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Abstract  

 

 Corporate social responsibility (CSR) has become increasingly prevalent in the 

sport industry. Indeed, sport organizations have been launching various CSR initiatives 

because, presumably, they create value for their stakeholders. Nevertheless, little research 

has been done to attempt to better comprehend the benefits of CSR on sport 

organizations’ stakeholders, particularly concerning fan engagement. The research 

question on which this study is based is: what is the effect of CSR on fan engagement 

behavior among a sample of fans of a professional soccer club? To address this query and 

understand the CSR/fan engagement relationship, the following research hypotheses are 

examined: 1) when a soccer club adopts CSR, it creates a significant difference in the 

overall fan engagement behavior in terms of intention or any of its attributes (sport 

consumption, experience sharing, fan involvement, and match attendance); 2) there is a 

relationship between CSR and non-transactional fan engagement behavior intention or 

any of its non-transactional attributes (sport consumption, experience sharing and fan 

involvement); and 3) there is an association between CSR and the probability of the 

highest transactional fan engagement intention (match attendance).  

The first statistical method used in this study is the Mann-Whitney test used in 

order to uncover the significant differences by comparing the probability of the 

dependent variable distributional change when exposed to an independent variable in two 

different samples. The independent variable is the CSR which is the summation of its 

three bottom-line variables (social, economic and environmental). The dependent 
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variable embodies a non-transactional fan engagement index or any of its attributes (sport 

consumption, experience sharing and fan involvement), and transactional connection 

represented by match attendance. The second statistical method used is linear regression 

which examines the relationship between non-transactional fan engagement or its 

attributes and CSR. Finally, the third method applied is ordinal regression in relation to 

the ordinal variable (transactional fan engagement) to support the association between 

CSR and the probability of being a season ticket holder.  

The target population of this study is the fans of a professional soccer club in 

Major League Soccer (MLS): The Montreal Impact. A random independent sample 

(control group N1=920) of ticket buyers receiving a control survey is compared to 

another independent sample (study group N2=920) of ticket buyers receiving the same 

survey with the exception of including a section containing CSR questions.  

The result of this study resolved that significant differences neither materialized 

on the overall nor on the non-transactional and transactional fan engagement. 

Nevertheless, the regression analysis attested the existence of positive association 

between CSR and non-transactional fan engagement, all its attributes (sport consumption, 

experience sharing and fan involvement) and transactional engagement. Essentially, on 

one hand, the absence of significant difference variation into non-transactional fan 

engagement is better explained by the fact that fan engagement is multifactorial construct 

that cannot be explained by one motivator such as CSR. In fact, fan engagement is 

individually and collectively perceived by fans and taken into account during the 

engagement decision-making process. Likewise, the non-significant change into the 

transactional characteristic is more rationalized through the causations nexus as well as 
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economic and personal restraints. On the other hand, the regression’s positive association 

proves that when sport consumers are CSR stakeholders concurrently, they converge 

toward a synergy concerning the decision-making process permitting an enhancement of 

their engagement. Undeniably, fan engagement appears to be a process which is partially 

rationalized and reshaped by CSR which formats the social setting in which fans support 

and cooperate with their team.   
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Chapter 1  

Introduction 

 
 

Sport in general and professional soccer in particular “has the potential to transform 

how we view and practice sustainability” (Francis, Norris, & Brinkmann, 2016, p. 396). 

The power of professional soccer to influence sustainability relies on the fact that it is 

already a driver of a collection of ideas and beliefs that permeate and influence individual 

attitudes. However, sport organizations and soccer clubs in particular are not aware of the 

sustainability potential as influencer and, as a result, miss the opportunity to harness it. 

Academicians have long attempted to assess the effects of implementing CSR on, for 

instance, organizational perceptions (Brown & Dacin, 1997; Sen & Bhattacharya, 2001), 

brand image, purchase behavior (Becker-Olsen, Cudmore, & Hill, 2006; Luo & 

Bhattacharya, 2006), development of sport and social skills as well as improvement of 

community cohesion (Breitbarth & Harris, 2008). Unfortunately, in practice, 

sustainability has been used in a way that is restricted. Sport organizations perceive CSR, 

merely, as an internal management process and little has been done to better comprehend 

the benefits of CSR on sport organizations’ stakeholders, particularly the fans and their 

engagement process. Sport sustainability should go beyond its conventional application 

and expand to reach fans as stakeholders and be used as one of the drivers for fan 

engagement. Sport management scholars and sport team executives have been assessing 

the relationship between fans and their favored team from various perspectives. They 

have found that fan engagement is typically expressed through its transactional behavior 
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(purchase intentions) and rarely through its non-transactional aspect which includes fans' 

interest to influence their favorite team. 

This study addresses the benefits of CSR for sport organizations’ stakeholders, 

particularly the fans as CSR initiatives may provide a “new value” for sport organizations 

and their fans. Therefore, the purpose of this investigation is to explore the effect and the 

impact of CSR on non-transaction and transactional fan engagement within a sample of 

Montreal Impact fans, a soccer club of the professional Major League Soccer (MLS). 

Hence, validating the role of sustainability as an influencer for fans will stimulate the 

demand-driven part of sustainability and lead to larger and more engaged fan base. 

  

Research Significance and Objectives 

The main query of this research is to examine the effect and eventually the 

relationship between CSR and fan engagement within a sample of a professional soccer 

club’s fans. The results of this study may provide an alternative perspective and new 

insights into the benefits of CSR for professional soccer clubs. It is hypothesized that 

sport CSR is an opportunity-driven concept which not only can assist in achieving better 

corporate strategic direction but also, can play a role as a driver for fan engagement. CSR 

adoption may constitute a viable strategy for soccer clubs, especially in the current 

competitive sport business environment, which allows for intangible capital growth 

(reputation). Finally, the current research results should guide managers in addressing 

CSR solely perspective and communication. The club should involve fans in designing 

and implementing CSR initiatives in hopes to create commitment and engagement. 
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Furthermore, fans should be well informed about CSR initiatives, which in turn will 

facilitate the positive association for a better engagement.  

The research objectives are: 

1. To investigate the effect of CSR on overall fan engagement intention or its 

behavioral attributes (sport consumption, fan involvement, and experience sharing 

or match attendance) within a professional soccer club; 

2. To examine whether a relationship exists between CSR and the engagement of 

non-transactional and transactional fans; 

3. To explore which of the variations in fan engagement behavior attributes (sport 

consumption, fan involvement, and experience sharing or match attendance) are 

explained by the club’s CSR. 

 

Background 

 

Drivers of Engagement Behavior 

In the last decade, sport industry has been trying to understand stakeholders' 

drivers for engagement within sport organizations and also attempted to link fans’ 

motivations to media use. In fact, in the context of media use, Rubin (1983) explains that 

“motivations are understood as the incentives that drive people’s selection of media (as 

cited in Vale & Fernandes, p. 41). For instance, Vale and Fernandes (2017), evidenced 

that sport fans engagement in online relationships with their teams is based on various 

motivations such as “the need for information, empowerment and brand 

love…respectively, while the need for integration and social interaction emerged as 
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important motivations [too]” (p. 37). On the other hand, studies revealed that motives 

related to offline fan engagement are different and they are reflected through 

identification with the team, attachment to the community, sport attachment (Uhlman & 

Trail, 2012; Bodet & Bernache-Assollant, 2011), satisfaction, club image (Beccarini & 

Ferrand, 2006), star attraction (Brandes, Franck, & Nüesch, 2008), ticket price (Lee & 

Kang, 2011), and team performance (Cebula, 2013; Gerber & Terblanche, 2012). 

Nevertheless, these studies did not explain all the drivers behind stakeholders' interest in 

sport organizations such as the potential impact of CSR. Hence, this research attempts to 

identify whether CSR can be a motivating factor capable of driving engagement within 

soccer clubs and whether “soccer with purpose” can be an important influencer in the 

overall fan-club relationship. 

 

Corporate Social Responsibility 

Sport corporate social responsibility (CSR) or sustainability is defined by Green 

and Gold (2007) as “when the needs of today's sport community are met while 

contributing to the improvement of future sport opportunities for all and the improvement 

of the integrity of the natural and social environment on which it depends” (as cited in 

Rydin, Seymour, & Lorimier, 2011, p. 2). A review of the existing CSR literature reveals 

that CSR has become increasingly established in the soccer industry and that the majority 

of works related to CSR benefits suggest a “positive link between social initiatives and 

increased financial performance (Margolis & Walsh, 2001; McGuire, Sundgren, & 

Schneeweis, 1998; Pava & Krausz, 1996; Stanwick & Stanwick, 1998). Along similar 

lines, Walker and Kent (2009) found that CSR in sport can “provide a secondary value 
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[for sport organizations] in the form of predictable patronage intentions and improved 

reputation” (p. 2). Smith and Westerbeek (2007) argued sport CSR has a great impact on 

certain stakeholders as “the nature of sport lends itself to being uniquely positioned to 

influence society in general and communities in particular”. In addition, Chernev and 

Blair (2015) inferred that CSR "could help to influence consumers' perceptions of sports 

organizations' performance” (p. 1412). They based their analysis on the theory that “CSR 

positively affects consumers' perception of product performance and from a sport 

perspective, the notion of product can include both team performance and organizational 

performance” (p. 1412). Hence, for sport organizations, CSR results in an improvement 

in their brand equity which represents one of the aspects of their overall performance. 

Undeniably, sport organizations and mainly soccer clubs have shown a clear attentiveness 

to stakeholders. Walters and Tacon (2010) suggested that “the stakeholders’ concept has 

greater relevance for soccer clubs than for conventional business because of the particular 

features of sports organizations stakeholders [especially fans]” (p. 6). In fact, fans 

represent the [equivalent of] loyal customers in the “business of soccer” (Walters & 

Tacon, 2010, p. 6). Hence, fans are at the core of soccer clubs’ business strategies and 

grasping their engagement and insight is of utmost importance to the success of any sport 

organization. Smith and Langford (2009) argued that CSR perception has been 

stakeholder-related, meaning that different stakeholders have varying interpretations of it 

(as cited in Walters & Tacon, 2010, p. 2). Moreover, fans’ insight of sport CSR might be 

dissimilar from their respective sport organizations perceptions. Indeed, in a study done 

in Australia at Deakin University concerning the Australian sport fans’ attitudes on 

sport's role in CSR, particularly environmental stewardship, it was uncovered that sport 
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fans refuse to see the sport as part of the CSR discourse. For the sport fans, the link 

between sport and CSR was unclear (Sports Environment Alliance, 2015). This latter 

case proves that CSR can be misunderstood by fans and, when this occurs, will not 

trigger the expected benefits. Thus, this flaw concerning the positive impact of CSR on 

sport organizations’ tangible and intangible assets being influenced by the fans’ CSR 

perception supports the objective of the current study to further investigate the 

relationship between CSR and fan engagement within a sample of professional soccer 

club’s fans.   

