing “An Active and Winning 

Nation” its main focus, is to supply opportunities to enable all South Africans 

to participate in sport controlling the regulatory framework thereof and 

providing financial support for different categories of sport (Nicholson & Hoye, 

2012:13). 

 

The SRSA explains the terms “sport” and “recreation” by means of figure 2.1: 

 

Figure 2.1: Sport and Recreation in South Africa 

(Source: SRSA, 2012) 

 



 12

Nicholson and Hoye (2012:14) indicate that in its attempts to produce a lively 

and winning nation, the SRSA not only designates the centre focus of present 

activities, but also articulates positive commitment to continue with whatever 

measures necessary to have a noteworthy and positive impact on the whole 

South African nation. The aim is obviously one of nationwide impact with the 

suggestion that, regardless of the delivery of sport and recreation at three 

different levels of government, all of the activities and programmes within 

SRSA's mandate shall be optimally incorporated and coordinated for 

maximum impact. It is believed that SRSA will accomplish this goal and make 

a difference in South Africa. 

 

In figure 2.2 SRSA focuses on the following strategic areas to assist with 

broadening the base of sport and recreation in South Africa to create a 

winning nation. Functional systems must be put in place by the SRSA, talent 

should be identified and developed from a young age and operational support 

programmes must be motivated and implemented. This will lead to 

participation at domestic competitions and eventually global exposure at 

international competitions. 

 

Figure 2.2: Sport and Recreation South Africa focus areas 

 

(Source: SRSA, 2012) 
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2.5 THE SOUTH AFRICAN RUGBY UNION (SARU) 

The South African Rugby Union (SARU) and the game of rugby has been the 

focus of change in the South African sports scene over the past decade, and 

executive structures, approaches and strategies in SARU has constantly been 

changing to adhere with challenges and changes on the pitch (Louw & Louw, 

2010:34).  

 

According to Nauright (2010:63) SARU is committed to a democratic South 

Africa, continuously emphasising the importance of the sport and the 

country’s national teams by supporting patriotism and inspiring national pride 

amongst all South Africans. Rugby is also one sport in which South African 

teams compete with compassion and determination to achieve success. 

 

Louw and Louw (2010:184) state that SARU is currently the umbrella brand 

for:  

 The national team (Springboks); 

 The Vodacom Super Rugby Tournament,; 

 The Absa Currie Cup; 

 The Vodacom Cup; 

 The SA Under 20 team;  

 The Springbok Sevens team; and  

 The Springbok Women’s team. 

 

SARU believes that constant development within big and small unions are 

essential to the short and long-term future of the sport in South Africa. For 

rugby to be a national sport it must appeal to a significant percentage of the 

South African population. SARU has prepared a growth policy which covers 

both participants and supporters. A number of activities are already in 

progress to meet these goals and objectives (Stoffberg, 2009). 

 

SARU’s growth strategy consists of the development and implimentation of 

programmes to generate sustainable rugby clubs. In addition, education and 

training programmes are in place to build and progress the talents of referees, 
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coaches and administrators. A pioneering junior and youth rugby strategy has 

also been accepted to guarantee the continuous growth of rugby at primary 

and secondary school level. 

 

Humpreys and Howard (2008:67) predicts that with a market share of 

approximately ten million people in South Africa following rugby, SARU aims 

to develop the trademark in a style that will motivate more sponsorships, 

which translates into increased turnover. With extra wealth to grow the sport, 

SARU can enlarge its appeal amongst potential young players and develop 

more junior and senior victorious teams. 

 

The product at the end of the day is rugby – the game, its participants on the 

field and on the pavilion, the development of potential players and the 

preservation of the outstanding teams SARU already has in its stable. Four 

key imperatives emphasise SARU’s values. It is based on the requirements of 

all SARU’s stakeholders and are mutually supporting. Success is only 

possible if these four imperatives are equally realised (Saru, 2011:13), 

 Transformation; 

 Growth; 

 Winning attitude; and 

 Financial sustainability. 

 

Figures 2.3 – Figure 2.10 indicate the different business groups and 

structures within SARU as organisation. These business groups and 

structures explain how SARU is managed and operates on a daily basis to 

cover all aspects within the organisation. 

 

The SARU executive management team as seen in figure 2.3 is responsible 

for the organisation’s systems of internal control. It is designed to provide 

reasonable, but not absolute assurance as to the reliability of the financial 

statements; to adequately safeguard, verify and maintain accountability of its 

assets and to prevent and detect misstatement and loss.  
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Figure 2.3:  SARU organogram 

(Source: SARU, 2011) 

 

One of the main objectives shown in figure 2.4 of the operational restructuring 

of SARU is to establish the operations and finance division. It has finance, 

legal (non-commercial) and asset care as its component departments and 

responsibility for the information technology and travel arrangements. Since 

all 14 unions falls under the SARU umbrella, financial funds gets divided to 

each individual union, which must comply to the operational and legal rules 

and regulations of SARU. 

 

Figure 2.4:  Operations and finance division 

(Source: SARU, 2011) 
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Figure 2.5 shows the high performance division which includes the growth 

and development, providing specialist attention to skills, strength and 

conditioning, education, nutrition, life skills and rehabilitation. Whilst the team 

aims for consistency on the playing field, significant progress is made off the 

field. This is achieved through implemented management programs, growing 

the SARU brand, coaching and developing coaches and players and continual 

professional development. 

 

Figure 2.5:  High performance team division 

(Source: SARU, 2011) 

 

In 1998 a strategic funding model has been introduced and was well accepted 

by all provincial unions of the South African Rugby Union (SARU). This 

strategy has been conceived to facilitate the alignment of activities within 

provinces with strategic objectives defined by SARU for its short and long-

term goals. SARU will investigate the possibility of regional developmental 

structures as indicated in figure 2.6 to ensure effective developmental and 

transformation targets are achieved. Both the Leopards and the Pumas have 

seen little of this strategic funding model and developmental programs as 

these unions are managed at own cost (Hare, 2012). 
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Figure 2.6:  Development division 

(Source: SARU, 2011) 

 

The department’s responsibility for SARU’s reputation has been emphasised 

by a restructuring process during the last decade. A turning point in the 

approach to corporate social investment for the organisation has also been 

emphasised. The corporate affairs policy has historically been centred on an 

annual donation to the Chris Burger/Petro Jackson Players’ Fund, which 

continues to perform excellent work in the community. The department in 

figure 2.7, continues to service the daily requirements of internal and external 

stakeholders through a variety of channels. 

 

Figure 2.7:  Corporate affairs structure 

(Source: SARU, 2011) 
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Annually, numerous contracts with existing commercial partners are being 

reviewed for renewal and a number of new sponsors join SARU. The timing of 

the expiry of the majority of SARU’s major sponsorships demands an 

extensive renewal process. During this time the organisation, as shown in 

figure 2.8, are exposed to significant financial risk in the event that renewals 

are not achieved at the desired levels. It is an optimistic indicator of the 

strength of SARU’s brands and teams as well as indicating the benefit for 

commercial partners to be associated with SARU and Springbok rugby.  

Within the competition structure, unions such as the Leopards and Pumas 

Rugby Unions participate in the Vodacom Cup and the Currie Cup where 

there are a financial benefit for both unions from SARU. 

 

Figure 2.8:  Commercial marketing structure 

(Source: SARU, 2011) 

 

2.5.1 ANNUAL SARU COMPETITIONS 

Each year SARU in conjunction with its major sponsors, ABSA and Vodacom, 

presents the ABSA Currie Cup and the Vodacom Cup. These two 

competitions are historic to South African rugby and are renowned to develop 

talent for the future. 
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2.5.1.1 ABSA Currie Cup Competition 

The Currie Cup competition (currently known as the ABSA Currie Cup) is the 

leading national rugby competition in South Africa and is contested every 

winter from June to October. It features teams representing their unions within 

the Premier Division or the First Division (Odendaal, 2003:75). The Premier 

Division consists of the six top unions in South Africa and the bottom eight 

unions compete in the First Division. Since 2011 the Leopards and the Pumas 

was demoted from the Premier Division and are currently competing in the 

First Division. 

  

According to Odendaal (2003:78) the competition is rich in history and 

tradition. The Currie Cup dates back to 1889 and is the oldest provincial rugby 

tournament in the world. The competition is regarded as the foundation of 

South Africa's rugby heritage and the coveted gold cup remains the most 

prestigious accolade in South African rugby on a national level. 

 

2.5.1.2 Vodacom Cup Competition 

The Vodacom Cup is a rugby tournament which forms an integral part of 

rugby development in South Africa. It is here where less known players of 

smaller unions have the opportunity to expose their talents for further career 

development at bigger unions. The competitions commenced in 1998. 

Numerous South African international players started their careers at this level 

in order to be discovered for greater glory. This provides a significant 

developmental footprint for South African rugby (Eaton & Alfred, 2005:124). 

  

Vodacom has been the main sponsor for this competition since the inaugural 

season (Cant & Van Heerden, 2011:346). All 14 unions within South Africa 

compete in the Vodacom Cup and two international teams have also 

participated in the tournament. The Namibian Welwitschias competed in the 

competition from 1999 up to 2001 and then again in 2010 and 2011, while the 

Pampas XV from Argentina have been participating in the competition since 

2010. 
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2.6 PROVINCIAL RUGBY UNIONS  

A provincial rugby union is defined as an affiliated union which is registered 

under that specific country’s constitution where rugby players represent these 

unions in various competitions (Raney & Bryant, 2006:153).  

 

The research furthermore concentrates on the Leopards rugby union and the 

Pumas rugby union. These two unions, each with a rich game playing history, 

are based in the northern part of South Africa and are regulated by SARU’s 

constitution. 

 

2.6.1 LEOPARDS RUGBY UNION 

Formerly known as “Western Transvaal”, the Leopards rugby union is a 

historical union and is situated in Potchefstroom. Founded in 1920, the 

Leopards celebrated their 90-year anniversary in 2010. 

 

The Leopards home stadium is called Olën Park. The stadium is named after 

the late union president, Carl Ludwig Theodor Olën, who was appointed in 

this position from 1922 until 1934 (Gerber-Nel, 2009:18). With the North-West 

University and the Potchefstroom Campus located in close proximity from 

each other, the Puk Rugby Institute delivers numerous provincial Leopard 

players on various levels.  

 

The Leopards were the first black-owned rugby union in South Africa when 

the company, Royal Bafokeng Sports Holdings, started sponsoring the union 

in October 2007 (Du Plessis, 2012). This business relationship ended in 2011 

after both parties agreed that it would be in the best interest of the Leopards if 

they are based in Potchefstroom instead of Rustenburg. 

 

Figure 2.9 demonstrates the current management structures at the Leopards 

rugby union. 

 

 

 

 



 21

Figure 2.9: Management structure of Leopards’ union 

(Source: SARU, 2011) 

 

In table 2.1 and table 2.2 the Leopards game attendances for 2010 and 

2011are presented. Every game played locally during the year is given below 

and discussed in detail. Unfortunately only two years’ game attendance 

figures have been provided by both unions. 

 

Table 2.1 indicates the three most attended games during 2010 when the 

Leopards hosted the three main unions: The Blue Bulls, Western Province 

and the Natal Sharks. Some 14 144 supporters attended these three games, 

which is 65.6% of the total attendance for the 2010 season. This is a clear 

indication that the supporters in Potchefstroom prefer that the “bigger names” 

in South African rugby compete at Olën Park. 
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Table 2.1: Leopards game attendance figures 2010 

Leopards game attendance figures 2010
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(Source: SARU, 2011) 

 

A total of 21 541 supporters attended 12 games during the season. This 

resulted in an average of 1 965 supporters per game. 

 

During the 2011 Leopards season a total of 26 941 supporters attended 15 

games at Olën Park. This resulted in an average of 1 796 supporters per 

game. It is a decline of 169 supporters per game. Although these games have 

been played at Olën Park, the Leopards did not compete in it.  It was the local 

games of the Argentinean Pampas. The three games that attracted the most 

supporters were when the Leopards hosted the Lions, Western Province and 

Cheetahs. Some 12 950 supporters attended these three games (48% of the 

total attendances for 2011). 
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Table 2.2: Leopards game attendance figures 2011 

Leopards game attendance figures 2011
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These statistics, for 2010 and 2011 for the Leopards’ local games states a 

32.9% increase in tickets being sold at the stadium during 2011. This totals to 

7 548 more tickets sold than the year before.  

 

Although many supporters have access to internet facilities there has been a 

decline of 35% in tickets sold through Computicket amounting to 2148 tickets 

from the 2010 to the 2011 season. Supporters prefer to buy their tickets 

directly at the gates. No suite tickets were sold during the two seasons 

because Olën Park does not have suites available to the public.  
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More than a thousand supporters attended the games only when the five 

advanced unions (the Blue Bulls, Western Province, the Sharks, the Cheetahs 

and the Lions) competed against the Leopards in Potchefstroom. Overall 

there has been an increase when 5 400 tickets were sold in 2011, which is a 

20% increase from 2010. The reason for this increase is the Leopards’ 

participation in the 2011 Currie Cup season in the Premier Division against 

the strongest teams. Compared to the latter the 2010 Currie Cup was a 

mixture of games between all 14 unions.  

 

2.6.2 PUMAS RUGBY UNION 

Founded in 1969 as South Eastern Transvaal, the Pumas are known as a 

team that plays physical and ambitious rugby. Since its name change in 1997, 

this union is perceived as a relatively young team in South African Rugby. The 

Pumas home base is situated in Witbank, but management decided in 2011 

that it would be best for the union to relocate to Nelspruit. Here the Pumas 

compete in local games and in the newly built Mbombela Stadium since 2012.  

 

Puma players are recruited from all over South Africa and young players from 

various universities and different unions use the Pumas platform to be 

recognised by the greater South African unions. The Pumas won the Currie 

Cup First Division in 2005 and 2009, respectively, and has been rewarded to 

compete in the Currie Cup Premier Division the following years. Most of the 

Pumas supporter base is situated in the Mpumalanga province. This includes 

towns such as Witbank, Nelspruit, Middelburg, Ermelo and Lydenburg (Alegi 

& Bolsmann, 2010:94). 

 

In figure 2.10, the management structures of the Pumas rugby union are 

revealed. It is very similar to the Leopards rugby union, since both are smaller 

unions in the northern parts of South Africa. 
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Figure 2.10: Management structure of Pumas’ union 

 (Source: SARU, 2011) 

 

Table 2.3 and table 2.4 provide the attendance of Pumas supporters during 

the 2010 and 2011 season. Most of the 2010 games were played at the 

Pumas Stadium in Witbank, and the 2011 fixtures were played in the new 

Mbombela Stadium situated in Nelspruit. Nelspruit has a greater capacity in 

respect of infrastructure for fans than Witbank, and the Mbombela Stadium is 

equipped with world-class facilities because it was built to accommodate the 

2010 Soccer World Cup. 

 

During the 2010 Pumas season 70 926 supporters attended 15 Pumas games 

and one test between South Africa and Italy. If the Italy test and the Kenya 

versus Puma match are not calculated, 56 882supporters attended the games 

which resulted in an average of 3 792 supporters per game. Only the Blue 

Bulls and Western Province games were played at Mbombela Stadium and 

attracted 34 209 supporters (which is 60% of the total attendances for the 

2010 season).  
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Table 2.3: Pumas game attendance figures 2010 

Pumas game attendance figures 2010
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This was the first year that the Mbombela Stadium hosted rugby games and it 

illustrates the public’s desire, in that region, to attend the Pumas’ games. 

