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Prepared  for:   CU  Environmental  Center  &   Buﬀalo  Sports  Properties  



Prepared  on  April  14,  2014  by:   Jonathan  Casper,  Ph.D.    



Theme/Promotion   Sustainable    Gamedays    -‐  8  total  (4  men  and  4  women)  basketball  games     Promotions  at  each  game  included:   •  Zero  Waste  Videos     •  Zero  Waste  Stations   •  Zero  Waste  “Goalies”   •  BASF  Kitchen  Compost  giveaways  for  ﬁnal  men's  and  women's  games.     Survey  Procedures     •  33  item  survey  created  for  online  collection  with  Qualtrics   •  Survey  link  and  invitation  letter  sent  by  CU  Ticketing  4  days  after  last  Sustainable   Game.  Survey  was  active  for  14  days.     •  Went  out  to  6084  email  addresses  consisting  of:   MBB  season  ticket  holders;  WBB  season  ticket  holders;  People  who  purchased  an   individual  game  ticket  to  the  last  4  MBB  games;  People  who  purchased  an   individual  game  ticket  to  the  last  4  WBB  games   Response  totals  and  response  rate   •  662  responded  (11%  response  rate);  577  “usable”  surveys  (full  completion)  



Respondents   Behaviors   Recall/   Awareness   Fan   Expectations   Branding  



•  Demographics   •  MBB  and  WBB  Attendance   •  CU  Athletics  Aﬃnity     •  At  Home  Environmental  behaviors   •  Environmental  Values   •  •  •  • 



CU  Commitment  to  Sustainability   CU/AD  Environmental  Initiatives   Sustainable  Game  Day  Promotions   Sponsor  Awareness  



•  Importance  of  Environmental  Eﬀorts   •  Behaviors  based  on  Environmental  Eﬀorts   •  Perceptions  as  Environmental  Leaders   •  Enhancement  of  Proﬁle    



Gender  



Income  



(N=577)  



(N=546)  



Female   31%  



$150,000+   33%  



Male     69%  



$75,000  -‐   $150,000   41%  



Age   (N=564)  



300  



Mean  Age  =  48  Years    



200   100  



Less  than   $75K   26%  



179  



211  



174  



0   18-‐39  years    



40  -‐  59  years  



60+  years  



These  ﬁgures  most  closely  match  CU  MBB  fans  (Turnkey  Intelligence  data)      



450   400   350  



Men's  BB  Average  =  11  Games   Women’s    BB  Average  =  3  Games    



Fan  Type  



 



12%  



300  



45%  



250   150  



0  



148   32   0  Games  



60   1-‐2  Games   Mens  BB  



80  



51  



3-‐7  Games   Womens  BB  



Alumnus   Neither  



296  



100   50  



43%  



405  



200  



Student  



82   8+  Games  



Sample  was  primarily   Men’s  BB  season   ticketholders  and  “low”   WBB  attendees  



CU  Athletics  Fandom  (Fan  ID)*   Low  



Medium  



High   2%   16%  



49%   33%  



(N=577)  



Very  High   *Note.  Based  on  average  of   a  3-‐item  scale    ranging  from   1  to  4.       Items  included:   1)  How  important  is  being   a  fan  to  you?   2)  How  strongly  do  you   rate  yourself  as  a  fan?   3)  How  closely  do  you   follow  CU  athletics?      



Home  Environmental  Behaviors     600   500   400   300   200   100   0  



539  



169   Recycling  



 



200  



Compost   Compost   Food  Waste   Yard  Waste  



38   None  



(N=577)  



Fan  that  indicated  behaviors  increased  based  on  Sustainable  Gamedays*:     8%  Recycling  **   4%  increased  Composting    **  



*Note.    The  surveys  was    administered  one  week  after  promotion   **Note.  Respondents  that  reported  an  increase  did  not  diﬀer  from  sample  demographics,  so  initiatives  that   increase  behavior  change  were  not  demographic-‐speciﬁc  and  reach  all  of  the  population.  



Importance  of  Environmental    Values   4.3   4.2   4.1  



Overall  Mean  *   =  4.07;  SD  =  .83  



4   3.9   3.8   3.7   3.6   3.5  



Protecting  the   environment  



Respecting  the   earth  



Preventing   Pollution  



Unity  with  nature  



Scale:  (-‐1)  Opposed  to  (5)  Very  Important   (N=554)  



*Note.  The   respondents   reported   signiﬁcantly  lower   values  than  a   population  (N=2700)   of  southeastern   football  fans   (Casper,  2014).  This   shows  that  the   respondents  were   not  overwhelming   pro-‐environmental.  