 

Fan Engagement 

Fan engagement can be defined as “fan’s transactional and non-transactional 

behaviors that are brand-related and directly or indirectly supportive to the brand or brand 

experience” (Huiszoon,2017). Fan engagement has been expressed through an array of 

different behaviors. In the sport industry, studies revealed that, in general, there are two 

types of behavior displayed by engaging fans: 1) fans’ transactional behavior which is a 

money-linked behavior. Indeed, the fans’ transactional behaviors research was on 

investigating “the predictor variables of [sport] customers’ retention [such as] repeat 

purchase and cross-buying in the exchange of money, time and effort for a product 

(Grewal et al., 1998; Rust et al., 2004). 

In the case of this study, transactional fan engagement will be reiterated through 

match attendance. The reason for this choice is based on the fact that this indicator 

captured by the Montreal Impact as one of the important key performance indicators and 

it englobes season tickets, merchandising and food and beverage purchases. 2) Non-



17 

transactional behavior echoed through online and offline connections and most of the 

existing research focuses solely on the transactional side of sport fan-clubs’ relationship 

investigating “the predictor variables of [sport] customers’ retention [such as] repeat 

purchase and cross-buying in the exchange of money, time and effort for a product” 

(Grewal et al., 1998; Rust et al., 2004). Nevertheless, little consideration has been 

devoted to the conceptualization and the assessment of non-transactional fans 

engagement (Schu et al., 2009; Verhoef et al., 2010). Non-transactional fan engagement 

behavior is mainly reflected by an online and offline engagement. In general, offline 

engagement activities can include singing, chanting, clapping, and cheering for the team 

or a favorite player. In addition to this, Ahearne, Bhattacharya, and Gruen (2005) and 

deRuyter and Wetzels (2000) state that highly engaged offline fans are “likely to develop 

behaviors such as reading information about the team, positive word-of-mouth; displays 

of sport fandom; consumer-to-consumer interactions in fan communities” (as cited in 

Vale & Fernandes, 2017, p. 37). 

Similarly, online fan engagement behaviors involve actions such as online reading 

information and social media browsing, online experience sharing as well as creating 

online and social media content. However, in contrast to offline fan engagement 

behaviors, online fan engagement behaviors have less coverage. Research investigating 

the issue struggles to cluster the behaviors and the motivations associated with social 

media engagement. Attempts were made to use a three-dimensional framework: 

consumption, contribution and creation (Schivinski, Christodoulides, & Dabrowski, 

2016) to structure these latter online behaviors. For example, Muntinga et al. (2011) 

“defined these activities [consumption, contribution and creation] as COBRA 
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(‘Consumers’ Online Brand-Related Activities’), a behavioral construct that ‘provides a 

unifying framework to think about consumer activity pertaining to brand-related content 

on social media platforms’” (as cited in Vale & Fernandes, 2017, p. 40). Thus, we can 

notice that online and offline non-transactional behaviors reflect almost the same patterns 

related to engagement behaviors. Therefore, in the case of this research, I use the three-

dimensional framework to build the activities related to online and offline non-

transactional soccer fan engagement behavior. As such, in order to assess non-

transactional behaviors, I attributed to each category of the framework its respective 

online and offline activities: 

1) Consumption activities: emails from the club, club's newsletter, social media 

(Facebook, Twitter, etc.), Montreal Impact website, MLS website, newspaper/radio/TV, 

word of mouth game highlights, mobile app; 

2) Contribution activities are: I do share all my experiences, I am a passive social 

media consumer, I do not contribute, but I read, I share short video clips on social media, 

I share pictures on social media, I share sport news to my own feed, I talk to my friends 

and my colleagues about the club.; 

3) Creation activities: I contribute to the Montreal Impact social media 

discussions, I vote for Montreal Impact players on the MLS website (Goal of the Week, 

etc.), I make my opinion heard by calling in open lines (radio) or emailing the 

administration, I write about the Montreal Impact (blogs, social media, etc.), I open all 

communication sent by the Montreal Impact and take action if needed, I contact my sales 

representative or use the "Account Manager" to manage my tickets, I make sure to renew 

my Montreal Impact season tickets during the renewal period, I attend the annual 
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Members' events (General Assembly, Meet the Team Event, etc.), I apply to be part of 

the Montreal Impact Members' Council. 

Finally, Yoshida et al. (2014) suggested that fan engagement is not only 

intrinsically motivated (i.e., driven by team identification and positive affect) but also 

extrinsically motivated in light of the visible social setting in which sport consumers 

support and cooperate [i.e., corporate social responsibility] with their favorite sport 

teams. This context makes CSR as an extrinsic driver of fan engagement an excellent 

subject for examination. To comprehend the CSR-engagement relationship, a statistical 

assessment of the relationship between CSR and fan engagement within a sport 

organization is needed.  

 

Research Questions, Hypotheses, and Specific Aims 

The literature review supports the arguments that CSR in sport can provide added 

value for sport organizations and has a positive impact on stakeholders. As far as CSR 

role as an extrinsic driver for fan engagement is concerned, both sport organizations and 

fans’ perceptions might be conflicting. Thereby, the study of CSR from a fan’s 

perspective prompted my interest in examining the effect of CSR activities on fan 

engagement behavior within a professional soccer club. Hence, the research question on 

which this study is based is: what is the effect of CSR on fan engagement behavior 

among a sample of fans of a professional soccer club? To address this query and 

understand the CSR/fan engagement relationship, the following research hypotheses are 

examined: 1) when a club adopts CSR, it creates a significant difference in the overall fan 

engagement intention or on any of its attributes (sport consumption, experience sharing, 



20 

fan involvement and match attendance) when a club adopts CSR. 2) there is a 

relationship between CSR and non-transactional fan engagement intention or any of its 

non-transactional attributes (sport consumption, experience sharing and fan involvement). 

3) there is an association between CSR and the probability of the highest transactional fan 

engagement intention (match attendance).  

For this purpose, I examine the following analysis hypotheses 

1) H0: The distribution scores of non-transactional and transactional fan engagement 

intention is the same across the control group and study group (respectively when 

a club does not adopt CSR and when it does); 

2) H0: The distribution scores of any of the non-transactional and transactional fan 

engagement behavioral attributes (sport consumption, experience sharing, fan 

involvement and match attendance (transactional)) is the same across the control 

group and study group (respectively when a club does not adopt CSR and when it 

does); 

3) H0: There is no positive association between CSR and non-transactional fan 

engagement intention or any of its behavioral attributes;  

4) H0: There is no positive association between CSR and transactional fan 

engagement intention;  

5) H0: There is no association between CSR and the probability of having the higher 

transactional engagement (19-match attendance). 

The articulated hypotheses are tested through specific research aims and associated 

techniques of analysis: 

Aim 1. To explore the difference between the distribution scores of pre and post overall 
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fan engagement intention for the control group and the study group. To measure the 

control group difference minus the study group difference, a Mann-Whitney test analysis 

is called upon to determine whether the difference between the distribution scores of 

these two independent groups is statistically significant; 

Aim 2. To explore the difference between the distribution scores of pre and post non-

transactional fan engagement behavioral attributes (sport consumption, experience 

sharing and fan involvement) for control and study groups. To measure the control group 

difference minus the study group difference, a Mann-Whitney test analysis is called upon 

to determine whether the difference between the distribution scores of these two 

independent groups is statistically significant;  

Aim 3. To explore the difference between the distribution scores of pre and post 

transactional fan engagement intention for the control group and for the study group as 

well. To measure the control group difference minus the experimental group difference, 

the Mann-Whitney U test analysis is called upon to determine if there are differences 

between the two groups on the ordinal dependent variable (match attendance); 

Aim 4. To explore the relationships between CSR and non-transactional fan engagement 

intention or any of its attributes. A linear regression analysis will be used;  

Aim 5: To explore the relationships between CSR and the probability of having high 

transactional fan engagement intention (match attendance). An ordinal logistic regression 

will be used to determine if the independent variable has a “statistically significant 

effect” on the ordinal dependent variable. 
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Chapter 2 

Methods 

 

Research Design 

In this research study, I opt for a nonequivalent control group design (pretest-

posttest design) where a study group is compared to a control group using pretest and 

posttest measures (see Table 1). In comparison to other designs, such as the sole use of a 

post-test, the design of this study is robust. In the posttest only design, researchers ignore 

“the individual differences within the control group and how they may have affected the 

outcome which makes the statistical power weak” (Shuttleworth, 2009). Hence, in the 

case of this study, in order to have a uniform pretest-posttest design as far as the 

dependent variable is concerned and to reflect the true essence of the transactional aspect 

of fan engagement which normally ignores aspects of strength or durability, I disregard 

the loyalty aspect related to match attendance. As such, in the survey’s match attendance 

question, I only keep the following match attendance choices (none, 1 to 3, 4 to 9, 10 to 

18 and 19 games) and eliminate the 3 and 5 year season tickets options from the 

responses which, in reality, do not exist and reflect the fans loyalty intentions. 

Furthermore, in this study, I planned a 'balanced' design. A balanced design 

requires to have the same number of participants in each of the control and study groups. 

In practice and aiming at getting a robust result through balanced groups, I reached a 

plateau of 1028 control group responses and among which 920 answers from the 

transactional question related to match attendance in the control pretest-posttest design. I 
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therefore closed the study group survey when I reached the same number of participants 

as the control group. In order to do this, I only kept 920 responses in the study group to 

match the control group participants who answered the transactional question related to 

match attendance. 