Table 2.4 explains that during 2011 there has been a significant decrease of 

40% in tickets sold at the games. Of the Puma’s games in 2010, 12 games 

were played at the Pumas Stadium and two games at Mbombela Stadium. 

The two games at Mbombela Stadium also attracted the most supporters per 

game for that season. 

 

At Mbombela Stadium in Nelspruit, seven Pumas games were played in 2011 

and four games at the Pumas Stadium. Mbombela Stadium is a world-class 

facility which hosted four games during the 2010 Soccer World Cup. 

 

Although Mbombela Stadium offers more suite options, which is world-class 

quality, less suite tickets were sold in 2011 – only 6 350. This is a decrease of 
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more than 600%.  Suite tickets will increase radically once the Pumas are 

permanently based in Nelspruit. 

 

Supporters using the internet bought 46.5% more tickets online during 2011.   

This is an indication that the Pumas union made an effort to make tickets 

available online at Computicket, which enabled supporters to purchase tickets 

in the comfort of their homes, via the internet. 

 

Comparing the two years, 18 468 less tickets were sold, but only 12 games 

were played in 2011; compared to the 16 games played in 2010. This is a loss 

of 26% when it is compared to the number of tickets sold for the season. No 

union can afford such decreases and more games must be booked in the 

future at Nelspruit. 

 

Table 2.4: Pumas game attendance figures 2011 

Pumas game attendance figures 2011
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The Pumas 2011 season consisted of only 12 games and the union did not 

host any tests. Taken into consideration that in 2010 more games were 

played as well as a test in Witbank, the attendance for the 2011 season still 

accumulated to 52458 supporters which results to an average of 4 372 

supporters per game. 

 

The Lions, Sharks and two Blue Bulls games at Mbombela Stadium attracted 

33 324 supporters. This is 63.5% of all attendances during the season. 

Nelspruit supporters crave competitive rugby and for this reason the Pumas 

has decided to play all their games for the 2012 season at Mbombela 

Stadium. 

 

The union has decided that it will be based in Nelspruit on a permanent basis 

in order to accommodate the players, management and stakeholders. 

 

2.7 SUPPORTERS THAT ATTEND GAMES 

2.7.1 Supporters 

A supporter is someone who is a supporter of a certain team (Shehu, 

2010:43). The activities that an individual exhibits are typically seen by others 

as strange or eccentric but “does not violate prevailing social norms” (Thorne 

& Bruner, 2006:52). Such supporters may be obsessive and follow a team in 

terms of game performances. Examples are: by researching games in respect 

of games won or lost and by attending games which are poorly attended, by 

engaging in activities such as purchasing memorabilia of the team like jerseys 

and caps. Such supporters are renowned in literature from a dysfunctional 

supporter whereby the latter is described as anti-social, disruptive or deviant 

and are more likely to be verbally aggressive towards officials or other 

supporters (Wakefield & Wann, 2006:168).  

 

Bender and Steele (2007:16) define a supporter as “an enthusiastic person of 

some particular sport consumption object”. Park (2007:13) explains that the 

main appeals amongst supporters for watching a sport event is the distinctive 

nature of athletic competitiveness. Like many competitive sport events 

including rugby, the final outcome of the game is unknown prior to the 
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commencement of the event. Park (2007:16) made a distinction between 

supporters and spectators, noting that spectators in its strictest sense are 

those who merely watch and observe, while supporters are the “enthusiastic 

devotees of a given diversion”.  

 

Loyal supporters sustain their team even though their team did not win games 

recently, while undecided supporters support the team when successful, but 

will withdraw their support when the team starts losing. True supporters 

possess a high emotional attachment to a team that is enduring. They make 

major financial investment and time commitments (Trail et al., 2003:10). 

 

While it is important to cultivate a broad supporter base, it is equally important 

to create a level of supporter loyalty whereby they contribute consistently and 

intensively to the union’s revenue system. One union might have a large 

supporter catchment (for instance it has a large surrounding population, or 

possess a strong brand image which attracts people from everywhere). Many 

of their supporters may be only marginally attached to the union and attends 

games.  These supporters become members only when the team performs, or 

if the weather is favourable (Stewart, 2012:163). 

 

2.7.2 Supporter attendance 

Supporters may choose to attend games, because they believe that the 

experience will enhance their utility, subject to their budget and constraints.   

Most supporters prefer a close contest, with their team winning in the end 

(Free, 2010:537). The basis for this study is based on an existing community 

character theory, in order to examine variables of supporter attachment that 

manipulate supporter presence. An overview of this theory is a useful point of 

departure in understanding the most important factors that influence supporter 

attendances. 

 

Record revenues, high salaries and fierce competition make the rugby 

marketplace uncertain and dependable. Supporter attendances become 

fragmented and moves into uncharted territory (Irwin et al., 2008:293).   

Stewart (2012:196) explains that stadium age is negatively correlated with 
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supporter attendance; however, the pattern of causation is not very clear.   

Supporters may prefer new stadiums and arenas, but it is also true that high 

supporter attendances do generate more revenue because of the winning 

record and culture. Bigger cities have an advantage of greater supporter 

attendances.  

 

Supporters tend to dissociate themselves from an unsuccessful team. After a 

team loses, supporters will be less likely to wear the team colours, attend 

events or ostensibly support the team. The prevailing wisdom about superstar 

players is that they promote attendances through winning locally, which 

ensures sold out games at every other stadium because supporters want to 

see them in action (Free, 2010:537). 

 

Wheaton (2004:27) established that a social identity perspective is a useful 

approach to study the many different types of consumption people routinely 

participate in. In addition, it suggests that society is important to the self 

because the individual is part of a cluster of the population groups that are 

formed on the basis of common identities. Individuals are more likely to be 

influenced by perceived expectations of other group members and act in ways 

that reinforce their membership to the group (Wheaton, 2004:34). 

 

Therefore, while the self can be conceptualised as independent, a person 

possesses a moderately overlapping self. In a person’s sense of 

connectedness to a cause, event or a sport team, support is reminiscent of 

the notion of the “imagery self” (Crawford, 2004:33).  This perception 

suggests that individuals form emotional accessories to physical belongings, 

places, people and groups.  

 

Acting in ways that promote a group’s best interest is based on one’s own 

social identity rather than personal identity (Weed, 2007:69). It may therefore 

be found that individuals may play a distinct role and when these roles are 

personalised they become identities. As social beings, supporters have a 

desire to be with others and behave as members of groups through the 
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socialisation process (McDonald et al., 2002:103). They affiliate and maintain 

association or relations with others in the group.  

 

In this way they confirm their sense of identity with others who enjoy the same 

activity. Studies have shown peer and family relations in the sport setting, 

such as friendship, peer acceptance, family presence and social interactions 

motivates an attachment to a sport, such as rugby. Social identity theory is 

therefore utilised to obtain a better understanding of how and why individuals 

select certain identity related activities, given all the possible alternatives. In 

addition, the social identity theory suggests that these types of choices can be 

explained by identity salience (Nicholson & Hoye, 2012:48). 

 

Studies of supporter attendances at various sporting events are in essence 

designed to identify those factors that affect attendances. Subunits that can 

utilise this information to maintain or increase attendances can reduce 

uncertainty and thus are able to increase their own power within the 

organisation (Slack & Parent, 2005:202). 

 

Identity salience is influenced positively by feelings related to identity.  

Leading identities are those identities that are an important part of which 

people are and supporters display it routinely. These identities are socially 

derived and require self-expression and positive feelings affirming the identity 

(Jarvie, 2006:31). As supporter identity becomes more salient, specific 

supporter activities may be acted out more frequently, for example, attending 

games, watching games on television or following the scores in the 

newspaper. On the other hand, negative evaluations would shape unsuitable 

identity performances. In this instance individuals are likely to take steps to 

improve their performance or abandon their identity. 

 

By cooperating with each other, unions and supporters can increase their 

supporter base and supporter attendances at games. Strategies outline the 

direction and the activities of the organisation for the short-term and long-term 

future. Principles on how to ensure that supporter attendances increase must 
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be some of the most important strategies for unions, especially smaller 

unions. 

 

2.8      DIMENSIONS OF GAME ATTENDANCES 

Fort and Fizel (2004:306) explain that the major principles of sport 

tournaments recognise two key dimensions of performance, namely: 

1) Consumer demand for sports; and 

2) The quality of the sports product. 

 

In this segment the focus will be on performance indicators for competitions 

associated with these dimensions: game attendance and the competitive 

balance of sporting competitions. Literature on game attendance maintains a 

link between the uncertainty of the outcome and competitive balance - all the 

variables the professional leagues models’ use can enter at the back door.   

 

Economic testing provides a positive and significant relationship between the 

uncertainty of the outcome of the game attendances (Andreff, 2011:135). 

According to Milne and McDonald (1999:129) personality gaming techniques 

increase existing practices for sponsorships. Brand perspectives evaluate 

sport on dimensions, which proves to have high relevance for brands. 

 

From the perspective of individuals or bodies attendance requirements for 

games, raises several interesting and challenging issues. Many sport teams’ 

games are regularly sold out at their stadiums, leaving the demand unsatisfied 

(Andreff and Szymański, 2006:82). This leads to the establishment of a 

market for unofficial tickets. Buyers and suppliers of tickets are brought 

together and if there is an excess demand for tickets, the price should 

increase.  

 

Andreff and Szymański (2006:85) say that the demand for spectator 

attendances should depend on several economic and other determinants. 

This includes: 

 Price of the event, 
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 Real income of spectators, 

 Prices of game tickets, 

 Market size and local population, 

 Importance of the contest in terms of outcome, 

 Closeness of competition, 

 Season tickets 

 Scheduling of games. 

 

2.9   BUSINESS OF SPORT 

Globally, in professional sports, the individuals or bodies that are in the 

possession of miscellaneous sports enterprises are dominant in determining 

the direction of sports businesses. Factors that encourage investors to 

advance professional sport are public attendances, profits, awareness, 

community impact and winning.  

 

Unlike businesses in other industries, professional sports teams in a given 

competition both compete against and cooperate with one another. The 

success of a competition is affected by the degree of uncertainty of outcome 

of its contests, and the balance amongst the teams (Rosner & Shropshire, 

2011:13).  

 

Professional sports tournaments also differ from other industries in the degree 

of the public exposure they generate. Game results are reported 

comprehensively in local newspapers and are discussed widely and 

passionately by thousands of fans. Investment returns on the various sport 

competitions are implemented in different ways. One aspect of return is the 

fun, advantages, power and ego gratification that the individuals or bodies 

receive.  Therefore the investment into sport business is for profit maximising 

and a great reward return on investment. 

 

The potential for sporting organisations such as the Leopards and the Pumas 

is to produce momentous revenue may well be defined by their capability to 

construct communities that are eager for their merchandise, in turn attracting 
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passionate sponsors. Sport business observers may be pondering why all 

sports with large memberships are not actively pursuing this strategy. Sports’ 

natural “membership” base seems to be the key to unlocking substantial 

competitive advantages in the sport business environment (Westerbeek & 

Smith, 2003:169). 

 

Sport has changed from a leisure activity to a business as a result of the 

commercialisation procedure. Sport managers, businesses and unions have 

become more aware and concerned about business principles. This 

procedure influenced sports organisations to become business orientated, 

market related and to pursue functional strategies to maximise profit and 

revenue (Robinson, 2008:2). 

 

Robinson (2008:3) explains a major aspect of commercialisation is the 

strategic operations of sport that has increased.  Sport unions’ main goal is to 

generate maximum revenue and profit which include important decision 

making and strategy development for the union. As a result, expenses on 

player salaries have increased significantly since sport is perceived as a 

profession. Sources of income have to be generated through television rights 

and sponsorships, sport betting and other means, to cover expenditures.   

Business approaches have been adapted annually by unions to optimise 

opportunities. With the assistance of the supporters and businesses in the 

area, SARU’s direction, backing and involvement, the Leopards and the 

Pumas have the prospect to turn their problems into solutions which can lead 

to feasibility and sustainability, but most important profitability. 

 

2.10 KEY SUCCESS FACTORS OF GAME ATTENDANCE 

In the competition between various unions hosting rugby games, a distinction 

is made between the successful and less successful unions. To determine 

whether games have been successfully attended, it is essential to determine 

criteria that can be used to calculate the success of the game. 

Success normally refers to the business result that is measured and reflected 

in monetary units.  Besides economic success factors, non-economic success 

factors also play an important role. These economic indicators cannot be 
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easily quantified. The performance of the athletes constitutes an exceptional 

case of non-economic success factors (Kahle & Close, 2010:240).  Non-

economic success indicators, such as supporter attendances is a reaction of 

the supporters offered to the game and the performance of the team is also 

considered as a central part of the event. 

 

Kahle and Close (2010:242) classified the following factors which lead to 

successful attendances of games: 

 Economic factors (ticket price, income); 

 Quality related factors (performance of players, comfort of seats); 

 Socio-demographic factors (capacity and composition of supporters at 

     game);  and 

 Residual factors (time of game, weather). 

 

In the core of this diverse selection of influencing factors, one factor has to be 

emphasised that has been implicitly and explicitly mentioned:  the quality of 

the professional sporting event. The influence on professional performance, 

quantity of supporters and economic success of the union are diverse and 

cannot be easily generalised. Environmental factors such as the status of the 

sport, economic development and the weather at the time of the game will 

have an influence on public demand and athlete performances.  

 

Economic success factors (financial indicators), spectator-orientated success 

factors (spectator commitment and attendances), and the performance of the 

players are very closely related in a professional game (Smith & Taylor, 

2004:633). Greater athletes’ performances generally ensure greater regular 

spectators’ attendances. Higher utilisation of the capacities of the game in 

conjunction with positive side effects of supporter commitment ensures a 

positive financial result for the union. Higher revenue and an increasing profit 

margin enable unions to contract professional athletes, which increases the 

level and results of performance. 
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The corresponding relation of the different success factors at sport games 

assist in explaining economic and sport success and does not contradict each 

other. Certain competitions and tournaments are synonymous with high 

prizes, extensive media coverage and high public recognition. Therefore 

athletic accomplishments also pay off financially (Downward et al., 2009:77). 

 

2.11 SUMMARY 

In the introduction to this study and in a number of remarks thereafter 

reference has been made towards the stakeholders when attending a rugby 

game. This study includes the IRB, SANZAR, SARU, Department of Sport 

and Recreation, Leopards Rugby Union and the Pumas Rugby Union.    

 

The information in this chapter demonstrates that the two smaller Rugby 

unions, the Pumas and the Leopards must give attention to supporter 

attendances at local games. The tables provided in the content clearly 

indicate challenges to generate healthier revenue in respect of stadium 

tickets. The challenge is to attract local people within the community and to 

ensure a long-term relationship is developed between the union and its 

community. The community unawareness of matters regulating the union’s 

activities and unwilling participation from both stakeholders leads to more 

concerns. 

 

Improving communication channels should be a starting point for an effective 

strategy and to improve current structures between unions and its 

communities. Transformation and awareness initiatives have to be designated 

between local schools and the unions in order to create image awareness.  