Aware  of  CU's  Commitment  to   Sustainability   Yes  



Aware  of  Sustainable     Gameday  Theme  



No  



Yes  



No  



20%   45%   (N=577)   80%  



55%  



Athletic  Initiative  Awareness   350   300  



320  



250   200  



208  



236  



150   100   50   0  



65   Zero  Waste  Football   Program  



Zero  Waste  Athletics   Program  



LEED  Platinum  BB   Facility  



Zero  C/P/F  Turf  



(N=577)  



88  



102  



Renewable  Energy/Roof   Surplus  Food  Diversion  



Seen  at  Game   350   300  



316  



290  



250   200   150   100   50  



161   100  



0   Kitchen   Compost   Giveaway  



ZW  Videos  



ZW  Stations    



(N=577)  



ZW  Goalies  



Note.  Compost  Giveaway  was   only  at  two  games.  



Sponsor  Recognition       180   160   154  



140   120   100   80  



131  



125  



106   89  



60   40   20   0   BASF  



White  Wave   Eco  Products  



Green   Burt's  Bees*   Solutions*  



*Note.  “Dummy”  sponsors    not  associated  with  CU  Athletics  



(N=577)  



Importance  of  Environmental  Eﬀorts  on  Fandom     45%   40%   38%  



35%   30%   25%  



30%   23%  



20%   15%   10%  



8%  



5%   0%   Not  at  all  



Somewhat  Important    



Important    



Over  70%  stated  that  environmental  eﬀorts  relate   positively  to  their  fandom  of  CU  athletics    



Very  Important    



70%   60%   50%   40%   30%   20%  



34%*  



10%  



73%*  



56%*  



0%   Purchase  Tickets   Not  al  all  



Undertake  Env.  Activities  at  Undertake  Env.  Activities  at   Games   Home   (N=577)   Somewhat  Likely   Likely   Very  Likely  



*  Note.  Percent  of  respondents  that  are  at  least  somewhat  likely  



40%   35%   30%   25%   20%   15%  



Not  at  all  



88%*  



Somewhat   Strongly  



87%*   88%*  



10%  



84%*  



5%  



Strongly  



83%*  



0%   Leaders  in   PAC  12  



Leaders  in   NCAA  



Leaders  in   Sports  



Enhance   Enhance   University   Athletics   Proﬁle     Department   Proﬁle    



*More  than  83%  of  all  fans  felt  at  least  somewhat  strongly  that  CU  was  a   leader  in  Athletic  environmental  eﬀorts  and  they  helped  with   enhancement  of  University  and  Athletic  Department  proﬁle.  



Very   Strongly  



(N=577)  



Ø  Ø  Ø  Ø 



Age   Gender   Income     Attendance  



CU  Fan  ID:   •  Males  had  signiﬁcantly  higher  CU  Fan  ID     •  Those  who  attend  8+  games  have  signiﬁcantly  higher  CU  Fan  ID     Environmental  Values:   •  Females    had  signiﬁcantly  higher  values     •  18-‐39  years  had  signiﬁcantly  lower  values     Environmental  Initiatives  and  the  CU  Brand   •  Females  believed  environmental  initiatives  increased  university  proﬁle   signiﬁcantly  more     •  Females  believed  environmental  initiatives  increased  Athletic   Department  proﬁle  signiﬁcantly  more  than  males     •  60+  signiﬁcantly  lower  in  believing  CU  is  a  leader  in  PAC  12  and  NCAA    



Behavior  Change  (increase  in  recycling  and  composting)  based  on   Sustainable  Gamedays   •  Equal  through  all  categories     Environmental  Initiatives  and  Future  Behavior   •  Females  signiﬁcantly  more  likely  to:   Purchase  tickets     Undertake  environmental  activities  at  events   Undertake  environmental  activities  at  home       Income     •  Equal  for  all  items  (income  not  a  factor)  