 

Table 1. Mann-Whitney test research design 

Random selection 
of half of the fans 
from club 
database: 

Measurement of the 
dependent variables (Pre-
test) 

Exposure to 
Independent 
variables 

Measurement of the 
dependent variables 
(Post-test) 

Study Group  Study group's sample 
mean on the dependent 
variables (non-
transactional fans’ 
engagement, sport 
consumption, experience 
sharing, fans 
involvement, and match 
attendance (transactional 
fans’ engagement) 

CSR Index Study group's sample 
mean on the dependent 
variables (non-
transactional fans’ 
engagement intention, 
sport consumption 
intention, experience 
sharing intention, fans 
involvement intention, 
and match attendance 
(transactional fans’ 
engagement) 

Control Group Control group's sample 
mean on the dependent 
variables (non-
transactional fans’ 
engagement, sport 
consumption, experience 
sharing, fans’ 
involvement, and match 
attendance (transactional 
fans’ engagement) 

 Control group's sample 
mean on the dependent 
variables (non-
transactional fans’ 
engagement intention, 
sport consumption 
intention, experience 
sharing intention, fans’ 
involvement intention, 
and match attendance 
(transactional fans’ 
engagement) 
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Sampling Method 

The target population of this study is fans of a professional soccer club in the 

Major League Soccer: The Montreal Impact. I randomly selected two groups of 

participants: a control and a study group. The control group participants take a survey, 

assessing their intentions as far as their transactional and non-transactional engagements 

without incorporating any CSR questions. The study group participants take the same 

survey, with the addition of CSR questions in order to assess their intentions as far as 

transactional and non-transactional engagements are concerned. In other words, 

participants in both groups take the survey only once and both are asked the same set of 

questions, except for the study group participants who have additional section of 

questions related to CSR. It is hypothesized that after the study group participants are 

exposed to the CSR questions, their answers to transactional and non-transactional 

engagement might change, highlighting the effect of CSR on engagement attitudes. 

 

Data Collection 

Prior to piloting this study, the Harvard University Human Subjects Committee 

gave its approval for conducting the research surveys. Yet, as the first step before 

collecting the data, I had to do a screening based on the respondents’ consent to 

participate in the study. The consent was compensatory based on Harvard University 

Human Research Protection Program. Hence, all the respondents who did not give their 

consent were discarded from the respondents’ pool.  

The data was coded into the Statistical Package of Social Sciences (SPSS) for 

Windows, version 20. To collect the data for this thesis, I chose two sources of 
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information. The primary source of information is a survey method. The secondary 

source is academic articles, mostly scholarly journals. The survey is conducted as follow: 

the statistical unit of the research study is the Montreal Impact fans. The targeted 

population has the particularity of only being engaged during the soccer season. 

Therefore, the optimum period to conduct the survey is during the 2018 season. For the 

general purpose of this study, I use two online surveys, built through the “Turnkey 

Intelligence Surveyor” platform, which are then sent them to the fans. A random 

independent sample (control group) of ticket buyers from the database receives a control 

survey and is compared to another independent sample (study group) of ticket buyers 

receiving a survey with CSR questions. The database consists of about 67,800 fans. The 

survey is available in both French and English since these two languages are the official 

languages of the province of Quebec, Canada. Respondents have the option of selecting 

their preferred language at the beginning of the survey. All results are compiled in one 

report at the end. As an incentive to participate, participants can enter a draw for one pair 

of tickets for one match.  

 

Variables  

In this survey there are two types of variables: continuous and categorical 

variables. Continuous variables, also called metric variables, are those which change 

through a continuum and they are based on interval/ratio scales of measurement (see 

Table 3). Categorical variable or non-metric variable use ordinal scales of measurement 

and in this case used for one of the dependent variables transactional connection (match 

attendance) (see Table 2). 
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Table 2. Description of the variables used in regression analyses: study group 

  

Table 3. Description of the variables used in Mann-Whitney analyses 

 

Variables Establishment        

 In order to relate the concepts of CSR and fan engagement to the data collected 

(variables), I shift from the concepts’ theoretical definitions to their operational 

definitions which are an empirical translation of the concepts (see Table 4). First, the 

operational definition of fan engagement behavior is the sum of non-transactional and 

transactional fan engagement. Non-transactional fan engagement behavior consists of 

consumption, contribution and creation activities of online and offline as reflected by 

sport consumption, experience sharing and fan involvement. In order to collect the data 

Dependent Variables Level  Scale  Transformation scale (mean) 
Q5.1: Non-transactional fan 
engagement Index / sport 
consumption intention / 
experience sharing intention / 
fan involvement intention 

Ordinal  
variable 

Continuous variable 

Independent Variables Level Scale  Scales of Measurement 

CSR Index  Ordinal  
variable 

Continuous variable 

Dependent Variables Level  Scale Variable Transformation 
Non-transactional fan 
engagement, sport consumption, 
experience sharing, and fan 
involvement  

Ordinal  
variable 

(Control group pretest 
mean - control group 
posttest mean) – (study 
group pretest means - study 
group post-test means) = 
difference attributable to 
CSR (continuous variable) 

Match attendance (transactional 
connections) 

Ordinal  
variable 

(Control group pretest mean - control group 
posttest mean) – (study group pretest means - 
study group post-test means) = difference 
attributable to CSR (ordinal variable) 
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related to the initial and intentional non-transactional fan engagement and its attributes, I 

designed the following survey questions: 1) consumption question: which media do you 

use to acquire information about the Montreal Impact?, consumption intention question: 

If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how 

frequently would you use the following to stay informed about the Montreal Impact?; 2) 

contribution question: please read the following statements and indicate how often you 

share your experiences at a Montreal Impact event?, contribution intention question: If 

the Montreal Impact was to adopt and apply a sustainability/CSR policy, how often 

would you share your experiences at a Montreal Impact event?; 3) creation question: 

please read the following statements and indicate how often you interact with the 

Montreal Impact?, Creation intention: If the Montreal Impact was to adopt and apply a 

sustainability/CSR policy, how frequently would you do the following?  

  Transactional fan engagement is reflected by purchase behaviors and in this case, 

is only narrowed to match attendance. In order to collect the data related to the 

transactional engagement variations, I designed the following survey questions: match 

attendance question: On average, how many Montreal Impact games per season do you 

attend? None, 1 to 3, 4 to 9, 10 to 18 games and 19 games; match attendance intention: If 

the Montreal Impact was to adopt and apply a sustainability/CSR policy, how many home 

games would you plan to attend in 2018? To say that there is a variation in fan 

engagement, we need to have a variation in fan engagement or in any of its attributes. In 

our case, the variations could affect any of the following: fans sport consumption, 

experience sharing, fan involvement, or match attendance. Second, the operational 

definition of CSR is the sum of the triple-bottom line responsibilities: social, economic 
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and environmental. The choice of the responsibilities aspects is based on the principle of 

materiality. As such, I designed the survey questions that only “present information 

relating to material aspects, those that represent the organization’s significant economic, 

environmental and social impacts; or that substantively influence the assessments and 

decisions of stakeholders” (Global Reporting Initiative, 2013, p. 6). For instance, in the 

case of this research I selected the following: a) social index: it has been constituted from 

the combination and standardization of: labor relations, philanthropy, community 

relations, diversity and equity and sourcing and legacy; b) economic index: it has been 

constituted from the combination and standardization of: market presence, indirect 

economic impact; c) environmental index: it has been constituted from the combination 

and standardization of: environment management; compliance.  

 

Table 4. Indices calculation 

Indices 
 

Items per Fan Engagement 
Factors 

Number of 
Factors 

Index 
Calculation 

Non-
transactional fan 
engagement  
 

Sport consumption factor: 9 
Experience sharing factor: 6  
Involvement factor: 9  

 
 

3 

Sum of Mean of each factor 
divided by the number of 
factors (the mean of the 
factors: is the sum of the 
responses divided by the 
number of items).  

Transactional  
fan engagement 

Match attendance factor: 1  1 Mean 

CSR  Social responsibility factor: 5 
Economic responsibility 
factor: 2  
Environment responsibility 
factor: 2 

 
3 

Sum of Mean of each factor 
divided by the number of 
factors (the mean of the 
factors: is the sum of the 
responses divided by the 
number of items). 
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Variables Calculation  

T / Mann-Whitney Test Variables Calculation:  

1) the difference in the control group sample’s mean from the pretest to the posttest 

indicates the change in the value of the dependent variables (non-transactional fan 

engagement index, transactional fan engagement index, sport consumption, 

experience sharing, and fan involvement) that could be expected to occur without 

exposure to the independent variables (CSR index). 

Control group pretest mean - control group posttest mean =  

control group difference in the dependent variables 

2) the difference in the study group's mean from the pretest to the posttest indicates 

the change in the value of the dependent variables (non-transactional fan 

engagement index, transactional fan engagement index, sport consumption, 

experience sharing, and fan involvement) that could be expected to occur with 

exposure to the independent variables (CSR Index). 

Study group pretest mean – study group posttest mean =  

study group difference in the dependent variables 

3) the difference between the change in the study group and the change in the control 

group is the amount of change in the value of the dependent variables (non-

transactional fan engagement index, transactional fan engagement index, sport 

consumption, experience sharing, and fan involvement) that can be attributed 

solely to the influence of the independent variable (CSR). 
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Control group difference on the dependent variables –  

study group difference in the dependent variables =  

difference attributable to the independent variables. 
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Chapter 3 

Results 

 

The method carried out in this thesis is based on quantitative analysis. First, 

frequency statistics were used to present the demographic information of participants 

(gender, languages, household income, and children). Second, inferential statistics were 

used through three statistical analyses: Non-parametric Mann-Whitney test, linear 

regression, and ordinal regression. The purpose of the initial Mann-Whitney test is to 

calculate whether there is a difference in the mean or the distribution scores of the 

dependent variable(s) (non-transactional and transactional fan engagement or any of its 

attributes) among the independent control group and study group. It assesses both 

transactional and non-transactional fan engagement intention changes as far as CSR is 

concerned among two-group samples of professional soccer club fans. Thereafter, the 

aim of the linear regression is to assess the association between CSR (independent 

variable) and non-transactional as well as transactional fan engagement or any of its 

attributes (dependent variables). Linear regression establishes whether there is a linear 

relationship between the dependent and the independent variable(s). It also assesses the 

significance of the relationship between the independent variables (CSR) and the 

dependent variables. The linear regression will be written according to the following 

equation:  

Y (Non-transactional fan engagement index) = a0 + a1X1 (CSR). 
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I repeat the same analysis for each attribute of non-transactional fan engagement (sport 

consumption, experience sharing, and fan involvement).  