This should be correlated with local public and private business sector 

organisations. 

 

Professional efforts are required to encourage development to expand the 

knowledge and experience of rugby in rural areas. Local government and 

businesses should merge in an operation like this and ensure that a well-

balanced strategic plan is in place to achieve these goals and objectives. A 
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study like this one should form the basis to grant support which will benefit the 

multiple stakeholders. 
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CHAPTER 3 

EMPIRICAL STUDY 

 

3.1 INTRODUCTION 

The empirical study involves interviews with important stakeholders, the 

design of a suitable questionnaire and the contribution of a convenient sample 

in the completion thereof. This chapter deals with the creation and the 

methodology of the empirical study, developed in conjunction with findings 

from the literature study and interviews with applicable stakeholders. 

 

The procedure of data collection is described and the successive processing, 

presentation and interpretation of the data is displayed. The clarification of 

statistical data analyses and findings is categorised by means of the method 

of analysis to simplify interpretations. Each section of data analysis and 

interpretation includes explanations about the data and findings, and is 

followed by management implications for stakeholders. 

 

3.2 RESEARCH DESIGN AND METHODOLOGY 

3.2.1 Qualitative Research: Interviews 

Five interviews were conducted throughout the course of the study with 

various rugby administrators who are each based at certain unions. See 

section 3.5 of this chapter, for details of the qualitative research discussions.  

 

3.2.1.1 Dr. Eugene Hare 

Dr. Hare was involved with the Leopards for numerous years as a player and 

administrator, and has since 2006 been the chief executive officer for the 

Leopards. In July 2012 he moved to Pretoria where he accepted a position at 

the Blue Bulls rugby union as Head of Amateur Rugby. Dr. Hare was 

interviewed on 19 June 2012. 
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3.2.1.2 Mr. Koos Kruger  

Mr. Kruger is currently the chief executive officer for the Pumas. He hails from 

Ermelo where he was involved in education. Mr. Kruger has held this position 

since 2007. Mr. Kruger was interviewed on 26 July 2012. 

 

3.2.1.3 Mr. Jurie Coetzee 

Mr. Coetzee is the chief executive officer for the Valke Rugby Union which is 

situated in Kempton Park. He has been at the helm of this rugby union from 

2004. Mr. Coetzee was interviewed on 26 July 2012. 

 

3.2.1.4 Mr. Louis du Plessis 

Mr. du Plessis is currently the acting chief executive officer for the Leopards, 

after the resignation of Dr. Hare. Although his period in this position 

commenced in July 2012, he has been involved with the union for several 

years. Mr. du Plessis was interviewed on 22 August 2012. 

 

3.2.1.5 Mr. James Stoffberg 

Mr. Stoffberg represented the ‘Pukke’ and ‘Western-Transvaal’ as a player 

and coached the ‘Pukke’ and the Leopards. Until 2011 he was the President 

of the Leopards rugby union and is currently the Director for North-West 

University Puk Sport.  He currently also serves as the Vice-President on the 

South African Rugby Union Board. Mr. Stoffberg was interviewed on 13 

August 2012. 

 

3.2.2 Quantitative Research: Questionnaire Design 

The primary purpose of the questionnaire was designed to profile the relevant 

stakeholders that attend the Leopards and Pumas rugby union local games.   

The information obtained included some economic aspects, preferences and 

motives determining the activities of the stakeholders. See Annexure 1 and 

Annexure 2. 

 

Due to the large contingency of Leopards and Pumas supporters, the large 

geographical scope of rugby and the time and cost restrictions, the study was 

limited to the use of a convenience sample. Convenience sampling is a non-
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probability sampling technique where subjects are selected because of their 

convenient accessibility and proximity to the researcher (Castillo, 2009). 

 

According to Azzara (2010:39) the design of the questionnaire should 

consider the following. Firstly, the problem initiating the research has been 

stated to determine the information required to solve it. Secondly, the 

population who has the information was defined; and thirdly, the best method 

of collecting the information was chosen.  

 

To obtain valid feedback from the questionnaires distributed, it was important 

for respondents to understand each question and to be willing to provide the 

information. Under these conditions the information gathered can be accepted 

as usable. Pilot questionnaires were distributed to various rugby 

administrators which were approved before the researcher distributed to the 

respondents. 

 

The questionnaire (see appendix 1+2) consisted mainly of structured multiple-

choice questions, with the option to select from structured responses for 

simple understanding. Respondents were assured that it was to stay 

anonymous, and individual contributions were incorporated in the full sample 

statistics. Questions were limited to single answers and only two open 

response questions were included. 

 

The questionnaire was designed on the basis of a compilation of questions 

from studies and the literature review from chapter two - questions deemed to 

be pertinent to this study and literature research findings. Section A of the 

questionnaire consisted of eleven questions related to demographics.     

Section B comprised ten questions designed to acquire information about the 

games being attended. Section C consisted of nine questions regarding the 

relevant stakeholders visiting the games. Section D had two open questions 

regarding recommendations and deficiencies of the unions.  
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3.2.3 Methodology and data collection 

The decision to personally interview five relevant stakeholders within the 

South African rugby environment, gave the researcher the opportunity to 

understand what their biggest short-term and long-term challenges are. The 

decision to personally hand out 149 questionnaires to respondents at local 

games was made for two reasons. Firstly, the response via e-mail from 

various stakeholders within the Leopards and Pumas rugby unions region are 

very poor. Secondly, the researcher wanted to make personal contact with the 

respondents to gain an understanding of the various experiences and 

opinions of supporters generally not captured by questionnaires and to 

convey these observations to the relevant role-players. The researcher had 

personal discussions with some of the respondents on the days of distributing 

the questionnaires. 

 

The questionnaire was distributed in English to accommodate the 

respondents’ languages and requirements at the games. The questionnaire 

was finalised with input from the North-West University Statistical Consultation 

Services, Potchefstroom Campus. 

 

Data collection started on the 1st of September 2012 when the Leopards 

hosted the Boland Cavaliers at Olën Park, Potchefstroom. Supporter 

attendance was relatively high on this Saturday. Respondents were 

approached randomly at the gates and on the pavilion to complete the 

questionnaires. On this day at the Leopards game, 123 supporters were 

approached to complete the questionnaires, but only 90 were willing to 

complete. This gave a response rate of 73%. 

 

Electronic questionnaires were also distributed to 75 managers and coaches 

within the Leopards and Pumas rugby unions region. Feedback from both 

regions was poor in providing completed questionnaires back to the 

researcher. Only 30 questionnaires were received back through this 

distribution method, which is a response rate of 40%. 
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On Friday, 15 September 2012, the Pumas hosted the Border Bulldogs at 

Mbombela Stadium, Nelspruit. The supporter attendance was exceptionally 

poor on this evening, since the Border Bulldogs was at that time, at the 

bottom on the log of the 2012 Currie Cup First Division. On this day at the 

Pumas game, 81 supporters were asked to complete a questionnaire, but only 

45 supporters were willing to assist. This gave a response rate of 56%.  

 

The second team rugby coach at the Puk Rugby Institute distributed 25 

questionnaires between themselves to complete. On 24 September the 

researcher approached 42 supporters at the Puma Stadium to complete 

questionnaires, with only 14 questionnaires completed. This was a response 

rate of 33%. 

 

The purpose of the study and the questionnaires were explained in detail to 

the respondents. The collection of the questionnaires occurred via personal 

contact and e-mail correspondence. Supporters were approached before the 

games started, during half time and after the match was concluded. Although 

the collection of the questionnaires via personal contact was time-consuming 

the researcher found it highly effective in terms of response rate. Personal 

contact and interviews produced valuable insight and observations, which are 

included in the findings and discussions. The schedule of data collection is 

shown in Table 3.1. 

 

Table 3.1: Schedule of data collection 

Date Venue Total 

1 Sept Olën Park, Potchefstroom 90 

15 Sept Mbombela Stadium, Nelspruit 45 

17 Sept Puma e-mails 21 

17 Sept Leopards e-mails 9 

18 Sept Puk Rugby Institute 2nd team, Potchefstroom 25 

24 Sept Puma Stadium, Witbank 14 

 TOTAL 204 

(Source: Own compilation) 
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The venues producing the bulk of the respondents were the two games 

played at Olën Park, Potchefstroom and Mbombela Stadium, 

Nelspruit/Mbombela. 

 

3.2.4 Statistical procedures and analysis 

Questionnaires (See Annexure 1 and Annexure 2) were submitted to the 

North-West University Statistical Consultation Services (SCS) at the 

Potchefstroom Campus after the data collection. Data capturing was done 

from the questionnaires received from personal contact and the electronically 

completed questionnaires via email, statistical analysis were performed. 

Descriptive statistical methods such as frequency analysis and the calculation 

of descriptive statistics were used to summarise and present data for 

interpretation. To formulate conclusions from the sample, techniques of 

inferential statistics were applied at the recommendation of the SCS. 

 

Field (2009:620) explains that the existence of clusters in a large correlation 

coefficients between subsets of variables, suggests that those variables could 

be measuring aspects of the same underlying dimension. This is known as 

factors or latent variables. By way of decreasing a data set from a group of 

interrelated variables into a smaller set of factors, factor analysis 

accomplishes parsimony by explaining the maximum amount of common 

variance in a correlation matrix using the smallest number of explanatory 

concepts. 

 

Field (2009:666) further states that when using factor analysis to validate a 

questionnaire, it is beneficial to check the reliability of your scale. Reliability 

means that a scale should steadily replicate the construct it is measuring.  

 

A factor of questions measures the underlying same abstract concept. If a 

factor was use, the reliability of these questions must also be measured. For 

the respondents who completed the questionnaires, the questions have still 

the same understanding. If nothing changed to a specific respondent today or 

tomorrow (given nothing has changed), the questions will still remain the 
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same. In this questionnaire it was not measured along with an abstract 

concept, so none of the above applies. 

 

3.3 FINDINGS FROM THE LEOPARDS EMPIRICAL STUDY 

The questionnaire that was distributed to respondents consisted of four 

sections: 

 Section A – Demography 

 Section B – Game attendances 

 Section C – Stakeholders 

 Section D – Conclusion 

 

3.3.1 Section A 

3.3.1.1 Demography 

The Leopards sample consisted of 124 respondents. In question one, of the 

123 questionnaires completed, 8.1% respondents were high school pupils, 

57.7% respondents were between the ages of 18-25, 10.6% of respondents 

were in the 26-35 category, 17.9% respondents were 36-50 years and 5.7% 

respondents were 51 years and older. One Declining to answer respondent 

did not complete the question. There is a clear indication that the younger 

generation from scholars up to the age of 35 attend the Leopards games. 

Extra effort should be done to attract the older groups as well. 

 

From the sample 70.7% of the respondents were male and 29.3% female. 

According to the study more than two thirds of the sample is male, which is 

shown in graph 3.1. One participant decided not to complete the question. 

The union must implement certain strategies to attract more women and 

families to the Leopards’ home games. 
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Graph 3.1: Chart of gender of respondents 

(Source: Own compilation) 

 

In question three the respondents were requested to specify their race.  

During the research, 80.5% of white respondents completed the 

questionnaires, 4.9% was black respondents and 13.8% were coloured 

respondents. An Asian participant completed a questionnaire and one 

participant also did not complete the question. Table 3.2 illustrates the 

findings. 

 

Table 3.2: Ethnicity of Respondents 

 White Black Coloured Asian Declining to 

answer 

Percentage 79.8 4.9 13.8 0.8 0.8 

Frequency 99 6 17 1 1 

(Source: Own compilation) 

 

In question four and five the respondents were requested to specify their level 

of income and type of industry currently working in. The majority of 

respondents indicated that they are not in the labour force. Linking with the 

previous statement, 53% of respondents indicated that they are either still at 
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school or studying and therefore not receiving an income. Some of (32.5%) 

respondents fall in the segment under R250 000. Seven respondents did not 

wish to include their income information and did not complete the question. 

The bulk of the respondents were young people. Some of 35.4% of 

respondents’ falls in the scholar and student section, 15.9% respondents 

chose not to specify in which industry they are involved in. Eleven 

respondents did not complete the question. Industries such as professional, 

financial and education were also very frequent choices. 

 

Included in the supporter demographics was the response indicating the 

highest level of education. Grade 12 was the highest qualification accounted 

for 50% respondents, with 24.2% having a university degree. Five 

respondents chose not to specify which kind of education or qualification they 

had. Learners were obviously still studying to obtain their grade 12 

qualification. Discrepancy  

 

In question seven the respondents had to point out their town of choice when 

attending games and the results were as follows: 72.6% respondents prefer to 

attend games at Potchefstroom and the data was collected at a local 

Leopards game, as shown in graph 3.2. Another aspect that this study 

highlights is that supporters are not willing to travel to attend local Leopards 

games, only 8% of them come from Rustenburg, Klerksdorp and Fochville to 

attend the game. One participant did not complete the question.  
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Graph 3.2:  Chart of town of residence 

(Source: Own compilation) 

 

According to this study, the Leopards loyal local supporters were 14.5% of the 

respondents. Other teams loyal supporters in Potchefstroom are as follows: 

Blue Bulls (24.2%), Lions (12.1%), Sharks (18.5%) and Western Province 

(24.2%) have support in Potchefstroom. With some unions having more 

support than the home team, demonstrates that the public have a need to see 

the bigger unions and names to play in Potchefstroom. Some 3.2% of 

respondents indicated they support other than the mentioned South African 

teams. When one compares the figures of the other teams with that of the 

figures of the Leopards, one can conclude that supporters have a desire to 

the top rugby teams play on their home soil.   

 

When questioned whether respondents know some of the Leopards team 

members, the findings were as follows: Some 77.4% of respondents do know 

the player in some way or another, while 22.6% of respondents do not know 

the players. The union must attract those supporters that are not involved with 

players, or introduce the players to the public. 

 

Rugby is the most popular sport watched by the sample. According to 87.1% 

of the respondents, they chose rugby as the sport that they watch most 
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regularly on television. Cricket and Athletics were also common among the 

sample with 24.2% and 25% respectively. The South African rugby 

community still finds it not as entertaining to observe the game of soccer. 

 

The above statistics and the fact that 91.8% of respondents would prefer to 

attend a rugby game at Olën Park when any other sport were showing on 

television, puts rugby in the lead when compared to other sports.  Two 

respondents did not complete the question. The respondents, however, 

indicated that although they would rather attend Leopards rugby game at Olën 

Park than watch other sports on television, they agreed that it must still be 

worth their time and money. 

 

3.3.2 Section B 

3.3.2.1 Attending Games 

In this study respondents indicated how frequently supporters attend the 

Leopards local games. The respondents have indicated in graph 3.3 that 

34.1% of them attend half of all the games during the season.   Consideration 

should be given to the possibility that the use of a convenience sample was 

done and most supporters were approached at the Leopards and Boland 

game. A percentage of 36.8% of respondents indicated that they attended 

almost every Leopards game. One participant declined to answer the 

question. 

 

The big five test unions in South Africa, the Blue Bulls, Western Province, 

Golden Lions, Sharks and the Cheetahs have their own loyal supporters in 

many areas across South Africa. According to question B.2, the presence of 

one of these teams at Potchefstroom will attract 48% of respondents most 

definitely.     