Awareness   •  Respondents  that  recognized  the  Sustainable  Gameday  theme  showed   signiﬁcant  correlations  with  awareness  of  athletics  initiatives  and    promotional   activities  at  the  games.  They  also  showed  a  non-‐signiﬁcant  correlation  with  the   “dummy”  sponsors  and  signiﬁcant  with  “oﬃcial”  sponsors.     Ø  So  those  that  knew  about  the  SGD  promotion  were  able  to  distinguish  the   real  (BASF,  Eco,  White  Wave)  versus  fake  (Green  Solutions,  Burt’s  Bees)   sponsors.         •  Those  that  were  aware  of  CU’s  commitment  to  sustainability  showed  signiﬁcant   positive  correlations  with  athletics  initiatives,  promotional  activities  at  the  games,   and  identiﬁcation  of  “oﬃcial”  sponsors.         •  There  was  no  signiﬁcant  relationship  between  awareness  and  CU  Fan   Identiﬁcation  or  Values.     Ø  So  those  that  recognized  environmental  activities  were  not  just  the  strong   fans  or  environmentalists.    



•  Those  that  reported  high  environmental  values     •  Strongly  correlated  with  expectations  for  CU/AD  environmental  actions   •  Strongly  correlated  with  likely  future  behaviors  (buy  tickets,  activities  at   events,  and  at  home)     •  Strongly  correlated  with  leadership/branding   •  Strong  signiﬁcant  correlation  with:   •  Expected  environmental  actions  by  CU/AD  and  likely  future  behavior.     •  Expected  environmental  actions  by  CU/AD  and  leadership/branding   •  Future  Behavior    and  leadership/branding          



Those  that  felt  CU  was  a  leader  in  environmental  activities  were  those  that   most  recognized:   •  Zero  Waste  Football   •  Zero  Waste  Athletics   •  Surplus  Food  Donations     •  Zero  Waste  Stations  at  games   Those  that  felt  CU    Athletics  was  a  leader  in  environmental  activities  were   those  that  most  recognized:   •  Surplus  Food   •  Zero  Waste  Stations  at  games   Those  that  were  likely  to  be  more  environmental  friendly  at  home  were  those   that  most  recognized:   •  Zero  Waste  Athletics   •  Surplus  Food   •  Zero  Waste  Goalies  at  games    



CU  Fan  ID  



-‐.03  



Expectations  of   Environmental   Actions  by  CU/ AD  



.29*   Future   Ticket   Purchase  



*Note.  Signiﬁcant  predictor   (N=525)  



Perceptions  of   Leadership  and   CU  Brand  



.28*   Fan  ID  did  not  matter  for   predicting  future  behavior,  so   those  that  care  about   environmental  actions  may  be   more  likely  to  purchase  tickets   (e.g.,  target  non-‐season   ticketholders).  



CU  Fan  ID  



-‐.04  



Expectations  of   Environmental   Actions  by  CU/ AD  



.47*   Future   Actions   at  Events  



*Note.  Signiﬁcant  predictor   (N=525)  



Perceptions  of   Leadership  and   CU  Brand  



.24*   Respondents  that  had  higher   expectations  of  actions  and  high   perceptions  (to  a  lesser  extent)   will  strongly  be  likely  to   undertake  actions  at  events.  



CU  Fan  ID  



-‐.01  



Expectations  of   Environmental   Actions  by  CU/ AD  



.32*   Future   Actions   at  Home  



*Note.  Signiﬁcant  predictor   (N=525)  



Perceptions  of   Leadership  and   CU  Brand  



.27*   No  matter  the  Fan  ID  the   activities  by  CU  at  athletic  events   and  views  of  CU  as  a  leader  helps   with  environmental  actions  at   home.    



Ø  Tell  your  story  better  -‐  Mixed  recognition  of  events/programs,   but  good  fan  perception  of  green  eﬀorts  (e.g.,  leadership,  role  in   undertaking  environmental  eﬀorts/change).     •  Strategic  communication/marketing  plan  can  focus  on  major   eﬀorts  or  work  to  achieve  a  balance  of  stories,  events,  and/or   digital  opportunities  (e.g.,  get  the  word  out!)     Ø  Sustainability  actions  are  good  for  the  CU  brand  and  drive   sustainable  behavior-‐  Environmental  actions    raise  fan   expectations  and  help  with  perception  of  CU/AD  leadership  and   brand.     Ø  The  data  shows  that  these  are  the  key  to  inﬂuencing  future   behaviors.  KEY  TO  FAN  ENGAGEMENT.    



Room  for  growth  in  Sponsor  Recognition  (connected  to  better   story  telling)  



Ø  •  • 



Might  be  diﬃcult  to  only  use  games  as  major  platform  for  sponsor  related   messaging  because  of  number  of  messages  and  other  activities  going  on   during  any  given  game  day.     Need  to  examine  strategic  ways  to  tie  in  sponsors  to  year  round  fan   engagement  eﬀorts  across  multiple  platforms  (e.g.,  website,  signage,   events).  