Finally, the ordinal regression determines whether the “independent variables 

have a statistically significant effect on the dependent variable” (Laerd Statistics, 2018). 

In the case of this study, the independent variable is CSR and the dependent variable is 

transactional fan engagement. Also, ordinal regression determines how well your ordinal 

logistic regression model predicts the dependent variable (Laerd Statistics, 2018). 

 

Statistical Analyses 

 

Descriptive statistics 

Descriptive statistics are used to describe survey data and portrays demographic 

characteristics. In this case, I notice the following characteristics in the respondent 

population.  

 

Table 5. Survey’s demographic characteristics 

 Gender Languages Household Income ($) Children 

Study 
Group 

72.5% - Males  
27.5% - Females  

80.5% - French  
13.5% - English  

16.5% - +150K  
26% - 100K to 150K 
18.5% - 70K to 100K  
13% - 50K to 70K 

40.5% - None 
18% - 1  
28.5% - 2  
10% - 3  

Control 
Group  

79.5% - Males  
20% - Females   

81.5% - French 
14% - English  

20.5% - +150K  
23.5% - 100K to 150K 
19% - 70K to 100K  
11.5% -50K to 70K 

47% - None 
18.5% - 1 
24.5% - 2  
7.5% - 3 
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The study and the control groups show similar demographic characteristics. We 

have a population with predominance of males representing 72.5% to 79.5% versus 20% 

to 27.5% females. Moreover, around 80% of the population speaks French versus 13% to 

14% speaking English. 42.5% to 44% of the population has a household income of more 

than $100,000. Finally, 40.5% to 47% do not have children and 18% of the population 

has one child. Overall, there are a high proportion of French males, without children, who 

are fans of the Montreal Impact club (see Table 5) which is coherent with the fact that we 

live in a French-speaking province and soccer has historically been known to be a male-

dominated spectator sport.   

 

Inferential statistics 

1. T-Test 

Before applying the non-parametrical test (Mann-Whitney) I will use 

independent-samples T-tests. This latter has six assumptions that I started testing before 

going further with the analysis.         

  Checking assumptions     

 Assumption N1: The data have to meet the assumption that the dependent 

variables tested are continuous. In the case, I have Likert scale dependent variables and 

each question has various factors. However, for the purpose of using the T-test or Mann-

Whitney test, I calculated the mean of each attribute which is the sum of the mean of each 

factor. Also, I created an index which is the total sum of the mean scores for each item 

within the factor divided by the number of factors. Hence, since I converted all my 

variables to a continuous scale, this assumption is met.    
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 Assumption N2: One independent variable with two independent groups. In this 

case, I have a control group and a study group representing two independent groups. 

  Assumption N3: Independence of observations. In the case of this research, there 

is no relationship between the observations of the independent variable in each group 

(control and study groups) or between the groups themselves. The fan database was 

randomly divided into two groups and the surveys were randomly sent to fans among 

each group.          

 Assumption N4: the absence of significant outliers in the dependent variable 

among the control and the study groups. There were several outliers in the data, as 

assessed by inspection of a boxplot (see Figure 1). 

 
 

 
Figure 1. Outliers of the variables for t-test 
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In order to deal with the outliers, I have various choices on how to proceed. 

However, one of the best options is to run the non-parametric Mann-Whitney U test 

which is not affected by outliers but tests different assumption than the T-test.  

Assumption N5: Normality of the dependent variable for both groups. This 

assumption is tested through the Shapiro-Wilk’s test. In our case, the dependent variables 

are not normally distributed, as assessed by Shapiro-Wilk's test (p > .05). To deal with 

normality violations, I opt to use the same non-parametric test: Mann-Whitney test. 

   

2. Mann-Whitney Test 

It is a non-parametric T-test for continuous variables which violate outliers and 

normality assumptions and is used for ordinal variables such as match attendance 

(transactional fan engagement) variable. Prior to running this test, some assumptions 

must be met.  

Assumption 1: the existence of continuous or ordinal variables. In our case, the 

dependent variables measured at the continuous level and are not sensitive to outliers and 

normality. There is one variable measured at the ordinal level too.  

Assumption 2: The existence of one independent variable that consists of two 

categorical, independent (control and study) groups. 

Assumption 3: Independence of observations is met since there are different 

participants in each group.  

Assumption 4: determination of the distribution of scores’ shape for the control 

and the study groups. In our case, we have different shapes which will help us assess and 

report the results based on the distributions scores (see Appendix 1). 
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Hypotheses  

 Research Hypothesis: The researcher hypothesized that a soccer club which 

adopts CSR (study group) would have fans more likely to engage than a soccer club 

which does not adopt CSR (control group). 

Hypothesis: Analysis 

 H0: A soccer club which adopts CSR has the same distributions of: overall 

engagement, sport consumption, experience sharing, involvement, and match attendance 

behavior scores as a soccer club which does not adopt CSR. 

Mann-Whitney Analysis 

Usually, with large samples, the value of U approaches a normal distribution, and 

so the null hypothesis can be tested by a Z-test. To determine whether to retain or reject 

the null hypothesis, I compare the obtained Z value and the critical Z value  

• if the absolute value of the obtained Z is less than 1.96, then retain H0 

• if the absolute value of the obtained Z is greater than 1.96, then reject H0  

(Laerd Statistics, 2018).  

For this research study, I would reject the null hypotheses for content sharing and fan 

involvement variables, because the absolute values of the obtained Z (32,713) and Z 

(28,610) respectively are greater than the critical value of 1.96 (see Table 6). 

On the other hand, I would decide to retain the null hypotheses for sport 

consumption, match attendance, and overall fan engagement variables, because the 

absolute value of the obtained Z (1,165), Z (,047), Z (,978) respectively are smaller than 

the critical value of 1.96 (see Table 6). 
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Table 6. Statistical result for Mann-Whitney test 

A Content 
Sharing 

Sport 
Consumption 

Involvement Fans 
Engagemen

t 

Match 
attendance 

Mann-Whitney 
U 51011.500 409690.500 97833.000 412238.000 422254.000 

Wilcoxon W 474671.500 833350.500 521493.000 835898.000 845914,000 
Z -32,686 -1,188 -28,582 -,962 -,110 
Asymp. Sig. 
(2-tailed) ,000 ,235 ,000 ,336 ,912 

 

Usually, if the group that was hypothesized to have the larger scores actually has 

the smaller scores and even if the null hypothesis is rejected then the research hypothesis 

is not supported. In our case, the group that was hypothesized to have larger scores is the 

study group characterizing CSR, but actually it turned to have the smaller scores: 1) for 

content sharing I have control group mean rank = 1325.05 and study group mean rank = 

515.95, 2) for involvement (I have control group mean rank = 1274.16 and study group 

mean rank = 566.84) (see Table 7), and I reject the null hypotheses for content sharing 

and fan involvement variables (see Figure 3). As such, the research hypothesis that the 

soccer club which adopts CSR (study group) would have fans more likely to engage than 

a soccer club which does not adopt CSR (control group) is not supported.  
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Table 7. Variables mean ranks for Mann-Whitney test 
 
 G N Mean 

Rank 
Sum of 
Ranks 

Content Sharing 
Control Group 920 1325.05 1219048.50 
Study Group 920 515.95 474671.50 
Total 1840   

Sport 
Consumption 

Control Group 920 935.18 860369.50 
Study Group 920 905.82 833350.50 
Total 1840   

Involvement 
Control Group 920 1274.16 1172227.00 
Study Group 920 566.84 521493.00 
Total 1840   

Fans Engagement 
Control Group 920 932.42 857822.00 
Study Group 920 908.58 835898.00 
Total 1840   

Match attendance 
Control Group 920 919.47 845914.00 
Study Group 920 921.53 847806.00 
Total 1840   

 

For the rest of the variables, the null hypotheses for sport consumption, match 

attendance and overall fan engagement variables are retained. However, since the group 

that was hypothesized to have the larger scores is the study group characterizing CSR 

(study group) and has the smaller scores (see Figure 2), the research hypothesis that the 

soccer club which adopts CSR (study group) would have fans more likely to engage than 

a soccer club which does not adopt CSR (control group) is not supported.  

Finally, we can conclude that whether or not a club support CSR or not does not 

have an effect on overall fan engagement nor its attributes (sport consumption, 

experience sharing, fan involvement and match attendance). (Laerd Statistics, 2018) 
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Figure 2. Hypothesis test summary for Mann-Whitney test 

 

3. Linear Regression 

Checking assumption for Linear Regression  
 

Assumption #1: the presence of one continuous dependent variable. In our case, 

the mean of overall fan engagement and its attributes are measured at the continuous 

level.  

  Assumption #2: The presence of continuous independent variable. This 

assumption is met since the mean of CSR which is measured at the continuous level. 

 Assumption #3: the need for a linear relationship between the dependent and 

independent variable. I visually inspect a scatterplot (see Figure 3) of the dependent 

variables (sport consumption / experience sharing / fan involvement) plotted against the 

independent variable (CSR) to assess whether the linear relationship exists. In our case, 

for sport consumption and experience sharing variables, the relationship approximately 
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follows a straight line which indicates that there is linearity. Yet, for fan involvement 

there is no linear relationship. So, I performed a transformation to attempt to remove the 

nonlinearity. In this case, the transformation applied is a Log10 transformation which 

leads to a linear relationship.  

 

 
Figure 3. Linearity plots between the dependent and independent variable 

 

Assumption #4: The independence of observations is checked using the Durbin-

Watson statistic. For sport consumption, the Durbin-Watson is 2.061, for experience 

sharing, the Durbin-Watson is 2.083 and for fan involvement it is 1.985. Usually, the 

Durbin-Watson statistic is around 2 which indicates that there is no correlation between 

residuals and there is independence of errors.  