 

Several supporters also attend rugby games for other reasons. A surprising 

44.7% of the respondents agreed that they will almost always attend games if 

entertainment such as junior games (curtain raisers) is offered by the union.  

Entertainment can include cheerleader dancing, u/19 and u/21 curtain raisers 
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games, on-field activities during breaks and the option to enjoy a drink on the 

pavilion by adults. 

 

Television coverage gives supporters the opportunity to appear on national 

television during the rugby games and to view repeats of the games if desired.  

A disadvantage of Olën Park is the fact that the stadium does not have a big 

screen television which makes viewing replays of the game and themselves 

impossible. Many of the respondents, 66.4% of them, expressed their desire 

that a big screen television should be installed at the stadium. Limited 

financial resources, however, makes it difficult to do. Greater revenue has to 

be generated first. Two respondents declined to answer the question. 

 

In respect of ticket prices, the findings are as follows: according to 55.9% of 

the respondents, the ticket prices are affordable. The average ticket prices 

during the 2012 rugby season were R30.00 per person. Some respondents, 

4.8%, did not respond to the question. The Leopards limited budget in respect 

of marketing functions, does not allow them to be involved in marketing in 

surrounding areas. Some 39.1% of the respondents stated that little or no 

marketing is done in their towns, which is needed in those parts of the 

province. Nine respondents did not answer this question. 
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Graph 3.3: Bar chart of attendance of Leopards games 

Attendance of games

0.00%

15.00%

30.00%

45.00%

60.00%

All  games 5.70% 21.10% 34.10% 17.90% 17.90% 3.30% 0.80%

Big 5 games 6.50% 12.20% 29.30% 17.90% 30.10% 4.10% 0.80%

Pre-match activities 8.10% 7.30% 33.30% 21.10% 23.60% 6.50% 0.80%

Big screen tv 5.70% 0% 6.60% 13.90% 52.50% 21.30% 1.60%

Ticket prices 7.60% 5.10% 20.30% 11% 44.90% 11% 4.80%

Marketing in town 16.50% 22.60% 24.30% 9.60% 23.50% 3.50% 7.30%

Never Almost Never Average Almost Always Always Undecided/ 
Don’t know

Missing

 (Source: Own compilation) 

 

On the question of companionship to the games, the respondents reacted as 

follows: They indicated that most of them prefer to attend games with their 

friends, resulting in a figure of 74.2%, while 27.4% of the respondents 

indicated that they attend games with their family. None of the participants 

attends games with corporate clients. This is due to the fact that the stadium 

does not have luxury suite boxes available to the public. This finding is 

demonstrated in table 3.3 below. 

 

Table 3.3: Resondents’ preference of accompanying party to rugby 

games 

 Alone Friends Corporate Clients Family Other 

Percentage 4.5 68.7 0 25.3 1.5 

Frequency 6 92 0 34 2 

(Source: Own compilation) 
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In a question regarding travelling to the games, the findings were as follows: 

In terms of kilometres, some respondents travel merely 10 kilometres to the 

stadium while others travel as far as 300 kilometres to attend the Leopards 

games at Olën Park in Potchefstroom. Most of the respondents, however 

indicated that they travel less than 10 kilometres to Olën Park, which resulted 

in a percentage of 62.9%. This concludes that most of the respondents reside 

in Potchefstroom.    

 

Respondents indicated that when the younger teams, namely the u/19 and 

u/21 teams participate, they will arrive earlier. This is demonstrated in table 

3.4. This table indicates that for 56.5% of the respondents enjoying the rugby 

game was more important. Some respondents, however, also enjoy a drink 

and big screen television entertainment, with 17.7% and 20.2%, respectively. 

The above are all factors that encourage people to arrive earlier at the games. 

Other activities, such as dancing were not influential factors. 

 

Table 3.4: Factors influencing decision to arrive earlier at the stadium 

Factors Percentage Frequency 

Drinks 14.0 22 

Food 7.0 11 

Lower prices 5.1 8 

u/19+u/21 Pre-Games 44.7 70 

Big screen entertainment 15.9 25 

U/7 Pre-games 5.1 8 

Dancing 8.2 13 

(Source: Own compilation) 

 

Respondents arrive at the stadium during various times before kick-off.  Since 

there is no pre-game entertainment for supporters, 64.6% of the respondents, 

as shown in table 3.5, arrive 30 minutes before kick-off.  Only 35.4% of the 

respondents arrive earlier.  
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Table 3.5: Arrival time prior to kick-off 

 Just before 

kick-off 

10-30 

minutes 

31-60 

minutes 

Longer than 1 

hour 

Percentage 20.2 44.4 20.2 15.2 

Frequency 25 55 25 19 

(Source: Own compilation) 

 

3.3.3 Section C 

3.3.3.1 Stakeholders 

The involvement of stakeholders with the Leopards union is important in this 

section.  Various stakeholders attend the games and their opinion is relevant 

to the study. Table 3.6 illustrates that far more supporters attend the games 

than any other stakeholders. Supporters’ attendance figure resulted in 77.5% 

while 16.2% of the union members attend rugby games. Some respondents, 

10.5% of them, did not complete the question. 

 

Table 3.6: Stakeholder involvement 

Involvement Percentage Frequency 

Supporter 77.5 86 

Season ticket holder 1.8 2 

Sponsor 2.7 3 

Union Member 16.2 18 

Coach 0.9 1 

Management 0.9 1 

Declining to answer 10.5 13 

(Source: Own compilation) 

 

Another factor that influences spectator attendances is the day of the week on 

which a game is played and the time of the day. Findings in this aspect are as 

follows: Of the 124 respondents, 76.4% preferred a Saturday afternoon for 

game attendance and 23.6% preferred a Friday evening. Although the Super 

15 or Currie Cup televised rugby games also take place on a Saturday 

afternoon, it is interesting to see, according to table 3.7, that the respondents 
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still desire that the Leopards games must be played on a Saturday afternoon.  

One person did not answer the question. 

 

Table 3.7: Best suited times for Leopards games 

 Friday Evenings Saturday Afternoons Declining to 

answer 

Percentage 23.6 76.4 0.8 

Frequency 29 94 1 

(Source: Own compilation) 

 

The answer to the question whether respondents were loyal Leopard 

supporters made it clear that 62.1% of the respondents are loyal Leopards 

supporters, while 37.9% of the respondents are not loyal Leopard supporters. 

This signifies that there is a strong foundation for Leopards support in the 

area. Table 3.8 illustrates the above findings. 

 

Table 3.8: True and loyal supporters 

 Yes No 

Percentage 62.1 37.9 

Frequency 77 47 

(Source: Own compilation) 

 

When asked the reasons for attending the Leopards games, the findings in 

according to table 3.9 were as follows: 49.2% of the respondents attend the 

games because of their love for rugby; 41.1% of the respondents attend the 

games to relax with family and friends; 14.5% of the respondents said they 

attend games to enjoy star team players in action; and 13.7% of the 

respondents attend games as a time passing activity. Respondents were 

asked to choose the best three options at this question. 
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Table 3.9: Why respondents attends the Leopards games 

Reason Percentage Frequency 

Union is successful 3.2 7 

Parental influence 7.0 15 

Love for the game 28.6 61 

Watch the opposition 6.6 14 

To see star players 8.6 18 

Good stadium facilities 4.7 10 

It’s their supporting team 7.0 15 

Nothing on television 2.3 5 

Free time available 8.0 17 

Family/friends brought with 24.0 51 

(Source: Own compilation) 

 

The next question relates to marketing and the findings are as follows: 57.3% 

of the respondents indicated that the best marketing tool is advertising by 

using posters in their towns and 42.7% of the respondents prefer 

advertisements on television. Other popular choices of marketing were a 

website for the Leopards, Facebook, Twitter, local newspapers and player 

interaction.  

 

The union has a specific budget for the year to execute all their marketing in 

the area. The Leopards have no control over television rights and it is thus 

understandable that supporters chose other means of advertising such as 

social media. Table 3.10 indicate the marketing methods. The union has its 

own website which is kept up to date and a Facebook page with all relevant 

information. 
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Table 3.10: Marketing methods to promote Leopard games 

Reason Percentage Frequency 

SMS 9.0 26 

Posters 24.5 71 

Player interaction 12.8 37 

Newspapers 13.1 38 

Facebook/Websites 12.4 36 

Word of mouth 5.5 16 

Email 4.5 13 

Television 18.2 53 

(Source: Own compilation) 

 

Supporters indicated different reasons why rugby is their preferred sport and 

the findings are as follows: 44.4% of the respondents preferred it because of 

their love and passion for the game: another 39.5% of the respondents 

preferred rugby because they, at some point in their lives, participated as 

team players themselves and 30.6% of the respondents have friends or family 

that are involved in rugby. These findings are illustrated in table 3.11.  

 

Table 3.11: Why rugby is preferred as a sporting code 

Reason Percentage Frequency 

Played rugby 28.3 49 

Performance on competition level 3.4 6 

Popularity of rugby 9.8 17 

Love and passion for rugby 31.9 55 

Speed of game 4.6 8 

Family/friend is involved with rugby 22.0 38 

(Source: Own compilation) 

 

On the question whether respondents participate in other activities than rugby, 

the findings are as follows: 25% of the respondents go to the gym when they 

do not attend a rugby game, 35.5% of the respondents prefer social activities 

when they are not attending a rugby game and 27.4% of the respondents 
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prefer to watch other rugby games on television when they cannot attend live 

rugby games. Table 3.12 demonstrates these findings: 

 

Table 3.12: Other activities if not attending rugby games   

Reason Percentage Frequency 

Gym 18.5 31 

Movies 15.6 26 

Other sports (Golf, Tennis) 12.0 20 

Social activities 26.3 44 

Watch other rugby games on television 20.4 34 

Hunting 7.2 12 

(Source: Own compilation) 

 

Factors that affect game attendances negatively were pointed out by 

supporters and are as follows: Alcohol related incidents were the most 

common with 33.1% of the respondents indicating that this would prevent 

them from attending rugby games. Fighting, throwing of objects and not 

enough parking are also great negative factors with, respectively 29.8%, 

22.6% and 28.2% that will prevent respondents to attend rugby games. These 

factors influence supporters’ decisions to attend games. Table 3.13 

demonstrates these kinds of incidents as well as the responses from the 

respondents.  

 

Table 3.13: Activities influencing decision to attend rugby games 

Reason Percentage Frequency 

Fighting 23.2 37 

Abuse 11.3 18 

Throwing of objects 17.6 28 

Alcohol related incidents 25.9 41 

No parking 22.0 35 

(Source: Own compilation) 
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Various rugby websites exist in South Africa, which keep the respondents 

updated in respect of the latest international and local news regarding 

schools, clubs and provincial updates. The findings in respect of supporters’ 

usage of these websites are as follows: 46.3% of the respondents visit rugby 

websites on a regular basis, while 53.7% of the respondents do not visit rugby 

websites. Three respondents declined to answer the question. The most 

popular websites that the respondents visit are Supersport.com, News24.com, 

Scrum.com and Keo.co.za.  Table 3.14 demonstrates the findings. 

 

Table 3.14: Rugby websites visited 

 Yes No Declining to 

answer 

Percentage 46.3 53.7 2.4 

Frequency 56 65 3 

(Source: Own compilation) 

 

3.4 FINDINGS FROM THE PUMAS’ EMPIRICAL STUDY 

The questionnaire that was distributed to respondents consisted of four 

sections: 

 Section A – Demography 

 Section B – Attending Games 

 Section C – Stakeholders 

 Section D – Conclusion 

 

3.4.1 Section A 

3.4.1.1 Demography 

The Pumas sample consisted of 80 respondents. Of the 80 questionnaires 

completed, 21.3% respondents were high school scholars, 15% respondents 

were between the ages of 18-25, 28.8% of respondents were in the 26-35 

years category, 23.8% respondents were between 36-50 years and 11.3% 

respondents were 51 years and older.  
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The Pumas attract all the different age groups. They do not have the benefit 

of a university which can support them, such as the Leopards with the Puk 

Rugby Institute. This is a very positive factor for the Pumas management.  

The local people want to see the Pumas team perform and everybody wants 

to attend.  

 

The question related to gender, from the sample, the following findings were 

recorded: 62.5% of the respondents that attend the games are male and 

37.5% are female. Almost two thirds of the sample is male supporters and this 

is indicated in graph 3.4. Men have always been the predominant supporters 

of rugby since they participate in it as well.    

 

Graph 3.4: Chart of gender of respondents 

(Source: Own compilation) 

 

In terms of race, the findings were as follows: 66.3% of the respondents were 

white, 10% of the respondents were black and 17.5% of the respondents were 

coloureds. Four Asian respondents and one Indian participant completed the 

questionnaire. Table 3.15 illustrates the findings. 
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Table 3.15: Ethnicity of Respondents 

 White Black Coloured Asian Indian 

Percentage 66.2 10 17.5 5.0 1.3 

Frequency 53 8 14 4 1 

(Source: Own compilation) 

 

When questioned about income and industry of labour, the findings were as 

follows: Many of the respondents indicated that they are not in the labour 

force yet. Some 25% of the respondents are still in school or students and 

does not receive an income: 40.1% of the respondents annually earns less 

than R250 000.00.  

 

Looking at the respondents occupations, the findings are as follows, with 

23.8% the majority of the respondents are scholars or students, one 

participant chose not to disclose which industry he was involved in: 11.4% of 

the respondents are involved in the legal industries, 8.9% of the respondents 

are involved in the banking industry and 8.9% of the respondents are involved 

in the property industry. This sample clearly shows that respondents 

represented various industries. 

 

Included in the supporter profile was the response indicating the highest level 

of education. University graduates were the highest qualification accounted 

for by 30% respondents, with 25% having Grade 12 obtained at a high school. 

21.3% respondents stated that they do not have a grade 12 qualification.  

 

When asked which town respondents prefer, the findings are as follows: 

66.3% of the respondents prefer Nelspruit as indicated in graph 3.5.  This is 

also where the Mbombela Stadium was built and it is the new home base of 

the Pumas from 2012.  The other respondents had to travel in order to attend 

the games. Supporters are willing to travel to the Pumas local games. 

Nelspruit is quite far from other cities in the province, thus residents from 

Nelspruit and the surrounding towns will be their main source of supporters.   
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Graph 3.5:  Chart of town of residence 

(Source: Own compilation) 

 

The question of loyalty to the Pumas produced the following findings: The 

Pumas have 16.3% respondents that are loyal Pumas supporters. Other 

teams such as the Blue Bulls (31.3%) and Western Province (20%) have 

support in the Lowveld. The fact that certain other unions have more support 

than the Pumas, demonstrates that the region’s supporters are eager to see 

the bigger and more popular unions, to play in Nelspruit.  

 

On the question whether the respondents know Pumas team players, the 

findings are as follows: 58.8% of the supporters knows a Puma player in 

some way or another and 41.3% of the respondents do not know any Puma 

players at all. The players must be introduced to the public. 

 

Concerning the question regarding their favourite sports, respondents reacted 

as follows: Rugby was nominated as the most popular sport. According to the 

study 61.3% of the respondents regularly watch rugby on television. The 

results for the other sports are reflected in the table below.  Again, the South 
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African rugby community still finds it difficult to observe and participate in the 

game of soccer. 