Sustainable  Gamedays  was  a  good  initial  step  



Ø  •  •  • 



Behavioral  change  key  to  events  having  an  impact  on  the  community  and   stem  from  areas  above.     Behavioral  change  small,  but  only  one  week  after  event  (most  reported   environmental  actions  at  home  (e.g.,  93%  recycled)  so  the  8%  increase   found  was  very  impactful  and  within  survey  error.     Need  to  understand  how  to  make  the  contact  with  fans  occur  throughout   the  year  and  how  to  encourage  at-‐home  change.  



 



 



 Areas  for  Strategic  Goal  Development     a.  Communication  (good,  but  grow  by   messages  and  channel  development   in  the  future)   b.  Fan  engagement  with  CU  athletics   (satisfactory,  but  opportunity  is  there   as  fans  are  receptive  to  the   messages;  Key  areas  include  non-‐ game  engagement,  online/oﬄine   engagement,  and  messaging)   c.  Sponsors  engagement  with  fans   (satisfactory,  but  opportunity  is  there   as  fans  are  receptive  to  the   messages;  Key  areas  include  non-‐ game  engagement,  online/oﬄine   engagement  and,  messaging).  



  Strategic  Next  Steps       a.  Develop  strategic  plan  around   the  points  above  within  the   “marketing”  part  of  the   environmental  strategy  (as   opposed  to  maintenance  and   building  issues  in  the  strategy).   More  for  this,  but  need  to  see   what  they  already  do  to  move   forward.   b.  Discuss  ﬁndings  with  partners   and  work  to  continue  to  align   goals  and  objectives  between   sponsors  and  CU  athletics  



¡  CU  Athletics  Environmental  Activities  and  



2014  Sustainable  Gamedays:  



Ø Were  viewed  as  important  to  CU  fans   Ø Enhanced  the  proﬁle  of  University  and  Athletic  



Department   Ø Encouraged  and  made  fans  more  likely  to   undertake  environmental  activities  at  the  events   and  at  home.     Ø Sponsorship  recognition  high  for  those  aware  of   initiatives  and  promotion  theme.    
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Placer gold was historically mined in Four Mile (Four) Creek, about 19 kilometres north of Likely. Intermittent production from 1921 to 1945 totalled. 22,330 grams gold. The source of the placer gold is most likely the gold vein deposits hosted in qu














[image: alt]





Game Of War Hack No Survey Mac 195 

Game Of War Hack No Survey Mac 195 ... business partners. ... Generator Codesing online games, free TV channel laptop, PC, Mobile, Desktop, Computer etc.














[image: alt]





maicwi Game Of War Android Hacks No Survey 

Apr 16, 2017 - maicwi Game Of War Android Hacks No Survey maicwi Game Of War Hack Free Download. Editorial: Do Not Buy A 2011 Mustang 5.0 - The ...














[image: alt]





Game Of War Gems Generator No Survey 397 

Codes Game Of War Hack Android No Root Video Games Free Game Generator Codes ... Generator Codes Game Of War Gold Generator Android Apps Code ...














[image: alt]





National Survey - Public Policy Center - University of Iowa 

Additionally, the project team brought in Knowledge Networks, a nationally .... Upon receiving the responses, the UI compiled all the expert responses into a single ..... 'social media (Facebook, twitter)' (4.7%) and 'brochures, pamphlets' (5.2%).














[image: alt]





National Survey - Public Policy Center - University of Iowa 

component of the National Driver Safety Education Campaign. ... Additionally, the project team brought in Knowledge Networks, a nationally ..... Respondents were asked to report (to the best of their knowledge) which vehicle safety ... Table 10: Tech


























×
Report 2014 University of Colorado Sustainable Game Days Survey Report ...





Your name




Email




Reason
-Select Reason-
Pornographic
Defamatory
Illegal/Unlawful
Spam
Other Terms Of Service Violation
File a copyright complaint





Description















Close
Save changes















×
Sign In






Email




Password







 Remember Password 
Forgot Password?




Sign In



















Information

	About Us
	Privacy Policy
	Terms and Service
	Copyright
	Contact Us





Follow us

	

 Facebook


	

 Twitter


	

 Google Plus







Newsletter























Copyright © 2024 P.PDFKUL.COM. All rights reserved.
