 Assumption #5: The absence of significant outliers. I use case-wise diagnostics to 

detect outliers. For the dependent variable experience sharing I do not have any outliers. 

However, for fan involvement variable, I have various outliners as shown in the case-
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wise diagnostics (see Table 8). After, applying the Log10 transformation to the variable, I 

have an absence of significant outliers. Finally, for sport consumption, there are three 

outliers that I decided to keep since they do not affect the regression (see Tables 9 & 10).   

 

Table 8. Case-wise diagnostics tables for the outliers of involvement 

Case Number Std. Residual Involveme

nt 

Predicted 

Value 

Residual 

67 3.281 5.0000 2.104345 2.8956551 

83 3.162 4.8889 2.097986 2.7909026 

180 3.468 5.0000 1.939022 3.0609779 

296 3.267 5.0000 2.117062 2.8829380 

399 3.252 5.0000 2.129779 2.8702209 

409 3.252 5.0000 2.129779 2.8702209 

612 3.252 5.0000 2.129779 2.8702209 

688 3.288 5.0000 2.097986 2.9020137 

777 3.252 5.0000 2.129779 2.8702209 

835 3.299 4.8889 1.977173 2.9117154 

 

 

 
Table 9. Case-wise diagnostics tables for the outliers of fan engagement 

Case Number Std. Residual Fans 
Engagement 

Predicted 
Value 

Residual 

180 3.410 5.0000 2.579132 2.4208679 
791 3.097 4.7778 2.579132 2.1986456 
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Table 10. Case-wise diagnostics tables for the outliers of sport consumption 

Case Number Std. Residual Sport 
Consumption 

Predicted 
Value 

Residual 

117 3,119 5.0000 2.579081 2,4209191 

623 -3,305 1,0000 3,565710 -2,5657098 

762 -3,305 1,0000 3,565710 -2,5657098 

 

 Assumption #6: The data needs to show homoscedasticity. There was 

homoscedasticity, as assessed by visual inspection of plots of standardized residuals 

versus standardized predicted values (see Figure 4). 

 

 
Figure 4. Diagnostic residual plots for linear regression of standardized residuals versus 
standardized predicted values 

 
 
 Assumption #7: Normality of the residuals of the regression line. To ascertain 

whether the residuals are normally distributed I use histograms and Normal P-P Plots. 

Residuals were normally distributed as assessed by visual inspection of a normal 

probability plot (see Figures 5, 6, & 7). 
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Figure 5. The normality plots of the non-transactional fan engagement 

 

 

 
Figure 6. The normality plots of the fan experience sharing intention 

 

 

 
Figure 7. The normality plots of the log10 fan involvement intention 
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Linear Regression Analyses  

A) R square and adjusted R square 

  I test number of null hypotheses, one for each independent variable. The research 

hypotheses are: 1) H0: There is no association between CSR and non-transactional fan 

engagement intention; 2) H0: There is no association between CSR and fan sport 

consumption intention; 3) H0: There is no association between CSR and fan involvement 

intention, 4) H0: There is no association between CSR and fan experience sharing 

intention. The analysis hypotheses for all the variables are H0: The coefficient of the 

slope equals zero. 

 The R square values represent the proportion of variance in the dependent 

variables that can be explained by the independent variable (CSR). In other words, the 

independent variable CSR explains respectively 9.5%, 13.3%, 1.7% and 7.3% of the 

variance in the dependent variables (non-transactional fan engagement, fan sport 

consumption intention, LOG fan involvement intention and fan experience sharing 

intentions) accounted for by the regression model. There is also the adjusted R square, 

which is the percentage of variation explained by the model in the population. In this 

case, adjusted R square values for the dependent variables (non-transactional fans’ 

engagement, fans’ sport consumption intention, LOG fans’ involvement intention and 

fans’ experience sharing intentions) are respectively 9.4%, 13.2%, 1.6% and 7.2% which 

corrects for the positive biases providing a value expected in the population (see Table 

11). 
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Table 11. Regression indicators for all dependent variables 

Regression 
variables 

R² and 
adjusted R² 

values 

ANOVA Regression 
equation 

Beta 

Non-
transactional 
fan 
engagement 
and CSR 

.095 and .094 

F (1, 918) = 
96.079, significance 
value is .000 
meaning that p is  
< 0.0005 < 0.05 

Predicted (non-
transactional 
engagement 
intention) = 
1.236 + 0.329 
(CSR) 

.308 

Fan sport 
consumption 
intention and 
CSR 

 

.133 and .132 

F (1, 918) = 
140.683, significance 
value is .000 
meaning that p is  
< 0.0005 < 0.05 

Predicted (sport 
consumption 
intention) = 
1.389 + 0.435 
(CSR) 

.365 

LOG fan 
involvement 
intention and 
CSR 

 

.017 and .016 

F (1, 918) = 
15.832, significance 
value is .000 
meaning that p is  
< 0.0005 < 0.05 

Predicted 
Log10 (fan 
involvement) = 
0.108 + 0.035 
(CSR) 

.130 

Fan experience 
sharing 
intentions and 
CSR .073 and .072 

F (1, 918) = 71,990. 
significance value is 
.000 meaning that 
p is < 0.0005 < 0.05 

Predicted (fan 
experience 
sharing 
content) = 
1,224 + 0.361 
(CSR) 

.270 

 
 

B) ANOVA 

 The ANOVA table demonstrates whether the regression model results in a 

statistically significantly better prediction of the dependent variable (see Appendix 2). In 

this study, the regression models for the following variables (non-transactional fan 

engagement, fan sport consumption intention, LOG fan involvement intention, and fan 

experience sharing intentions) are statistically significant because respectively we have:  
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F (1.918) = 96.079, 140.683, 15.832, 71.990 significance value is .000 meaning that p is 

< 0.0005 < 0.05 (see Table 11). A statistically significant result also indicates that there is 

a statistically significant linear relationship. Hence, the adoption of CSR statistically 

significantly predicted the variance in all the independent variables (non-transactional fan 

engagement, fan sport consumption intention, LOG fan involvement intention and fan 

experience sharing intentions). 

 

C) Regression equations and interpretation 

 The regression equations are as follows:  

Predicted (sport consumption intention) = 1.236 + 0.329 (CSR) 

Predicted (sport consumption intention) = 1.389 + 0.435 (CSR) 

Predicted Log10 (fan involvement) = 0.108 + 0.035 (CSR) 

Predicted (fan experience sharing content) = 1,224 + 0.361 (CSR) 

The coefficients for CSR are respectively the following 0.329, 0.435, 0.035, and 

0.361. For a one-unit increase in the independent variable (CSR), a predicted  

increase in the following variables (non-transactional fan engagement, fan sport 

consumption intention, LOG fan involvement intention, and fan experience sharing 

intentions) of respectively 0.329, 0.435, 0.035, 0.361 are observed. Also, the results 

respectively show that: 95% of the confidence intervals are between 0.263 and 0.395, 

0.363, and 0.507 95%, 0.018, and 0.052, and between 0.277 and 0.444. I can be 95% 

confident that the true value of the slope coefficient is between these intervals. In our 

case, the p-value is .0005 < 0.05 for all the regression models (see Table 11). This means 
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that the slope coefficient is statistically significantly different from zero and that there is a 

linear relationship in the population.  

The standardized coefficients Beta represent the relative importance of the 

relationship of all the dependent variables as well as CSR. The models show that every 

increase of one standard deviation in the following variables (non-transactional fan 

engagement, fan sport consumption intention, LOG fan involvement intention, and fan 

experience sharing intentions), CSR rise respectively by the following 0.308, 0.365, 

0.130, and 0.270 standard deviations (see Table 11).  

 In summary, these models respectively explain 9.4%, 13.25, 1.6%, and 7.2% of 

the variance in the following dependent variables (non-transactional fan engagement, fan 

sport consumption intention, LOG fan involvement intention, and fan experience sharing 

intentions). These models are statistically significant at α=0.05. Fan CSR is positively 

associated with the followings: non-transactional fan engagement, fan sport consumption 

intention, fan involvement intention, and fan experience sharing intentions. For each 

increase of CSR, the following: non-transactional fan engagement, fan sport consumption 

intention, fan involvement intention, and fan experience sharing intentions are predicted 

to increase by respectively the following 0.329, 0.435, 0.035, and 0.361 units. These 

associations are statistically significant (p=0.05) (see Table 11). Finally, the dependent 

variable has been transformed in this case for each 1% increase of CSR, fan involvement 

is predicted to increase by 3.5%.  

To conclude based on the linear regression results which show that the slope is 

not equal to zero, I reject all the null hypotheses (H0: The coefficient of the slope equals 

zero). As such, rejecting the null hypotheses of the analyses confirm that there is an 
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association between CSR and non-transactional fan engagement, fan sport consumption 

intention, fan involvement intention as well as fan experience sharing intentions. Hence, I 

reject all the research null hypotheses as well.  

 

Ordinal Regression 

Checking assumptions for Ordinal Regression  

 Ordinal regression is a statistical method used to predict the ordinal dependent 

variable. It allows to “determine which of the independent variables (in this case 

continuous variables) have a statistically significant effect on the dependent variable; and 

(b) determine how well the ordinal logistic regression model predicts the dependent 

variable” (Laerd Statistics, 2018. In other words, I will be able to interpret how a single 

unit change (increase or decrease) in the continuous variable is associated with the odds 

of the dependent variable having a higher or lower value. In the case of this thesis, I use 

the ordinal logistic regression based on the dependent ordinal variable: match attendance 

(transactional fan engagement intention) and the independent variable: CSR (a 

continuous variable). In order to run the ordinal regression, I proceed with data setup and 

assumptions testing. 

1. Data Setup: I create “a dichotomous dependent variable based on the cumulative 

splits of the ordinal dependent variable. This new dependent variable are required 

so that separate binomial logistic regressions can be run to establish the viability 

of the assumption of proportional odds and to run diagnostics, such as residual 

analysis” (Laerd Statistics, 2018). 