 

Concerning question of the distribution of the respondents, they indicated that 

68.8% of the respondents are willing to attend games at Mbombela Stadium if 

there is other sport on television.  The supporters will attend the Pumas 

games, even though there are other sports on television, but they indicated 

that it must be worth their while in terms of time and money. 

 

3.4.2 Section B 

3.4.2.1 Attending Games 

Respondents in this study give an indication on how regularly supporters 

attend the Pumas local games. According to graph 3.6, 30% of the 

respondents almost never attend Pumas rugby games during the rugby 

season. Consideration should be given to the possibility that a convenience 

sample was done and most supporters were approached at the Pumas and 

the Borders games, 18.8% of the respondents indicated that they attend 

almost every Pumas game.  

 

The big five test unions in South Africa, the Blue Bulls, Western Province, 

Golden Lions, the Sharks and the Cheetahs have their own loyal supporters in 

many other towns. The question on game attendances in the event that one of 

these test unions competes in Nelspruit, 28.8% of the respondents were 

uncertain whether they will attend the game or not, and 35% of the 

respondents indicated that they are willing to attend these games when the 

venue is Mbombela Stadium. 

 

Respondents indicated that certain factors will encourage them to attend 

rugby games more frequently. Factors such as entertainment in the form of 

junior games (curtain raisers) before the game begins shall attract more 

supporters and consequently more attendances shall be achieved. 33.8% of 

the respondents indicated that they will most probably attend games, if 

entertainment is provided by the union. Other entertainment that respondents 

preferred includes cheerleader dancing, u/19 and u/21 curtain raisers games, 
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on-field activities during game breaks and the enjoyment of beverages on the 

pavilion by the adult spectators. 32.5% of the respondents were unsure if they 

would attend the games if entertainment such as the above was available to 

them at the games. 

 

Television coverage of the game gives supporters the opportunity to appear 

on television whilst sharing in the ambitious atmosphere at the stadium and 

also enable them to see replays of the favourite moments in the game. In 

contrast to Olën Park, Mbombela Stadium does have a big screen television. 

Unfortunately it does not work if the game is not televised. During the study 

46.3% of the respondents preferred that the big screen television be active 

during games. The Pumas’ limited financial resources make this difficult to 

achieve. A need to generate greater revenue is therefore also an important 

issue for the Pumas rugby union.  

 

In terms of ticket prices, the findings amongst most of the respondents were 

as follows: 47.6% of the respondents thought ticket prices are affordable. The 

prices per ticket during the 2012 rugby season were an average of R40.00 per 

person. Again, the Pumas’ limited budget in respect of marketing functions 

makes it impossible for the union to be involved in marketing in the 

surrounding towns and areas: 46.3% of the respondents confirmed that little 

or no marketing is done within their towns and 36.3% of the respondents said 

Pumas marketing is done within their town. 
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Graph 3.6: Bar chart of attendance of Puma games  

(Source: Own compilation) 

 

On the question of companionship to the games, the findings are as follows. 

Just like the Leopards respondents, most of the Pumas respondents also 

indicated that they prefer to attend games with their friends as 62.5% of the 

respondents prefer friends to accompany them to the games and 31.3% of the 

respondents specified that they attend the games with family. 11.3% of the 

respondents attended the games with corporate clients. Unlike Olën Park, 

Mbombela Stadium has luxury boxes in which corporate clients can be 

entertained while enjoying the game. Table 3.16 illustrates these findings. 

 

Table 3.16: Resondents’ preference of accompanying party to rugby 

games 

 Alone Friends Corporate Clients Family Other 

Percentage 3.4 56.8 10.2 28.5 1.1 

Frequency 3 50 9 25 1 

(Source: Own compilation) 
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The question regarding distances respondents had to travel to attend the 

Pumas game ranged from one kilometre up to 350 kilometres.  The results for 

this question are as follows: 50.6% of the respondents travel less than ten 

kilometres to Mbombela Stadium, which implies that most of the respondents 

reside in Nelspruit. 

 

The question of arrival times at the games and the factors that influences 

these arrival times, are as follows: According to table 3.17 the respondents 

generally arrives earlier at the Pumas games if entertainment is offered as 

32.5% of the respondents stated that they will arrive earlier when the u/19 

team and the u/21 team competes at the stadium. Other factors such as 

beverages (27.5%), food (30%) and dancing (28.8%) were also popular 

factors that would encourage respondents to arrive earlier.  

 

Table 3.17: Factors influencing decision to arrive earlier at the stadium 

Factors Percentage Frequency 

Drinks 16.3 22 

Food 17.7 24 

Lower prices 11.1 15 

u/19+u/21 Pre-Games 19.3 26 

Big screen entertainment 11.9 16 

U/7 Pre-games 6.7 9 

Dancing 17.0 23 

(Source: Own compilation) 

 

The question of the time of arrival of supporters had the following results. 

Since there is no pre-game entertainment for supporters, 50% of respondents 

as shown in table 3.18, arrive 30 minutes before kick-off: 50% of the 

respondents arrive earlier than the latter. One participant did not complete the 

question.  
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Table 3.18: Arrival time prior to kick-off 

 Just before 

kick-off 

10-30 

minutes 

31-60 

minutes 

Longer 

than 1 hour 

Declining 

to answer 

Percentage 7.6 43 34.2 15.2 1.3 

Frequency 6 34 27 12 1 

(Source: Own compilation) 

 

3.4.3 Section C 

3.4.3.1 Stakeholders 

The involvement with the Pumas union is important in this section. Different 

stakeholders attend the games and their opinion is relevant to the study. The 

question of stakeholder involvement delivered the following results. Table 

3.19 illustrate that greater numbers of supporters attend the games than any 

other stakeholder. Some 76.3% of the respondents indicated that they attend 

games for the love of the game, 5.3% of the respondents were season ticket 

holders which are regular spectators at the games, 9.2% of the sponsors 

attended the game, 2.6% of the union members attended the game and 3.9% 

of the management employees also attended the game. A total of four 

respondents did not complete the question. 

 

Table 3.19: Stakeholder involvement 

Involvement Percentage Frequency 

Supporter 76.3 58 

Season ticket holder 5.3 4 

Sponsor 9.3 7 

Union Member 2.6 2 

Coach 2.6 2 

Management 3.9 3 

Declining to answer 5.0 4 

(Source: Own compilation) 

 

The question of preferred days of the week for rugby games and time of the 

day for the games, delivered the following results. It is essential on which day 
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and time, during the weekend, the rugby games are hosted at Mbombela 

Stadium.  According to table 3.20, 50% of the respondents prefer that Pumas 

rugby games take place on a Friday evening. The other 50% of the 

respondents preferred a Saturday afternoon. Taking into account the regions 

extreme heat and humidity it is understandable that half of the respondents 

would prefer to attend the games on a Friday evening. Respondents claimed 

that televised games are shown to the public on Friday evenings and 

Saturday afternoons. Two respondents did not answer the question. 

 

Table 3.20: Best suited times for Pumas games 

 Friday Evenings Saturday Afternoons Declining to 

answer 

Percentage 50.0 50.0 2.5 

Frequency 39 39 2 

(Source: Own compilation) 

 

The question of loyalty towards the Pumas as illustrated in table 3.21, the 

following findings were made: As expected the Pumas have loyal supporters 

within the Mpumalanga region and 35.9% of the respondents acknowledged 

that they are true loyal supporters of the union, while 64.1% of the 

respondents stated that they are not Puma supporters at all. Two respondents 

did not want to answer the question.   

 

Table 3.21: True and loyal supporters 

 Yes No Declining to 

answer 

Percentage 35.9 64.1 2.5 

Frequency 28 50 2 

(Source: Own compilation) 

 

Other factors also contribute to supporters attending the Pumas games. Table 

3.22 indicates that 46.3% of the respondents attend the games because of 

their love and passion for the game, 38.8% of respondents perceives it as a 
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family outing or an opportunity to enjoy it with their friends and to see their 

favourite rugby players in action. Some 23.8% of the respondents said they 

started going to the games because they had free time available and 18.8% of 

the respondents indicated that they attend the Pumas games because of their 

own success achieved. It is a concern that only 18.8% of the respondents 

indicated that the union is successful and that is the core of the problem. If 

you look at the results of the Pumas in the Vodacom Cup and Currie Cup over 

the last two seasons, this latter factor affecting game attendances makes 

perfectly sense. Respondents were asked to choose the three best options at 

this question. 

 

Table 3.22: Why respondents attends the Pumas games 

Reason Percentage Frequency 

Union is successful 8.1 15 

Parental influence 3.3 6 

Love for the game 20.1 37 

Watch the opposition 5.4 10 

To see star players 16.9 31 

Good stadium facilities 7.1 13 

It’s their supporting team 6.5 12 

Nothing on television 5.4 10 

Free time available 10.3 19 

Family/friends brought with 16.9 31 

(Source: Own compilation) 

 

The question in respect of marketing produced the following results: 

Marketing is crucial in order to attract supporters to Pumas games. The union 

has a specific budget for the year in order to do all their marketing. 51.3% of 

the respondents agreed that the best marketing tool is posters that advertise 

the games locally. Social media such as Facebook, Twitter and websites 

scored a 46.3% with the respondents. Although the Pumas have no control of 

television rights, 42% of the respondents highlighted that the best marketing 

tool is through television. SMS notification was chosen by 38.8% of the 
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respondents.  Table 3.23 lists the marketing methods. The union has its own 

website and Facebook page with all relevant updated information. 

 

Table 3.23: Marketing methods to promote Pumas games 

Method Percentage Frequency 

SMS 14.4 31 

Posters 19.0 41 

Player interaction 8.7 19 

Newspapers 12.0 26 

Facebook/Websites 17.1 37 

Word of mouth 6.0 13 

Email 7.9 17 

Television 14.9 32 

(Source: Own compilation) 

 

The question why respondents prefer rugby as a sporting code had the 

following results: 40% of the respondents preferred rugby as a sporting code 

because of their love and passion for the game and 32.4% of the respondents 

preferred rugby because they participated in the game themselves at some 

stage in their lives and 23.8% of the respondents pointed out that either their 

friends or family are involved with rugby. Table 3.24 below, demonstrates 

these findings: 

 

Table 3.24: Why rugby is preferred as a sporting code 

Reason Percentage Frequency 

Played rugby 31.4 32 

Performance on competition level 4.9 5 

Popularity of rugby 11.8 12 

Love and passion for rugby 25.5 26 

Speed of game 7.8 8 

Family/friend is involved with rugby 18.6 19 

(Source: Own compilation) 

 



 69

Every participant spends time in their own unique way, if not attending rugby 

games. Table 3.25 indicates that 42.5% respondents said they are involved in 

social activities, if not attending a rugby game. Watching other rugby games 

on television was the choice of 27.5% respondents. Respondents also chose 

to go to the movies or are involved with other sports such as Golf and Tennis. 

 

Table 3.25: Other activities if not attending rugby games   

Reason Percentage Frequency 

Gym 6.5 7 

Movies 18.7 20 

Other sports (Golf, Tennis) 18.7 20 

Social activities 31.8 34 

Watch other rugby games on television 20.6 22 

Hunting 3.7 4 

(Source: Own compilation) 

 

The question of unfavourable factors that discourage supporters to attend 

games, offered the following results: Table 3.26 will show these kinds of 

incidents as well as the response from the respondents. 45% of the 

respondents said the throwing of objects would discourage them from 

attending games, 42.5% of the respondents chose abuse and 41.3% of the 

respondents stated that alcohol related incidents would discourage them to 

attend games. Supporters’ base decisions on these incidents and this can 

prevent them from attending further games. 

 

Table 3.26: Activities influencing decision not to attend rugby games 

Reason Percentage Frequency 

Fighting 18.7 28 

Abuse 22.7 34 

Throwing of objects 24.0 36 

Alcohol related incidents 22.0 33 

No parking 12.6 19 

(Source: Own compilation) 
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Respondents’ reactions to the question regarding electronic media are as 

follows: Various rugby websites exists in South Africa, which keep the 

respondents updated with the latest international and local rugby news. 

According to table 3.27, 36.3% of the respondents stated that they visit rugby 

websites on a regular basis and 63.8% of the respondents do not visit rugby 

websites at all. The following websites are popular amongst the respondents, 

namely Supersport.co.za, Beeld.com, Rugby 365.com and Bluebulls.co.za.    

 

Table 3.27: Rugby websites visited 

 Yes No 

Percentage 36.3 63.7 

Frequency 29.0 51 

(Source: Own compilation) 

 

3.5 FINDINGS FROM THE QUALITATIVE RESEARCH 

During the course of the study, five interviews were held with prominent 

administrators currently in the rugby environment. Each interviewee hails from 

different backgrounds, but also each interviewee wants to see an 

improvement in the supporter attendance at the unions. 

 

The message was very clear from the five interviewees that there are 

currently problems facing the unions, to attract supporters to their home 

games. They stated the biggest factors as: 

 limited marketing budgets,  

 changing weather,  

 times of the games, 

 quality of the game being played, 

 limited television coverage and 

 limited entertainment. 

 

Dr. Hare and Mr. Du Plessis from the Leopards, as well as Mr. Kruger from 

the Pumas admitted that they receive limited financial support from their 

bigger umbrella union, The Lions and SARU. Most of the financial resources 
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that were divided into all the unions in South Africa, the bigger unions get a 

much bigger share than the smaller unions. According to the interviewees this 

should be other way around, since the bigger unions attract giant sponsors 

and huge supporter attendances with each home game. 

 

SARU must rather assist the smaller unions in order to grow, develop youth 

talent and revenue, than to divide the annual allocations per union to the 

bigger unions. Kruger (2012) states that some of the bigger unions do not 

allocate enough funds to the smaller unions within their region, in order to stay 

financially afloat. 

 

The Leopards and the Pumas encounter problems on this basis and it 

depends upon the unions how they will resolve these difficulties. The attitude 

of the interviewees was positive and especially when looking at the future, 

there are signs of optimism. 

 

3.6 INFERENTIAL STATISTICS 

Inferential statistics has been used to explain the characteristics of data, while 

inferential statistics determines the significance of the shared influence of 

variables. The inclusion of inferential statistics identifies the significance of 

relationships that exist between the variables in the questionnaires (Winkler, 

2009:23).  

 

3.6.1 Correlations 

Correlation is the measure of the relation between two variables (Field, 

2009:695). This is performed by the means of Spearman rank order 

correlation coefficient (r). The individual observations can be divided into two 

disciplined series that were variables as calculated on a rank/ordinal scale.   

Correlation coefficients should be construed as effect sizes and providing a 

suggestion of sensibly significant correlations (Ellis & Steyn, 2003:51).  

 

Because a convenience sample was attained from the study sample and not a 

random sample, statistical significance and p-values were not applicable and 

was not included in the study.  P-value was reported for completeness sake 
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since a random sample was not used and will not be interpreted (Black, 

2009:141). 

