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Results
Demographics
In regard to gender, 73.9% of the respondémt856), were male26.1% were

female. The following tables summarize survey results in regard to age, education, and

income level.
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We also asked fans how they were informed of the event and how they obtained
tickets for the event. In regard to the information question, fans had the option of
selecting multiple information sources. Results are displayed in Table 4.
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We alsoqueriedfanswith two questions regarding their enjoyment of the event.
Thefirst simply asked them to rate theinjoyment of the event on a scale of 1 (lowest)
to 7 (highest). The mean response level wasrg859). Nearly half of the respondents
(44.7%) rated the event at 7, and 93.2% rated the event at a 5 or better.

The second question asked fans to name thietihieg about the tournameithis
was an opemnded item, so our research team categorized and then tallied responses
based on those categories. Results regarding the most common categatisplayed
in Table 6
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The research team also reported that while they encouraged to fans to respond to the
specificquestion (i.e., Othe best thing), many respondents indicated their preferred answer
was Oeverything.O
Related consumer intentions

The fansO positive dispositions toward event sponsors have marginal value outside
data describing their future purchase ititams. We provided fans with a list of items and
asked whether they planned to make purchases in these categories within the next year.

Findings are smmarized in Table.7
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Discussion

The demographic profile of the tournamentOs fan base is that it is predominately
male (73.9%)middle aged (63.2% with ages-80), well educated (70.1% with a
college or graduate degree), and reasonably affluent (51.9% with annual incomes of
$100,000 or rare). Many tend to come from nearby areas of town or suburbs.

The responses to questions regarding how fans heard about the event and where
they purchased tickets underscore the importance of event sponsors the tournament.
Sponsors ranked third, behind adisements and media coverage, as the most
commonly cited source of information about the event. Fans also cited sponsors as the
most commonly cited source of tickets for the event.

Fans clearly enjoyed the event with nearly half giving it the highest rating
possible. Such sentiment was also evident when a number of respondents stated that the
best thing about the event was Oeverythidgréview of the responses to both the
guestionof what type of everfans perceive the tournament to be and what was the best
thing about the event point toward the conclusion that fans view the Wichita Open as
much more than just a sporting eveéMare than twice as many fans (41.2% combine)
cited banefits such as hospitality, the social dimension, and networking opportunities as
the best part of the event, as compared with those who identified the sporting aspect of
the event.

The survey results pertaining to purchase intentions are relevant tot@mde
potential corporate partners. While the stated purchase intention rates were all below
50%, they still provide support for the position that the tournamentOs fan base boasts
substantial purchasing power. For example, 25.8% of respondents indnsafgdrtned
to purchase an automobile within the next year. Based orattgadance d30,000that
translates t@,740car purchases by tournament fans in the next year. That figure,
combined with the demographic attractiveness of the fan base, shotrlduterto the

value of partnership agreements with automobile retailers.
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