2. Assumptions: Ordinal logistic regression has four assumptions that should be met: 
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• The dependent variable is measured on an ordinal level. In our case, the match 

attendance question is an ordinal variable. The responses may be classified and 

ranked. However, the real distance between categories is not equal. 

• The independent variable should be either continuous, categorical, or ordinal. In 

this case, I have a continuous variable: CSR. 

• No multicollinearity: I do not have any multicollinearity since I only have one 

variable.  

• Proportional odds: In this example, p = .578 (test of parallel line), which is greater 

than .05. Therefore, the independent variable CSR has the same effect for each 

cumulative logit. The assumption of proportional odds is assessed by a full 

likelihood ratio test comparing the fit of the proportional odds model to a model 

with varying location parameters, χ2(3) = 1.973, p = .578 (see Table 12). 

 

Table 12. Test of parallel line 

Model -2 Log 
Likelihood 

Chi-Square df Sig. 

Null 
Hypothesis 707.794    

General 705.821 1.973 3 .578 

 

Ordinal analysis  

The null hypotheses that I test for the match attendance intention are: Research 

Hypothesis: H0: There is no association between CSR and probability of being a season 

ticket holder (buying 19 games); analysis Hypothesis: H0: the match attendance is the 

same at each level with the presence of CSR (see Table 13). 
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Table 13. Categorical Variable Information for Ordinal regression 

Dependent Variable  N Percent 

Match attendance 

None 14 1.5% 
1 to 3 games 413 44.9% 
4 to 9 games 309 33.6% 
10 to 18 games 108 11.7% 
19 games 76 8.3% 
Total 920 100.0% 

 

D) Ordinal regression model fit  

The observed significance level is less than 0.01 (see Table 14). This means that 

we can reject the null hypothesis that the model without predictors is as good as the 

model with the predictors. So, in this case the model is good fit. 

 

Table 14. The significance of the model for ordinal regression 

Model -2 Log 
Likelihood Chi-Square df Sig. 

Intercept Only 719.005    

Final 707.794 11.211 1 .001 
 

Usually, the null hypothesis states that the model fit is rejected if the observed 

significance level for the goodness-of-fit is small. In our case, I will retain the null 

hypothesis and I have a good model fit since the p value of the Deviance test is .543 > 

p=0.05 (see Table 15). In summary, I have a significant model fit test and goodness-of-fit 

test which both prove that I have a good fit model. 

 

 



51 

 

Table 15. The goodness-of-fit of the model for ordinal regression 

 Chi-Square df Sig. 

Pearson 394.995 343 .028 
Deviance 339.513 343 .543 
  

 There are several R-like statistics that can be used to measure the strength of the 

association between the dependent variable (match attendance) and the predictor variable 

(CSR). In this case, the values of all of the pseudo R square statistics indicators are small 

for instance, the one that is often used is Nagel Kerke = .013 (see Table 16). 

 

Table 16. The pseudo R square for Ordinal regression 

Cox and Snell .012 
Nagel Kerke .013 
McFadden .005 
 

E) Ordinal regression indicators 

The ordinal regression equation is written as follows: Y=a +b x. where a = .305 

represents the coefficient for CSR and which is positive (see Table 17). That means that 

CSR is positively associated with the probability of higher scores on the rankings of 

match attendance. Exponential of .305=1.356 is the ratio of the odds for lower to higher 

scores for not experiencing CSR to experiencing CSR (see Table 18). This ratio stays the 

same over all of the ratings.  

The Wald statistic 11.378 is the square of the ratio of the coefficient to its 

standard error. Based on the small observed significance level .001, we can reject the null 
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hypothesis (H0: the match attendance is the same at each level with the presence of CSR) 

(see Table 17). Hence, it appears to be a relationship between CSR and match attendance 

(transactional fan engagement intention). For any level of attendance, fans and club who 

experience CSR demonstrate increased fan engagement through increased match 

attendance.  

 

Table 17. Parameter Estimates for Ordinal regression 

Parameter B Std. Error 95% Wald Confidence 
Interval 

Hypothesis 
Test 

Lower Upper Wald Chi-
Square 

Threshold 

[QIV=1.0000] -2.970 .4425 -3.837 -2.103 45.058 
[QIV=2.0000] 1.077 .3684 .355 1.800 8.552 
[QIV=3.0000] 2.621 .3770 1.882 3.360 48.345 
[QIV=4.0000] 3.647 .3885 2.886 4.409 88.152 

CSRI .305 .0904 .128 .482 11.378 
(Scale) 1a     

 

 

Table 18. Parameter Estimates for Ordinal regression 

Parameter 
Hypothesis Test 

Exp(B) 95% Wald Confidence 
Interval for Exp(B) 

df Sig. Lower Upper 

Threshold 

[QIV=1.0000] 1 .000 .051 .022 .122 
[QIV=2.0000] 1 .003 2.937 1.427 6.047 
[QIV=3.0000] 1 .000 13.754 6.569 28.796 
[QIV=4.0000] 1 .000 38.377 17.922 82.177 

CSRI 1 .001 1.356 1.136 1.619 
(Scale)      

 

In summary, the null hypothesis H0 (the match attendance is the same at each 

level with the presence of CSR) is rejected along with the research hypothesis H0 that 

there is no association between CSR and probability of being a season ticket holder 



53 

(buying 19 games). In other words, there is a positive association between CSR and the 

probability of having a higher level of match attendance, reflecting transactional fan 

engagement.   
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Chapter 4 

Discussion	

 

The purpose of the present study is to examine the effect of CSR on fan 

engagement among a sample of soccer club fans. The study aims to demonstrate that due 

to CSR adoption, a significant variance occurs in: 1) non-transactional fan engagement 

either holistically or through one of its attributes: sport consumption, experience sharing, 

and fan involvement; 2) transactional fan engagement characterized by match attendance. 

Also, it aims to establish that this is a relationship between CSR and non-transactional 

and transactional fan engagement as well as its attributes.  

From the results of the study it was found that: neither the overall non-

transactional fan engagement nor its attributes: sport consumption, experience sharing, 

and fan involvement are influenced by CSR. Likewise, the fan engagement transactional 

aspect are not impacted by clubs’ CSR adhesion. On the other hand, I demonstrated that 

there is an association between CSR and non-transactional fan engagement, fan sport 

consumption intention, fan involvement intention as well as fan experience sharing 

intention. Moreover, the transactional side of fan engagement is also found correlated 

with CSR as well, proven through the existence of a positive association between CSR 

and the probability of being a season ticket holder (buying 19 games).  

The adoption of CSR not being a source of significant variation in non-

transactional fan engagement is better explained by the fact that fan engagement is a 

multifactorial concept that cannot be explained by one single cause such as CSR. As 
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such, there are diverse influencers of fans’ engagement that must be taken into account 

during the engagement decision-making process. Likewise, the indication that there is no 

significant change in the transactional characteristic of fan engagement attributable to 

CSR implementation can be rationalized through the multi-causality as well as the 

economic and the personal restraints. In all probability, fans’ transactional involvement 

with the team through match attendance is more likely to be expressed in relation to the 

combination of the influencers-engagement nexus (game attractiveness, satisfaction, star 

attraction…etc.) and mainly economic and personal limitations such as “scheduling, team 

roster quality, price, forms of entertainment competition, and [team performance]” 

(Hansen & Gauthier, 1989, p. 15). In the case of this research and through one of the 

survey’s queries, the fans candidly expressed that their leading motives for non-engaging 

with the team even with the adoption of CSR was related to time and budget constraints, 

as well as to team performance.  

From a managerial perspective, the absence of significant variation within non-

transactional and transactional engagement keeps the fans unvaried on the fandom map. 

That is to say, fandom map is based on the engagement behavioral attributes namely: 

sport consumption, experience sharing, fan involvement and match attendance. Each fan 

is mapped according to its involvement reflecting the non-transactional aspect of 

engagement and its interest echoing the transactional part of engagement (see Figure 8). 

Strictly speaking, and according to this fans representation, the wanted behavioral state as 

far as engagement is concerned is fan commitment behavior. This latter requests a change 

on the x-axis represented by transactional engagement and a variation on the y-axis 

characterized by non-transactional engagement. This engagement state is what I call the 
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“perfect soccer fan” and it incites for the creation of activities: regular daily fans sport 

consumption, high to enduring experience sharing and involvement, and strong to durable 

transactional connections (match attendance). In order to transform the fans to these 

“perfect fans”, soccer clubs should use this fandom mapping tool as a basis for designing 

and driving both its fandom as well as marketing strategies. 
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consumption, situational experience 
sharing, situational involvement, 
and weak to medium transactional 
connections (match attendance). 

Fan building behavior 
(contribution): Occasional fan sport 
consumption, situational experience 
sharing, situational involvement, 
and strong to durable transactional 
connections (match attendance).  