Criteria for interpretation of Spearman level order correlation coefficient are: 

I. r = 0.1; small effect - practically no significant interpretation, 

II. r = 0.3, medium effect – practically visible interpretation, 

III. r = 0.5, large effect – practically significant interpretation (Tustin et al., 

2005: 141) 

 

3.6.2 Cross-tabulations 

According to Acock (2008:110) cross-tabulation is a technical term for a table 

that has rows representing one categorical variable and columns representing 

another. If there is one variable that depends on the other, usually the 

dependent variable as the column variable and the independent variable as 

the row variable. Cross-tabulation is often used as an analytical technique in 

marketing research. The use of cross-tabulation will assist the researcher in 

achieving maximum results in the use of this analytical instrument. 

 

3.6.3 Leopards cross-tabulations 

3.6.3.1 Cross-tabulations between supporter and attending games 

Table 3.28 illustrates the cross-tabulation between Leopard supporters 

involvement and family/friends that brought respondents with to the Leopards 

games. 

 

Table 3.28: Cross-tabulations between supporter and attending games 

 Yes No Total 

Supporter 42 44 86 

Other 4 21 25 

Total 46 65 111 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at 0.278 with a p-value of 0.003.   

P-value < 0.05 indicates that there is a statistical significant association. This 

value is close to a medium effect with a practically visible interpretation.  The 
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relationship as shown by the respondents is that 42 (48.8%) of the 

respondents brought family and friends with, and 44 (51.2%) of the 

respondents did not bring family and friends with them. The ‘Other’ groups 

indicates that they brought four (16%) family or friends with them, but 21 

(84%) attended the game alone. 

Different cross-tabulations were performed within the Leopards questionnaire 

which had no practical visible significance with one another. This was the 

following: 

 Age in years and factors that encourage supporters to arrive at the 

stadium earlier, 

 Ethnicity and best suited time for Leopards to play their local games, 

 Town of residence and best marketing methods to promote Leopards 

games, 

 Attending games if pre-game activities are presented and factors that 

encourage supporters to arrive at the stadium earlier, 

 Involvement with the union and factors influencing supporters to attend 

Leopards games, 

 Ethnicity and best marketing methods to promote Leopards games, 

 Involvement with the union and supporters’ reasons for preferring 

rugby as a sporting code, 

 Gender and visits of rugby websites,  

 Town of residence and best suited time for Leopards to play their local 

games, 

 Involvement with the union and stakeholders and their companions that  

attend games; 

 Age in years and how long before kick-off supporters arrive at the 

games. 

 

3.6.4 Pumas cross-tabulations 

3.6.4.1 Cross-tabulations between towns of residence and 

marketing of Pumas in those towns  

Table 3.29 illustrates the cross-tabulation between Pumas supporters’ town of 

residence and marketing of the Pumas amongst local supporters.  
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Table 3.29: Cross-tabulations between towns of residence and 

marketing of Pumas in those towns 

 Never/Almost 

Never 

Average Almost 

Always/Always 

Total 

Nelspruit 21 8 24 53 

Other 16 5 5 26 

Total 37 13 29 79 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at 0.256 with a p-value of 0.74.   

P-value < 0.05 indicates that there is a statistical significant association, which 

is not the case here.  This value is close to a medium effect with a practically 

visible interpretation.   

 

The relationship as shown by the respondents is that 21 (39.6%) of the 

respondents rarely experience Pumas marketing in Nelspruit, while eight 

(15.1%) of the respondents had a common response about Pumas marketing 

in Nelspruit and 24 (45.3%) of the respondents state that they experience 

marketing of the Pumas games in Nelspruit. In other towns, 16 (61.5%) of the 

respondents stated that they rarely see Pumas game marketing in their town, 

five (19.2%) of the respondents had an average response regarding the 

marketing in the other towns and five (19.2%) of the respondents said they 

experience marketing of the Pumas games in their towns. 

 

3.6.4.2 Cross-tabulations between gender and rugby websites 

visited  

Table 3.30 illustrates the cross-tabulation between gender and rugby websites 

visited.  
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Table 3.30: Cross-tabulations between gender and rugby websites 

visited 

 Yes No Total 

Men 24 26 50 

Women 5 25 30 

Total 29 51 80 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at 0.316 with a p-value of 0.005.   

P-value < 0.05 indicates that there is a statistical significant association. This 

value is a medium effect with a practically visible interpretation. The 

relationship as shown by the respondents is that 24 (48%) men visits rugby 

websites regularly and 26 (52%) do not visit rugby websites. Only five (10%) 

women visit rugby websites, while 25 (50%) women do not visit rugby 

websites.  

 

3.6.4.3 Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games alone  

Table 3.31 illustrates the cross-tabulations between supporters and 

stakeholders who attend Pumas rugby games alone. 

 

Table 3.31: Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games alone 

 Yes No Total 

Supporter 0 58 58 

Other 2 16 18 

Total 2 74 76 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at -0.295 with a p-value of 0.10.   

P-value < 0.05 indicates that there is a statistical significant association, which 

is not the case here. This value is a medium effect with a practically visible 

interpretation. The relationship as shown by the respondents is that none of 
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the supporters attends Pumas games alone and 58 (100%) of the supporters 

attend games with a companion. Only two (11.1%) of the other stakeholders 

attend Pumas games unaccompanied and 16 (88.9%) of the other 

stakeholders attend the Pumas games with other people. 

 

3.6.4.4 Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games with friends  

Table 3.32 illustrates the cross-tabulations between supporters and 

stakeholders who attend Pumas rugby games with friends. 

 

Table 3.32: Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games with friends 

 Yes No Total 

Supporter 41 17 58 

Other 6 12 18 

Total 47 29 76 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at 0.327 with a p-value of 0.004.   

P-value < 0.05 indicates that there is a statistical significant association. This 

value is a medium effect with a practically visible interpretation. The 

relationship as shown by the respondents is that 41 (70.7%) of the supporters 

attend Pumas games with friends and 17 (29.3%) of the supporters attend 

Pumas games with other stakeholders. Six (33.3%) other stakeholders attend 

Pumas games with friends and 12 (66.7%) other stakeholders attend Pumas 

rugby games with friends. 

 

3.6.4.5 Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games with corporate clients  

Table 3.33 illustrates the cross-tabulations between supporters and 

stakeholders who attend Pumas rugby games with corporate clients. 

 

 



 77

Table 3.33: Cross-tabulations between supporters and stakeholders 

who attend Pumas rugby games with corporate clients 

 Yes No Total 

Supporter 1 57 58 

Other 8 10 18 

Total 9 67 76 

(Source: Own compilation) 

 

Phi-value symmetric measure was calculated at -0.562 with a p-value of 

0.000.  P-value < 0.05 indicates that there is a statistical significant 

association. This value has a large effect with a practically visible 

interpretation. The relationship as shown by the respondents is that one 

(1.7%) of the supporters attend Pumas games with corporate clients and 57 

(98.3%) of the respondents attend Pumas games with other stakeholders. 

Eight (44.4%) of the other stakeholders attends Pumas games with corporate 

clients; and ten (55.6%) other stakeholders with corporate clients. 

 

Different cross tabulations were asked for within the Pumas questionnaire 

which had no practical visible significance with one another. This was the 

following: 

 Age in years and factors that encourages respondents to arrive at the 

stadium earlier, 

 Ethnicity and best suited time for Pumas to play their local games, 

 Town of residence and best marketing methods to promote Pumas 

games, 

 Attending games if pre-game activities are presented and factors that 

encourages supporters to arrive at the stadium earlier, 

 Involvement with the union and factors influencing supporters to attend 

Pumas games, 

 Ethnicity and best marketing methods to promote Pumas games, 

 Involvement with the union and the reasons why supporters prefer 

rugby as a sporting code, 

 Gender and visits of rugby websites,  
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 Town of residence and best suited time for Pumas to play their local 

games, 

 Involvement with the union and stakeholders choice of companions 

when attending games, 

 Age in years, and how long before kick-off supporters arrive at the 

games. 

 

3.7 SUMMARY 

The study investigates attendance at the Leopards and Pumas rugby unions, 

which can be of substantial use to the industry stakeholders. The attendance 

preference statistics attained supported in developing a profile of general 

attendance behaviour, while trends observed in the literature research 

continued and were confirmed.  

 

Strong confidence was shown by the respondents during this study. They 

indicated where the positives and the negative aspects are within each union 

and through the nature of the survey. A strong desire exists among the 

supporters of the various unions to have more activities during rugby days. 

Pre-game entertainment is essential to attract more supporters to the games. 

This can include under-19 and under-21 games, cheerleader entertainment 

and more televised games. A great concern is the apparent lack of support 

from the local communities from public and private stakeholders, which can 

be seen as low commitment levels and responsibility to support their local 

team. 

 

The majority of the supporters also expressed their concern regarding the 

quality of games that are played. The larger unions contest once, maybe twice 

per year, against the Pumas and the Leopards, but then a second-string team 

are played by the larger unions.  The public are not afforded the opportunity to 

experience the big names in South African rugby, locally. 

 

The value of television exposure for the Leopards and the Pumas is of high 

importance. Unfortunately, only some games during the rugby season are 
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televised. From the whole research project, it can be deduced that sufficient 

marketing practices cannot be implemented because of insufficient funds and 

marketing within the entire region is impossible due to travelling distances. 

However, nowadays a lot of other cheaper options are available – such as 

various social media platforms, which are available. Furthermore these social 

media channels are also very popular in the markets. It is therefore a concern 

that the management of the smaller unions seemingly haven’t explored the 

potential of the resources. Communication channels should be developed to 

create awareness among the public. 

 

The option to introduce questionnaires directly to supporters turned out to be 

very supportive for obtaining information and a response rate of 100% was 

achieved.  Questionnaires initiated to be returned via e-mail were extremely 

poor and showed low response rates.  

 

A factor of questions measures the underlying same abstract concept. If a 

factor was use, the reliability of these questions must also be measured. For 

the respondents who completed the questionnaires, the questions have still 

the same understanding. If nothing changed to a specific respondent today or 

tomorrow (given nothing has changed), the questions will still remain the 

same. In this questionnaire it was not measured along with an abstract 

concept, so none of the above applies. 

 

The opportunity for the Leopards and Pumas stakeholders lies in considering 

the findings of this study and refining it into further business specific research 

for their own application. The concluding chapter will provide a summary of 

the literature, empirical findings and recommendations. 
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CHAPTER 4 

CONCLUSION AND RECOMMENDATIONS 

 

4.1 INTRODUCTION 

In this chapter the conclusions are presented based on the literature study 

and the empirical study. This is followed by the results; and recommendations 

are made thereafter. This chapter finally identifies areas for future research.  

Its aim is to come to a meaningful conclusion that is based on the information 

that has been gathered during the study, through the interviews and personal 

observations of the crowd attendances at the Leopards and Pumas rugby 

unions’ local matches. Considering these conclusions, recommendations are 

being made in respect of certain improvements in the structures of the unions. 

 

The study focuses on match attendances of two minor unions in South Africa. 

In addition attention has been given to the structures of rugby, describing it 

from a global body to South Africa, to describe the two unions’ current 

position. 

 

This research study was important because the contribution assisted the 

unions to identify and analyse possible aspects to its local limitations. This 

will, eventually, generate greater revenue to use for management purposes.  

This study was also useful as a basis for future market investigations of the 

rugby industry to facilitate and formulate a better business strategy and 

approach towards its unique challenges. 

 

The conclusion of the study discusses findings in the context of the primary 

and secondary objectives. Recommendations are made accordingly to 

various stakeholders as part of the development and growth in respect of the 

sustainability of supporter attendances. An evaluation of the study is done to 

establish to what extent the primary objective has been reached and how 

successful the study has been in making a contribution to stakeholder 

activities. 
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4.2 MAIN FINDINGS FROM THE STUDY 

The primary objective of this study was to analyse the supporter rugby match 

attendances of two minor unions in South Africa. There has been a concern 

about the availability of the literature and previous empirical studies, because 

of the lack of information regarding rugby match attendances. As the study 

progresses through personal observations, individual interviews with 

stakeholders, questionnaire participation and data analysis, it becomes 

apparent that numerous universal problems exist. 

 

This research study was important because the contribution will aid these two 

unions to identify and analyse possible aspects of its local limitations. This 

will, eventually, generate greater revenue to use for management purposes.  

This study was also useful as a basis for future market investigations of the 

rugby industry to facilitate and formulate a better business strategy and 

approach towards its unique challenges. 

 

The approach from a literature perspective is to position these two unions in 

the greater scope of South African rugby. It starts with an explanation of the 

current structures of the International Rugby Board (IRB), SANZAR, the 

Department of Sport and Recreation in South Africa (SRSA) and the South 

African Rugby Union (SARU). The different annual rugby competitions in 

South Africa are discussed and the Leopards and Pumas rugby unions are 

positioned under the current SARU structure.  

 

A detailed explanation is provided regarding the supporters that attend the 

matches, the key success factors and dimensions of match attendances and 

the business of sport. Industry challenges and threats to the sustainability of 

match attendances are very important for the management of the unions and 

the stakeholders involved. 

 

The main conclusions during the study have been the failure to attract 

supporters to the Leopards and the Pumas local matches. The supporters list 

various reasons for poor supporter attendances namely:  

 a lack of marketing,  



 82

 no entertainment,  

 the quality of the teams that are competing, and 

 the time-slots in which the matches take place.   

 

These were supporters’ greatest concerns. The failure to deal with issues 

such as poor human and financial resources in an industry with such 

enormous potential and high economical value indicates a lack of stakeholder 

coordination, involvement and commitment. Weak supportive frameworks 

from superior bodies and a shortage of information rendered to the community 

are reasons for concern. The union must involve the community in order to 

establish their needs to make the matches worth attending. 

 

The motivation for the two unions, currently, is their loyal supporter base and 

the fact that there are still supporters that attend the unions’ games. Both 

unions are competing annually in a subordinate division of rugby tournaments 

in South Africa. Therefore, positive results also motivate and encourage 

players to perform better and supporters to attend matches (the attendance 

capacity of the stadiums has to increase drastically for the unions to generate 

greater revenue, which will ensure their survival). 

 

The Leopards will always be involved in the creation of opportunities for 

student rugby players to play provincial rugby. This interaction with the North-

West University is extremely important and a significant tool to attract 

students to matches. Although there is a huge difference in the quality of 

student rugby players and provincial rugby players, a number of players 

manage to improve adequately. With a new base in Nelspruit, the Pumas 

have the opportunity to prove to the community that they can produce quality 

results which will attract more attendances to their local matches. 

Unfortunately both unions, as previously mentioned, are playing in a 

subordinate division competition. It is, accordingly extremely difficult to attract 

more supporters unless some of the five test unions do visit Potchefstroom or 

Nelspruit.  
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4.3 RECOMMENDATIONS 

The conclusions in the previous section proved that there are certain problem 

areas and issues to address. Rugby in South Africa is represented by SARU 

and has to obtain and make resources available to the minor unions. This will 

equip the minor unions to appoint educated and experienced professionals 

with the responsibility of developing strategies for the future so that these 

unions can achieve its goals and objectives. 

 

Necessary assessments have to be concluded and a panel of professionals 

has to be assigned with the responsibility of initiating growth, development, 

management, and the facilitation of communication among all union 

management and administrators in South African rugby. This process has to 

commence at the minor unions, where existing processes and procedures 

harmonise the strategy. From here it can expand and be distributed to the 

major unions and SARU.  

 

A stakeholder requirements analysis must be performed to ensure 

stakeholder commitment and participation, and to be excluded from the 

decision-making process. The two unions in the study should develop in 

conjunction with the six other minor unions. These minor unions must reach 

an agreement to rise against the superior unions and SARU as allies, 

enabling them to share in the same benefits resulting from decisions being 

made in respect of rugby in South Africa. Facilitating and establishing 

effective communication with stakeholders entail public relations and 

marketing specialists. This will increase the image of the two unions, 

improving coordination abilities and formalising the industry.  

 

The Leopards from North-West and the Pumas from Mpumalanga, cover a 

wide region with enormous junior potential. Certain schools in these regions 

produce excellent junior players. The unions must invest in these talents from 

a young age. These local junior players want to represent their union at all 

levels possible. However, their talent is lost to some of the superior unions if 

these specific two unions do not commit towards creating playing 

opportunities for them.  
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One way to improve supporter attendances is by increasing the perceived 

value of the incentives offered. The Leopards union must adhere to more 

marketing and public relation strategies in the surrounding towns to attract 

more supporters. The more beneficial a rugby match is for supporters, the 

easier it is to attract them to attend matches more frequently.   Practically, this 

is achieved by adding valued services such as promotions and competitions 

during the program. Analysing the different age groups and attending to their 

requirements, is another means of improving match attendances. Scholars 

and young adults are very interested in promotions and competitions involving 

active participating on the field with high rewards.  The older generation 

prefers to be involved in ticket scratch competitions and other similar 

promotions. Unions must ensure accommodation of all age groups at the 

matches.   

 

Both unions must have an engaging attitude and should liaise with the 

community. Players must be introduced at various schools in the region to 

build awareness amongst the children and involvement in community projects 

can lead to positive marketing for the players and the union (communities 

want to be associated with a team that reaches out to them and focuses on 

charitable events). This will lead to positive interaction and relationship 

building between stakeholders which will reflect in the supporter attendances 

at the end of the day. It is today a recognised belief as a community asset. 

Players must socialise and be more involved within the community.  

 

Supporter attendances have to be used as a platform for developing an 

agenda for each union. This should include top priority issues as identified by 

the unions and by the study. Funding is currently of great concern and is to a 

large extent the factor that establishes the success and the continued 

existence of the two unions. In order to produce constant funding for the 

unions through the private sector, the growth of networks through a business 

orientated approach is of the highest priority.  

 

The media has an enormous role to play in promoting the two unions with the 

aim to attract private sector interest and more sponsorship. Local radio 
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stations within the regions have to be approached in respect of sponsorships 

and marketing during the rugby season. Local newspapers, social media, 

short message system (sms) notification, player interaction and roadside 

posters are extremely important and should be utilised as an education and 

communication medium. 

 

4.4 STUDY EVALUATION 

The primary objective of the study has been to analyse the rugby match 

attendances of selected minor unions in South Africa. Industry stakeholders 

will be able to examine the study with interest and find information relevant for 

their purposes. This covers information on socio-economic stages, supporter 

preferences and union activity as well as what is expected of the industry 

stakeholders to remain sustainable and to develop to its true potential. 

 

In terms of the secondary objectives the study has been able to identify the 

rugby supporter profile and preferences through questionnaires, which 

determined the decision to attend games or not.  The information is subject to 

the sample. Further deductions from this information indicate that the 

Leopards and Pumas encounter daily problems and challenges and their 

approach towards it. Other outcomes of the study produce valuable 

information for supporters, communities and the management of the unions.   

The research provides an opportunity to assess the future of the game at 

minor unions and to make important recommendations. 

 

Limitations regarding the literature were minimised by accessing small 

sections of important information from a variety of sources. The population 

sample has also been a limitation, but personal contact with supporters and 

stakeholders by the researcher added value to the study. Constraints such as 

time and resources limit information about the private sector involved and are 

perceived as a shortcoming in the study.  

 

4.5 FUTURE RESEARCH 

Various opportunities for research exist and it will make a significant 

contribution to the minor unions in South Africa. A comprehensive analysis of 
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industry stakeholders can be an extensive field of study in the future. Such a 

study has to be done from the perspective of how rugby can positively 

influence a community. Such a study will serve as a basis for a detailed 

population study using questionnaires to obtain information and requirements 

from various stakeholders. The need for further research should be promoted 

among stakeholders and continued without delay.  

 

The scope and involvement of the study has been limited to time and regions 

and therefore such a study have to be expanded to a national study. All 

stakeholders have to co-operate to search for creative solutions for their 

problems. This can be achieved by further research or brainstorming of ideas.  

 

The position of minor unions in the rural areas must be addressed. The game 

of rugby has progressed but these unions stayed behind – stagnant in 

position and time.  It has to be investigated through involvement of industry 

experts and business specialists with experience in this field. 

 

4.6 CONCLUSION 

In this study the theory of supporter attendance at two small rugby unions 

were researched with the aim to determine why the supporters of these two 

unions do not attend the home games anymore. 

 

Chapter One explained the purpose of the research study and emphasised 

the importance and objectives. Primary and secondary objectives were 

recorded to establish the result of this particular study. The chapter also 

offered a clarification to be followed in the next chapters. 

 

Chapter Two was constructed on an overview through an appropriate 

literature study of the various international and national levels in rugby, 

governing bodies in South Africa which regulate rugby, supporter 

attendances, business in sport and sport dimensions. 
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Chapter Three covered the research methodology, statistical analysis and the 

discussion of the empirical results. A comprehensive data analysis was done 

in the form of data validation to show the importance of data findings. 

 

Chapter 4, the final chapter, identified conclusions, offered recommendations 

and has recognised certain areas for future research.  

 

The contribution of this study is significant if properly done and can be 

summarised in the spectator’s approach towards attending matches, and the 

options available to management of the unions, to improve supporter figures 

at local matches. The study produces results for application to the 

stakeholders and provides strategic assistance to support the unions’ 

potential with the aid of the community and various stakeholders. 

 

The enormous rugby industry and implausible environment in South Africa 

made this study difficult. Consultants and stakeholders have to be more 

directly involved before the continuance of a further study in this field. Any 

research related to this study topic requires careful planning and execution as 

industry information is scarce and not freely accessible. Pilot studies have to 

precede further studies to ensure that the right questions are asked and 

appropriate answers found. 
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ANNEXURE 1: QUESTIONNAIRE – LEOPARDS 

 
 
     Potchefstroom Business School 
 
    Prof R Lotriet 

    Study Leader 

    Tel (018) 299 1415 

    Fax  (018) 299 1416 

    Email Ronnie.lotriet@nwu.ac.za 

 

    Paul Heyns 

    Cell 083 376 3426 

WHOM IT MAY CONCERN    Email supapaul@gmail.com 

 

Rugby Questionnaire for the Leopards Rugby Union 

 

The purpose of this questionnaire is to obtain information with regards to the Leopards Rugby Union 

which is reflective of the stakeholder analysis at the unions. 

 

You have been selected because you fit the description of the population of the survey.  The 

questionnaire will be completed anonymously to respect your privacy. Results of the study can be 

obtained if requested. 

 

I’m currently a 3rd year MBA student at the Potchefstroom Business School and this study I undertook 

because of my passion for South African rugby. The results will show the challenges that the Leopards 

are experiencing on a daily basis.  

    

Your kind assistance is requested in completing this questionnaire. 

Yours truly, 

 

PAUL HEYNS 
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QUESTIONNAIRE ON RUGBY 

PLEASE BE SO KIND AS TO COMPLETE THE QUESTIONS BELOW 

 

SECTION A 

DEMOGRAPHICS 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

A1.1 Age in years  

Scholar 18 – 25 26 – 35 36 – 50 51 + 

1 2 3 4 5 

 

A1.2   Gender 

Male Female 

1 2 

 

A1.3 Ethnicity 

White Black Coloured Asian Indian 

1 2 3 4 5 

 

A1.4 Income Segment 

Not Working/Not 

in labourforce 

Less than 

R100k 

R100k - 

R250k 

R250k – 

R500k 

R500k – 

R1m 

More than 

R1m 

1 2 3 4 5 6 

 

A1.5 Industry 

Arts & Crafts 1 Education 2 Health Care 3 IT  4 

Banking 5 Legal 6 Property 7 Insurance 8 

Construction 9 Financial 10 Technical 11 Safety & Security 12 

Professional  13 Scholar/Student 14 Other (Specify) :                                     15 

 

A1.6 Highest level of Education 

Less than 

Matric 

Matric Post School 

Certificate 

Diploma University 

Graduate 

Other 

___________

1 2 3 4 5 6 

 

 

 

 



 96

A1.7 Town of Residence 

Potchefstroom Rustenburg Klerksdorp Fochville Parys Other 

___________

1 2 3 4 5 6 

 

A1.8 Favourite provincial team in SA 

Blue 

Bulls 

Leopards Lions Cheetahs Sharks Western 

Province

Griquas Other 

_________

1 2 3 4 5 6 7 8 

 

A1.9 Do you know any of the players that are playing? 

Yes No 

1 2 

 

A1.10 Which sports do you regularly watch on television? 

Rugby Cricket Golf Soccer Tennis Athletics Other 

__________

1 2 3 4 5 6 7 

 

A1.11 Will you attend rugby matches if there is sport on television? 

Yes No 

1 2 

 

 

SECTION B 

ATTENDING MATCHES 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

1 = Never                               2 = Almost Never                         3 = Average 

4 = Almost Always               5 = Always                                    6 = Undecided / Don’t know 

 

B.1 Do you attend all the home games of the Leopards? 1 2 3 4 5 6

B.2 Do you attend the home games of the Leopards when they 

are playing the Blue Bulls, Western Province, Lions, 

Sharks or Cheetahs? 

1 2 3 4 5 6

B.3 Will you attend matches if there are pre-match activities 

such as entertainment and junior games being held? 

1 2 3 4 5 6
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B.4 Do you recommend a big screen television at Olën Park? 1 2 3 4 5 6

B.5 Are you happy with the ticket prices? 1 2 3 4 5 6

B.6 Do you see marketing of the Leopard games in your town? 1 2 3 4 5 6

 

B.7 Who do you usually attend the games with? 

Alone Friends Corporate 

Clients 

Family Other 

______________

1 2 3 4 5 

 

B.8 How far do you have to travel to the stadium? 

 

 

 

B.9 Which of the following would make you arrive at the stadium earlier? 

Drinks Food Lower 

Prices 

u/19 + u/21 

Pre-Matches 

Big screen 

entertainment

U/7 

Pre-Matches 

Dancing

1 2 3 4 5 6 7 

 

Other: ____________________________________________________________________ 

 

B.10 How long before kick-off do you usually arrive at the stadium? 

Just before kick-off 10-30 minutes 30-60 minutes Longer than 1 hour 

1 2 3 3 

 

 

SECTION C 

STAKEHOLDERS 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

C.1 What is your involvement with the union? 

Supporter Season ticket 

holder 

Sponsor Member of 

the Union 

Coach Management 

1 2 3 4 5 6 

 

Other: ____________________________________________________________________ 
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C.2 When will be the best suited time according to you for the matches to be 

played? 

Friday evenings Saturday afternoons 

1 2 

 

Other: ____________________________________________________________________ 

 

 

C.3 Would you consider yourself as a loyal Leopard supporter? 

Yes No 

1 2 

 

Briefly Motivate:  ___________________________________________________________ 

 

C.4 What made you start attending the Leopards games? Choose the best 3 

options. 

Union is 

successful 

1 Parental 

influence 

2 Love for the 

game 

3 Watch the 

opposition 

4

To see star 

players 

5 Good stadium 

facilities 

6 It’s my 

supporting team 

7 Nothing on 

television 

8

Free time 

available 

9 Family/friends 

brought me with 

10

  

Other: ____________________________________________________________________ 

 

C.5 According to you which should be the best methods to promote the Leopards 

matches? Choose the best 3 options. 

Sms 1 Posters 2 Player interaction 3 Newspapers 4 

Facebook/Twitter 5 Word of mouth 6 Email 7 Television 8 

 

Other: ____________________________________________________________________ 

 

C.6 Why do you prefer rugby as a sporting code? 

You played rugby 1 Performance on 

competition level 

2 Popularity of rugby 3 

Your love and 

passion for rugby 

4 Speed of game 5 Family/friend is 

involved with rugby 

6 

 

Other: ____________________________________________________________________ 
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C.7 If you do not attend a rugby match, what do you prefer doing instead? 

Gym 1 Movies 2 Other sports (Golf, 

Tennis etc) 

3 

Social 

activities 

4 Watch other rugby matches on 

television 

5 
 

Hunting 6 

 

Other: ____________________________________________________________________ 

 

C.8 What negative activities will keep you from not attending a match? 

Fighting Abuse Throwing of objects Alcohol related incidents No parking 

1 2 3 4 5 

 

Other: ____________________________________________________________________ 

 

C.9 Do you regularly visit rugby websites? If so, which ones and why? 

Yes No 

1 2 

 

Explain briefly:  

__________________________________________________________________________

__________________________________________________________________________ 

 

SECTION D 

CONCLUSION 

 

D.1 What according to you is the biggest shortcomings why people are not 

attending the Leopards home matches? 

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________ 

____________________________________________________________________

____________________________________________________________________ 

 

D.2 Do you have any recommendations to improve the Leopards situation? 

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________ 

THANK YOU 
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ANNEXURE 2: QUESTIONNAIRE – PUMAS 

 
 
     Potchefstroom Business School 
 
    Prof R Lotriet 

    Study Leader 

    Tel (018) 299 1415 

    Fax  (018) 299 1416 

    Email Ronnie.lotriet@nwu.ac.za 

 

    Paul Heyns 

    Cell 083 376 3426 

WHOM IT MAY CONCERN    Email supapaul@gmail.com 

 

Rugby Questionnaire for the Pumas Rugby Union 

 

The purpose of this questionnaire is to obtain information with regards to the Pumas Rugby Union which 

is reflective of the stakeholder analysis at the unions. 

 

You have been selected because you fit the description of the population of the survey.  The 

questionnaire will be completed anonymously to respect your privacy. Results of the study can be 

obtained if requested. 

 

I’m currently a 3rd year MBA student at the Potchefstroom Business School and this study I undertook 

because of my passion for South African rugby. The results will show the challenges that the Pumas are 

experiencing on a daily basis.  

    

Your kind assistance is requested in completing this questionnaire. 

Yours truly, 

 

PAUL HEYNS 
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QUESTIONNAIRE ON RUGBY 

PLEASE BE SO KIND AS TO COMPLETE THE QUESTIONS BELOW 

 

SECTION A 

DEMOGRAPHICS 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

A1.1 Age in years  

Scholar 18 – 25 26 – 35 36 – 50 51 + 

1 2 3 4 5 

 

A1.2   Gender 

Male Female 

1 2 

 

A1.3 Ethnicity 

White Black Coloured Asian Indian 

1 2 3 4 5 

 

A1.4 Income Segment 

Not Working/Not 

in labour force 

Less than 

R100k 

R100k - 

R250k 

R250k – 

R500k 

R500k – 

R1m 

More than 

R1m 

1 2 3 4 5 6 

 

A1.5 Industry 

Arts & Crafts 1 Education 2 Health Care 3 IT  4 

Banking 5 Legal 6 Property 7 Insurance 8 

Construction 9 Financial 10 Technical 11 Safety & Security 12 

Professional  13 Scholar/Student 14 Other (Specify) :                                     15 

 

A1.6 Highest level of Education 

Less than 

Matric 

Matric Post School 

Certificate 

Diploma University 

Graduate 

Other 

___________

1 2 3 4 5 6 
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A1.7 Town of Residence 

Witbank Nelspruit Middelburg Witrivier Ermelo Other 

___________

1 2 3 4 5 6 

 

A1.8 Favourite provincial team in SA 

Blue 

Bulls 

Pumas Lions Cheetahs Sharks Western 

Province

Griquas Other 

_________

1 2 3 4 5 6 7 8 

 

A1.9 Do you know any of the players that are playing? 