     
   Low interest High interest 
   Transactional Connection 

 
Figure 8. Soccer Fan Engagement Mapping (inspiration from stakeholders’ engagement 
map) 

 

The regression analysis results of this study found that CSR can explain some of 

the variations into the overall fan engagement through its non-transactional and 

transactional attributes. The findings are consistent with past studies on the impact of 

CSR. Although the original model of CSR impacts and benefits was extensively applied 

for the business realm concerning stakeholders however, it was not applied on 
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professional sport setting and for soccer fans. The above results agree with one of the 

models expressed by Yoshida et al. (2014) suggesting that fan engagement is not only 

intrinsically motivated but also extrinsically motivated in light of the visible social setting 

in which sport consumers support and cooperate. This research proves that when sport 

consumers are CSR stakeholders concurrently, they become more engaged in the 

decision-making process, and thus, more engaged with the club overall. Undeniably, fan 

engagement appears to be a process partially rationalized and reshaped by CSR. This 

latter (CSR) formats the social setting in which the fans support and cooperate with their 

team leading to a merge of the intrinsic and the extrinsic motivators that play a role in the 

fans’ inner engagement decision. Accordingly, these study’s results prove that CSR can 

have a positive impact on sport organizations’ tangible and intangible assets through both 

the non-transaction engagement which enhances the club’s brand, image and reputation 

via the transactional engagement, which should have a tangible financial impact on both 

the short and the long run. Furthermore, this finding will enhance the club’s perception 

concerning the benefits CSR can bring to fan engagement and dissipate all doubts 

regarding whether or not CSR can be a driver and motivator of fan engagement. In the 

light that “social, economic and environmental policies, especially [when] backed up by a 

demonstration of positive effects, is likely to lead to enhanced public perception of the 

organization and changed behavior by the [fans]” (GFK, 2011), it can be said that CSR 

has a definite influence on fans’ attitude towards sport organizations. In this regard, clubs 

with a CSR mission and vision which have “soccer with purpose” are in a better position 

to influence the fan-club relationship. 
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Last but not least, the club's CSR external communication is of the utmost 

importance for the CSR/fans engagement relationship because a good advertising and 

communication of CSR behavior “alongside other social issues of importance help in 

strengthening [fan] participation in [CSR activities including] environmental stewardship, 

[and in converting] the unaware and apathetic fans into committed ambassadors (Sports 

Environment Alliance, 2015).” In light of the finding that CSR is a driver for fans 

engagement, sport organizations have to drive changes and move beyond the traditional 

business model to a more triple-bottom line oriented business model. The reality for sport 

clubs and particularly soccer clubs is that CSR is still a voluntary initiative. Soccer clubs 

still perceive CSR as a burden and believe that it does not apply to them since they are 

neither in the business of making products with enormous life-cycle impacts nor are they 

part of, or at the end of a production supply chain of a large company with CSR 

requirement pressure. For them, there is neither an extrinsic pressure to move towards a 

sustainability state nor a clear mandate from fans and other stakeholders regarding CSR. 

Hence, with this finding sport organizations have the opportunity to simultaneously 

tackle various social, economic and environmental concerns by using CSR while also 

focusing on their fans through more involvement, participation, and adherence (Pojasek, 

2010).  

Finally, this research proves that only CSR as a whole has an impact on fans 

engagement. As such, CSR is not selective on its application and if partially applied, will 

not lead to any impact on fan engagement. The relationship proven in this study is 

between the CSR and fan engagement, not between one of the triple-bottom line 

attributes and fan engagement. Sport clubs often attempt to apply CSR based on a 
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restrictive scope focusing solely on low hanging fruits and selective corporate-driven 

initiatives, for instance, philanthropy through their foundations. However, CSR is about 

the three responsibilities representing sport organizations’ triple-bottom line: 

environmental stewardship, social equity and well-being and economic development. 

“All of these responsibilities pertain not only to within the organization but also outside 

it, in the community where the company operates [by creating] points of presence.” 

(Pojasek, 2010). Usually, the points of presence represent the junction between the 

stakeholders’ wants and needs and the organization’s own. In the case of soccer clubs and 

based on the findings of this study, as long as the CSR is holistically applied, both the 

demands of the fans well as the demands of the club will be fulfilled. 

 

Conclusion 

The aim of this study was to get a deeper understanding of the effect of CSR on 

fan engagement among a professional soccer club. This study has shown that CSR cannot 

have a statistically significant difference variation on fan engagement; therefore, the 

conclusion that can be drawn that the concept of fan engagement is rather complex and it 

is individually and collectively constructed and cannot be solely explained through CSR. 

In addition, it has been proven that, at least, there is a correlation between CSR and non-

transactional and transactional fan engagement. Hence, the potential conclusion must 

account for these associations between CSR and non-transactional fan engagement, its 

attributes (sport consumption, experience sharing, and fan involvement) and transactional 

engagement (match attendance).  
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In other words, this research study shows that although professional clubs may 

understand the club-fan relationship as far as trends and drivers are concerned, other 

factors come into play when analyzing the motivations in a mutable internal and external 

context. Most of the time soccer clubs’ managerial assessment of fan engagement is 

merely business oriented rather than context-related, principally in the case of CSR. This 

research proves that fan engagement is partially correlated with CSR consists primarily of 

context and process factors. However, fan engagement is a complex concept that cannot 

be explained by a single cause, such as CSR. It is intrinsically and extrinsically motivated 

by drivers in light of the visible social setting in which sport consumers support and 

cooperate. 

Also, the study evidenced that non-transactional fan engagement and its attributes 

are positively associated with the CSR as a whole. As such, fans’ attitude toward 

engagement with the club, as far as the non-transactional fandom behaviors are 

concerned, is a function of perceived CSR importance within the soccer club. Indeed, 

CSR predicted the consumption, contribution and the creation attitudes of online and 

offline non-transactional engagement. This research confirms that adherence to a sport 

organization is enhanced when sport consumers trust the organization’s CSR agenda. 

Furthermore, it was concluded that the transactional aspect of fan engagement is 

associated with CSR. Actually, the relationship between match attendance and CSR 

belief was based on the highest likelihood of a club’s adherence to CSR and is associated 

with the highest level of a purchase behavior (match attendance) from its fans. 

Nevertheless, I think that a key aspect for the success of CSR-fan engagement is 

awareness. The club should provide fans with information regarding CSR, which in turn 
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will facilitate the positive association between CSR and public perception, which may 

lead to a greater engagement. Lastly, the club should involve the fans in the design and 

implementation of CSR initiatives to maybe not only create commitment and engagement 

to CSR within the stadia, but also to create a favorable external CSR environment 

connected to their communities.  

 

Suggestions for further research 

This study helps to elucidate the relationship between CSR and the level of 

engagement of stakeholders (fans) in a specific context (soccer club) as far as their 

engagement is concerned. Yet, it could be argued that fan engagement should be explored 

much more in depth in the context of CSR. Future research is needed to assess the 

relationship between fan engagement, CSR and other factors such initial pro-environment 

behavior and initial CSR knowledge. It would also be interesting to explore how changes 

in other factors introduced into the model can affect fan engagement and also the 

relationships with CSR. Finally, future research should assess the argument that 

integrative sport CSR which includes soccer fans is likely to make them participate in the 

sustainability initiatives and influence their eco-sustainability culture. The fan-driven 

CSR initiatives may influence fans to engage with their soccer clubs based on the clubs 

partaking CSR behaviors and may also reciprocally influence the non-sustainability-

driven fans as well. In other words, the new research should focus on validating the 

soccer clubs’ role as CSR influencers capable of stimulating the demand-driven part of 

CSR and as a leader for sketching CSR-driven fan culture.  
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Research Limitations 

 The first limitation in this study is the fact that Montreal is a bilingual market; 

implying that the surveys had to be done in both French and English. Although the 

survey’s French translation was verified by the club’s communication department, it is 

possible that certain linguistic subtleties were not being adequately conveyed for certain 

queries from English to French which may have had an impact on the results. Another 

limitation encountered in this research design was the response time window. I only sent 

the surveys once and I barely had a two-week window for the survey completion, after 

which it was closed. This may have had an impact on the fans’ responses ratio 

considering not all of them will have a chance to see the survey. Another constraint that 

may have had an impact on the fan engagement intentions is related to the club’s seasonal 

performance. In other words, the surveys have been sent after another loss suffered by the 

club. Not only that, but the month before sending the surveys, the club encountered a 

succession of setbacks, which made the fans irritated about the club’s performance. This 

frustration may have impacted the fan engagement responses. This research is limited in 

its scope. The study focused on solely one club within the MLS league and did not 

include the other MLS clubs from Canada and the USA. The club is a professional 

Canadian soccer team within a French-speaking province with a very homogeneous fans 

base. Hence, the research results might not be easily generalized to the rest of the MLS 

league. Also, this study did not take into consideration the fans’ climate change 

politicization perception in the assessment of the impact of CSR on fan engagement. 

Hence, the same study should be replicated in various clubs in both Canada and the USA 
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to see if fans political beliefs regarding climate change are a moderating factor in the 

CSR/fan engagement relationship.  
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Appendix 2 

 
Regression Results 
 

A) Linear Regression: non-transactional fans’ engagement and CSR 

 

Table 1. Model summary for non-transactional fans’ engagement and predictor variable 
CSR 
 
Model R R Square Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 ,308a ,095 ,094 ,7099203 2,044 
 
 
 
Table 2. Statistical significance of the model non-transactional fans’ engagement and 
predictor variable CSR 
 
 Model Sum of 

Squares 
df Mean 

Square 
F Sig. 

1 
Regression 48,423 1 48,423 96,079 ,000b 
Residual 462,660 918 ,504   
Total 511,082 919    

  
 
 
Table 3. Linear regression results for non-transactional fans’ engagement and predictor 
variable CSR 
 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1,263 ,136  9,259 ,000 
CSR ,329 ,034 ,308 9,802 ,000 
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B) Linear Regression: fans’ sport consumption intention and CSR 

 
Table 4. Model summary for fans’ sport consumption intention and predictor variable 
CSR 
 
Model R R Square Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 ,365a ,133 ,132 ,7762778 2,060 
 

 
 
Table 5. Statistical significance of the model fans’ sport consumption intention and 
predictor variable CSR 
 

Model Sum of 
Squares 

df Mean 
Square 

F Sig. 

1 
Regression 84,776 1 84,776 140,683 ,000b 
Residual 553,193 918 ,603   
Total 637,970 919    

 
 
 
Table 6. Linear regression results for fans’ sport consumption intention and predictor 
variable CSR 
  

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1,389 ,149  9,313 ,000 
CSR ,435 ,037 ,365 11,861 ,000 
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C) Linear Regression: LOG fans’ involvement intention and CSR 

 
 
Table 7. Model summary for LOG fans’ involvement intention and predictor variable 
CSR 
 
Model R R Square Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 ,130a ,017 ,016 ,18449 1,983 
 
 
 

Table 8. Statistical significance of the model LOG fans’ involvement intention and 
predictor variable CSR 

 

Model Sum of 
Squares 

df Mean 
Square 

F Sig. 

1 
Regression ,539 1 ,539 15,832 ,000b 
Residual 31,247 918 ,034   
Total 31,786 919    

 
 
 
Table 9. Linear regression results for LOG fans’ involvement intention and predictor 
variable CSR 
 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) ,108 ,035  3,034 ,002 
CSR ,035 ,009 ,130 3,979 ,000 
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D) Linear Regression: fans’ experience sharing intentions and CSR 

 
 
Table 10. Model summary fans’ experience sharing intentions and predictor variable 
CSR 
 
Model R R Square Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 ,270a ,073 ,072 ,8996659 2,086 
  
 
 
Table 11. Statistical significance of the model fans’ experience sharing intentions and 
predictor variable CSR 
 
Model Sum of 

Squares 
df Mean 

Square 
F Sig. 