Yes No 

1 2 

 

A1.10 Which sporst do you regularly watch on television? 

Rugby Cricket Golf Soccer Tennis Athletics Other 

__________

1 2 3 4 5 6 7 

 

A1.11 Will you attend rugby matches if there is sport on television? 

Yes No 

1 2 

 

 

SECTION B 

ATTENDING MATCHES 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

1 = Never                               2 = Almost Never                         3 = Average 

4 = Almost Always               5 = Always                                    6 = Undecided / Don’t know 

 

B.1 Do you attend all the home games of the Pumas? 1 2 3 4 5 6

B.2 Do you attend the home games of the Pumas when they 

are playing the Blue Bulls, Western Province, Lions, 

Sharks or Cheetahs? 

1 2 3 4 5 6

B.3 Will you attend matches if there are pre-match activities 

such as entertainment and junior games being held? 

1 2 3 4 5 6
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B.4 Do you recommend a big screen television at Mbombela 

Stadium? 

1 2 3 4 5 6

B.5 Are you happy with the ticket prices? 1 2 3 4 5 6

B.6 Do you see marketing of the Pumas games in your town? 1 2 3 4 5 6

 

B.7 Who do you usually attend the games with? 

Alone Friends Corporate 

Clients 

Family Other 

______________

1 2 3 4 5 

 

B.8 How far do you have to travel to the stadium? 

 

 

 

B.9 Which of the following would make you arrive at the stadium earlier? 

Drinks Food Lower 

Prices 

u/19 + u/21 

Pre-Matches 

Big screen 

entertainment

U/7 

Pre-Matches 

Dancing

1 2 3 4 5 6 7 

 

Other: ____________________________________________________________________ 

 

B.10 How long before kick-off do you usually arrive at the stadium? 

Just before kick-off 10-30 minutes 30-60 minutes Longer than 1 hour 

1 2 3 3 

 

 

SECTION C 

STAKEHOLDERS 

Mark the description most appropriate to your situation with an X 

More than one answer per question may be chosen. 

 

C.1 What is your involvement with the union? 

Supporter Season ticket 

holder 

Sponsor Member of 

the Union 

Coach Management 

1 2 3 4 5 6 

 

Other: ____________________________________________________________________ 
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C.2 When will be the best suited time according to you for the matches to be 

played? 

Friday evenings Saturday afternoons 

1 2 

 

Other: ____________________________________________________________________ 

 

 

C.3 Would you consider yourself as a loyal Puma supporter? 

Yes No 

1 2 

 

Briefly Motivate:  ___________________________________________________________ 

 

C.4 What made you start attending the Pumas games? Choose the best 3 options. 

Union is 

successful 

1 Parental 

influence 

2 Love for the 

game 

3 Watch the 

opposition 

4

To see star 

players 

5 Good stadium 

facilities 

6 It’s my 

supporting team 

7 Nothing on 

television 

8

Free time 

available 

9 Family/friends 

brought me with 

10

  

Other: ____________________________________________________________________ 

 

C.5 According to you which should be the best methods to promote the Pumas 

matches? Choose the best 3 options. 

Sms 1 Posters 2 Player interaction 3 Newspapers 4 

Facebook/Twitter 5 Word of mouth 6 Email 7 Television 8 

 

Other: ____________________________________________________________________ 

 

C.6 Why do you prefer rugby as a sporting code? 

You played rugby 1 Performance on 

competition level 

2 Popularity of rugby 3 

Your love and 

passion for rugby 

4 Speed of game 5 Family/friend is 

involved with rugby 

6 

 

Other: ____________________________________________________________________ 
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C.7 If you do not attend a rugby match, what do you prefer doing instead? 

Gym 1 Movies 2 Other sports (Golf, 

Tennis etc) 

3 

Social 

activities 

4 Watch other rugby matches on 

television 

5 
 

Hunting 6 

 

Other: ____________________________________________________________________ 

 

C.8 What negative activities will keep you from not attending a match? 

Fighting Abuse Throwing of objects Alcohol related incidents No parking 

1 2 3 4 5 

 

Other: ____________________________________________________________________ 

 

C.9 Do you regularly visit rugby websites? If so, which ones and why? 

Yes No 

1 2 

 

Explain briefly:  

__________________________________________________________________________

__________________________________________________________________________ 

 

SECTION D 

CONCLUSION 

 

D.1 What according to you is the biggest short comings why people are not 

attending the Pumas home matches? 

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________ 

____________________________________________________________________

____________________________________________________________________ 

 

D.2 Do you have any recommendations to improve the Pumas situation? 

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________

____________________________________________________________________ 

 

THANK YOU 
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ANNEXURE 3: EMPIRICAL FINDINGS – LEOPARDS 

  a1n1 a1n2 a1n3 a1n4 a1n5 a1n6 a1n7 a1n8n1 a1n8n2 a1n8n3 a1n8n4 a1n8n5  
N Valid 123 123 123 117 113 124 123 30 18 15 10 23  

Missing 1 1 1 7 11 0 1 94 106 109 114 101  
               

a1n8n6 a1n8n7 a1n8n8 a1n9 a1n10n1 a1n10n2 a1n10n3 a1n10n4 a1n10n5 a1n10n6 a1n10n7 a1n11 b1 b2  
30 1 4 124 108 30 12 13 12 31 5 122 123 123  
94 123 120 0 16 94 112 111 112 93 119 2 1 1  

               

b3 b4 b5 b6 b7n1 b7n2 b7n3 b7n4 b7n5 b8 b9n1 b9n2 b9n3 b9n4  
123 122 118 115 6 92 0 34 2 97 22 11 8 70  

1 2 6 9 118 32 124 90 122 27 102 113 116 54  
               

b9n5 b9n6 b9n7 b10 c1 c2 c3 c4n1 c4n2 c4n3 c4n4 c4n5 c4n6 c4n7  
25 8 13 124 111 123 124 7 15 61 14 18 10 15  
99 116 111 0 13 1 0 117 109 63 110 106 114 109  

               

c4n8 c4n9 c4n10 c5n1 c5n2 c5n3 c5n4 c5n5 c5n6 c5n7 c5n8 c6n1 c6n2 c6n3  
5 17 51 26 71 37 38 36 16 13 53 49 6 17  

119 107 73 98 53 87 86 88 108 111 71 75 118 107  
               

c6n4 c6n5 c6n6 c7n1 c7n2 c7n3 c7n4 c7n5 c7n6 c8n1 c8n2 c8n3 c8n4 c8n5 c9 
55 8 38 31 26 20 44 34 12 37 18 28 41 35 121 

69 116 86 93 98 104 80 90 112 87 106 96 83 89 3 
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ANNEXURE 4: EMPIRICAL FINDINGS – PUMAS 
 

a1n2 a1n3 a1n4 a1n5 a1n6 a1n7 a1n8n1 a1n8n2 a1n8n3 a1n8n4 
80 80 80 79 80 80 25 13 9 7 

0 0 0 1 0 0 55 67 71 73 

a1n8n8 a1n9 a1n10n1 a1n10n2 a1n10n3 a1n10n4 a1n10n5 a1n10n6 a1n10n7 a1n11 
0 80 49 29 17 14 16 12 1 80 

80 0 31 51 63 66 64 68 79 0 

b4 b5 b6 b7n1 b7n2 b7n3 b7n4 b7n5 b8 b9n1 
80 80 80 3 50 9 25 1 71 22 

0 0 0 77 30 71 55 79 9 58 

b9n5 b9n6 b9n7 b10 c1 c2 c3 c4n1 c4n2 c4n3 
16 9 23 79 76 78 78 15 6 37 

64 71 57 1 4 2 2 65 74 43 

c4n7 c4n8 c4n9 c4n10 c5n1 c5n2 c5n3 c5n4 c5n5 c5n6 
12 10 19 31 31 41 19 26 37 13 

68 70 61 49 49 39 61 54 43 67 

c6n2 c6n3 c6n4 c6n5 c6n6 c7n1 c7n2 c7n3 c7n4 c7n5 
5 12 26 8 19 7 20 20 34 22 

75 68 54 72 61 73 60 60 46 58 

c8n3 c8n4 c8n5 c9       
36 33 19 80       
44 47 61 0       
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ANNEXURE 5: CROSS-TABULATION – LEOPARDS 
 
Cross-tabulation for question C.1 vs. C4.10 
 

Crosstab 

  

b7n5 

Total 1 2 
c1_grouped Supporter Count 0 86 86

% within 
c1_grouped 

0.0% 100.0% 100.0%

Other Count 2 23 25

% within 
c1_grouped 

8.0% 92.0% 100.0%

Total Count 2 109 111

% within 
c1_grouped 

1.8% 98.2% 100.0%

      
Chi-Square Tests 

  Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 
Pearson Chi-
Square 

7.006a 1 .008     

Continuity 
Correctionb 

3.214 1 .073     

Likelihood Ratio 6.091 1 .014     

Fisher's Exact 
Test 

      .049 .049

Linear-by-Linear 
Association 

6.943 1 .008     

N of Valid Cases 111         

a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is .45. 

b. Computed only for a 2x2 table 

      
Symmetric Measures   

  Value Approx. Sig.   
Nominal by 
Nominal 

Phi -.251 .008   
Cramer's V .251 .008

  
N of Valid Cases 111     
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ANNEXURE 6: CROSS-TABULATION – PUMAS 
 
 
Cross-tabulation for question C.1 vs. C4.10 
 

Crosstab 

  

b6_recode 

Total 

Never / 
Almost 
Never Average 

Almost 
Always / 
Always 

a1n7_grouped Nelspruit Count 21 8 24 53

% within 
a1n7_grouped 

39.6% 15.1% 45.3% 100.0%

Other Count 16 5 5 26

% within 
a1n7_grouped 

61.5% 19.2% 19.2% 100.0%

Total Count 37 13 29 79

% within 
a1n7_grouped 

46.8% 16.5% 36.7% 100.0%

       
Chi-Square Tests    

  Value df 

Asymp. 
Sig. (2-
sided)    

Pearson Chi-
Square 

5.195a 2 .074

   
Likelihood Ratio 5.500 2 .064

   
Linear-by-Linear 
Association 

4.802 1 .028

   
N of Valid Cases 79     

   
a. 1 cells (16.7%) have expected count less than 5. The minimum 
expected count is 4.28.    
       

Symmetric Measures    

  Value 
Approx. 

Sig.    
Nominal by 
Nominal 

Phi .256 .074    
Cramer's V .256 .074

   
N of Valid Cases 79      
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Cross-tabulation for question A.1.2 vs. C9 
 

Crosstab 

  

c9 

Total 1 2 
a1n2 1 Count 24 26 50

% within a1n2 48.0% 52.0% 100.0%

2 Count 5 25 30

% within a1n2 16.7% 83.3% 100.0%

Total Count 29 51 80

% within a1n2 36.3% 63.8% 100.0%

      
Chi-Square Tests 

  Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 
Pearson Chi-
Square 

7.966a 1 .005     

Continuity 
Correctionb 

6.668 1 .010     

Likelihood Ratio 8.507 1 .004     

Fisher's Exact 
Test 

      .008 .004

Linear-by-Linear 
Association 

7.866 1 .005     

N of Valid Cases 80         

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 10.88. 

b. Computed only for a 2x2 table 

      
Symmetric Measures   

  Value Approx. Sig.   
Nominal by 
Nominal 

Phi .316 .005
  

Cramer's V .316 .005

  
N of Valid Cases 80   
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Cross-tabulation for question C.1 vs. B.7.1 
 

Crosstab 

  

b7n1 

Total Yes No 
c1_grouped Supporter Count 0 58 58

% within 
c1_grouped 

0.0% 100.0% 100.0%

Other Count 2 16 18

% within 
c1_grouped 

11.1% 88.9% 100.0%

Total Count 2 74 76

% within 
c1_grouped 

2.6% 97.4% 100.0%

      
Chi-Square Tests 

  Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 
Pearson Chi-
Square 

6.619a 1 .010     

Continuity 
Correctionb 

2.993 1 .084     

Likelihood Ratio 5.939 1 .015     

Fisher's Exact 
Test 

      .054 .054

Linear-by-Linear 
Association 

6.532 1 .011     

N of Valid Cases 76         

a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is .47. 

b. Computed only for a 2x2 table 

      
Symmetric Measures   

  Value Approx. Sig.   
Nominal by 
Nominal 

Phi -.295 .010   
Cramer's V .295 .010

  
N of Valid Cases 76     
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Cross-tabulation for question C.1 vs. B.7.2 
 

Crosstab 

  

b7n2 

Total Yes No 
c1_grouped Supporter Count 41 17 58

% within 
c1_grouped 

70.7% 29.3% 100.0%

Other Count 6 12 18

% within 
c1_grouped 

33.3% 66.7% 100.0%

Total Count 47 29 76

% within 
c1_grouped 

61.8% 38.2% 100.0%

      
Chi-Square Tests 

  Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 
Pearson Chi-
Square 

8.124a 1 .004     

Continuity 
Correctionb 

6.618 1 .010     

Likelihood Ratio 7.971 1 .005     

Fisher's Exact 
Test 

      .006 .005

Linear-by-Linear 
Association 

8.017 1 .005     

N of Valid Cases 76         

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 6.87. 

b. Computed only for a 2x2 table 

      
Symmetric Measures   

  Value Approx. Sig.   
Nominal by 
Nominal 

Phi .327 .004   
Cramer's V .327 .004

  
N of Valid Cases 76     
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Cross-tabulation for question C.1 vs. B.7.2 
 

Crosstab 

  

b7n3 

Total Yes No 
c1_grouped Supporter Count 1 57 58

% within 
c1_grouped 

1.7% 98.3% 100.0%

Other Count 8 10 18

% within 
c1_grouped 

44.4% 55.6% 100.0%

Total Count 9 67 76

% within 
c1_grouped 

11.8% 88.2% 100.0%

      
Chi-Square Tests 

  Value df 
Asymp. Sig. 

(2-sided) 
Exact Sig. (2-

sided) 
Exact Sig. (1-

sided) 
Pearson Chi-
Square 

24.014a 1 .000     

Continuity 
Correctionb 

20.096 1 .000     

Likelihood Ratio 20.458 1 .000     

Fisher's Exact 
Test 

      .000 .000

Linear-by-Linear 
Association 

23.698 1 .000     

N of Valid Cases 76         

a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is 2.13. 

b. Computed only for a 2x2 table 

      
Symmetric Measures   

  Value Approx. Sig.   
Nominal by 
Nominal 

Phi -.562 .000
  

Cramer's V .562 .000
  

N of Valid Cases 76     
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