1 
Regression 58,269 1 58,269 71,990 ,000b 
Residual 743,028 918 ,809   

Total 801,297 919    
  
 
 
Table 12. Linear regression results for fans’ experience sharing intentions and 
predictor variable CSR 
 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1,224 ,173  7,082 ,000 
CSR ,361 ,043 ,270 8,485 ,000 
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Appendix 3 

 
CSR Study [English (Canada)] 
 
Statement of Consent  
I have read the information in this consent form. 
   m  I consent to participate in the study.  
   m  I do not consent to participate in the study 
 
_____________________________________________________________ 
 
About this consent form 
Please read this form carefully. This form provides important information about 
participating in research. You have the right to take your time in making decisions about 
participating in this research. You may discuss your decision with your family and your 
friends. If you have any questions about the research or any portion of this form, please 
ask us. If you decide to participate in this research, there is no need to sign any form.  
  
Participation is voluntary 
You are invited to take part in this research because you are one of our passionate 
supporters who provide the club with unwavering support. It is your choice whether or 
not to participate. If you choose to participate, you may change your mind and leave the 
study at any time. Refusal to participate or stopping your participation will involve no 
penalty or loss of benefits to which you are otherwise entitled. 
 
What you should know about a research study 
- Someone will explain this research study to you.  
- A research study is something you volunteer for.  
- Whether or not you take part is up to you. 
- You can choose not to take part in the research study.  
- You can agree to take part now and later change your mind.  
- Whatever you decide it will not be held against you. 
- Feel free to ask all the questions you want before you decide. 
  
What is the purpose of this research? 
The purpose of this research is to explore the effect of CSR on supporter’s engagement 
and their environmental behaviors within a sample of supporters of a soccer club of the 
professional Major League Soccer (MLS). 
  
How many people will take part in this research? 
All the supporters of the club will take part in this research and they will be representing 
a soccer club supporters’ point of view.  
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How long will I take part in this research? 
The survey will take around 15 minutes. 
  
What can I expect if I take part in this research? 
As a participant, you will be expected to complete a survey.  
 
What are my responsibilities?  
As a participant, you are responsible for responding to a survey.  
  
What are the risks and possible discomforts? 
No foreseeable risks 
  
Are there any benefits from being in this research study? 
The benefits from being in this research study are helping address the benefits of CSR for 
sport organizations’ stakeholders, particularly the supporters as CSR initiatives may 
provide a “new value” for sport organizations and their stakeholders. Also, the results of 
this study may provide an alternative perspective and new insights into the benefits of 
CSR for professional soccer clubs. It is hypothesized that the study will confirm that 
sport CSR is an opportunity-driven concept which not only can assist in achieving better 
corporate strategic direction but also, can play an important role in changing the 
engagement and the environmental behavior of supporters. Furthermore, this study may 
help identify the most beneficial outcomes financially and show the positive impact that 
CSR can have on supporters through the increase of their engagement. Indeed, for 
professional soccer clubs, attracting supporters is an important source of financial 
growth, and since engaging in CSR should attract supporters, CSR adoption may 
constitute a viable strategy for soccer clubs especially in the current competitive sport 
business environment. Finally, the current research results should guide managers in 
addressing dilemmas that might arise concerning soccer clubs’ investment priorities. It 
may allow them to consider integrating CSR into their core vision as well as redefine and 
update the organizational mission and business goals so that CSR becomes one of the 
investment priorities in line with the clubs’ supporter engagement efforts. 
  
Will I be compensated for participating in this research?  
There is no money or other forms of compensation for your participation in this research  
  
What will I have to pay for if I participate in this research? 
It will not cost you anything to participate in this research 
  
Can my taking part in the research end early?  
You may decide not to continue in the research at any time without it being held against 
you. 
  
If I take part in this research, how will my privacy be protected? What happens to 
the information you collect? 
Confidentiality of your personal information is guaranteed. Efforts will be made to limit 



77 

the use and disclosure of your personal information and including research study, to 
people who have a need to review this information. Montreal Impact will receive a copy 
of your responses. Please note that your participation will not impact your relationship 
with Montreal Impact. 
  
If I have any questions, concerns or complaints about this research study, who can I 
talk to? 
- The Principal Investigator of this study: Jaouad Didi. he can be reached at: 
jdidi@g.harvard.edu 
- The Committee on the Use of Human Subjects, Harvard University 
Richard A. and Susan F. Smith Campus Center, 1350 Massachusetts Avenue, Suite 935 
Cambridge, MA 02138, Email: cuhs@harvard.edu 
Phone: (617) 496-2847  
- If you have questions, concerns, or complaints, 
- If you would like to talk to the research team, 
- If you think the research has hurt you, or  
- If you wish to withdraw from the study.  
 

(End of Page 1) 
 



78 

Section 1 - Supporter Engagement 
 
1.1 Which media do you use to acquire information about the Montreal Impact? Please 
select an answer for each row. 
 
 
 Never Rarely Occasionally Moderately Often 
Emails from the club m  m  m  m  m  
Club's newsletter m  m  m  m  m  
Social media 
(Facebook, Twitter, 
etc.) 

m  m  m  m  m  

Montreal Impact 
website 

m  m  m  m  m  

MLS website m  m  m  m  m  
Newspaper/radio/TV m  m  m  m  m  
Word of mouth m  m  m  m  m  
Game highlights m  m  m  m  m  
Mobile app m  m  m  m  m  
 
1.2 Please read the following statements and indicate how often you share your 
experiences at a Montreal Impact event? 
 
 
 Never Rarely Occasionally Moderately Often 
I do share all 
my 
experiences 

m  m  m  m  m  

I am a 
passive 
social media 
consumer. I 
do not 
contribute, 
but I read 

m  m  m  m  m  

I share short 
video clips 
on social 
media 

m  m  m  m  m  

I share 
pictures on 
social media 

m  m  m  m  m  

I share sport 
news to my 
own feed 

m  m  m  m  m  

 I talk to my m  m  m  m  m  
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friends and 
my 
colleagues 
about the 
club 
 
1.3 Please read the following statements and indicate how often you interact with the 
Montreal Impact? 
 
 
 Never Rarely Occasionally Moderately Often 
I contribute to 
the Montreal 
Impact social 
media 
discussions 

m  m  m  m  m  

I vote for 
Montreal 
Impact players 
on the MLS 
website (Goal 
of the Week, 
etc.) 

m  m  m  m  m  

I make my 
opinion heard 
by calling in 
open lines 
(radio) or 
emailing the 
administration 

m  m  m  m  m  

I write about 
the Montreal 
Impact (blogs, 
social media, 
etc.) 

m  m  m  m  m  

I open all 
communication 
sent by the 
Montreal 
Impact and 
take action if 
needed 

m  m  m  m  m  

I contact my 
sales 
representative 
or use the 

m  m  m  m  m  
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"Account 
Manager" to 
manage my 
tickets 
I make sure to 
renew my 
Montreal 
Impact season 
tickets during 
the renewal 
period 

m  m  m  m  m  

I attend the 
annual 
Members' 
events 
(General 
Assembly, 
Meet the Team 
Event, etc.) 

m  m  m  m  m  

I apply to be 
part of the 
Montreal 
Impact 
Members' 
Council 

m  m  m  m  m  

 
1.4 On average, how many Montreal Impact games per season do you attend? 
 
 
 None 1 to 3 games 4 to 9 games 10 to 18 

games 
19 games 
(all) 

Please select 
one answer 

m  m  m  m  m  

 
 

(End of Page 2) 
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Section 2 - Montreal Impact Foundation 
 
2.1 Are you aware of the existence of the Montreal Impact Foundation? 
   m  Yes  
   m  No 
 
2.2 Did you participate in any of the following Montreal Impact Foundation events? 
Please select all that apply. 
   q The 50/50 raffle during games 
   q "C'est mieux en bleu" gala 
   q Centraide Cup 
   q Footgolf tournament 
   q Other ____________________ 
 
2.3 Do you know which projects or organizations the Montreal Impact Foundation 
support in your community? 
   m  Yes 
   m  No 
 
2.4 Please indicate how important is the Montreal Impact Foundation work to you when 
interacting with the Montreal Impact in general? 
 
 
 Not 

important  
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Importance 
of Montreal 
Impact 
Foundation 
work 

m  m  m  m  m  

 
 
2.5 Please indicate how satisfied are you with the Montreal Impact Foundation work in 
general? 
 
 
 Strongly 

unsatisfied 
Unsatisfied Undecided Satisfied Strongly 

satisfied 
Satisfaction 
with 
Montreal 
Impact 
Foundation 
work  

 

m  m  m  m  m  

 
 



82 

 
(End of Page 3) 
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Section 3 - Sustainability/Corporate Social Responsibility (CSR) 
 
3.1 How strongly do you agree with the following statement? 
 
 
 Strongly 

disagree 
Disagree Undecided Agree Strongly 

agree 
I understand the meaning 
of the terms 
"Sustainability"/"Corporate 
Social Responsibility" 

m  m  m  m  m  

 
 
3.2 Sport Sustainability/CSR is defined as "when sport meets the needs of today’s 
sporting community while contributing to the improvement of future sport opportunities 
for all and the improvement of the integrity of the natural and social environment on 
which it depends.” (Green and Gold 2007). 
 

 

For the following issues, please indicated how knowledgeable you are about them as it 
pertains to sustainability/CSR: 
 
 
 Not 

Knowledgea
ble 

Slightly 
Knowledgea
ble 

Somewhat 
Knowledgea
ble 

Knowledgea
ble 

Very 
Knowledgea
ble 

Waste 
managemen
t 

m  m  m  m  m  

Safety and 
security 
(Concussion
s) 

m  m  m  m  m  

Responsible 
employment 

m  m  m  m  m  

Natural 
resource 
depletion  

m  m  m  m  m  

Diversity 
and 
inclusion 

m  m  m  m  m  

Energy 
managemen
t 

m  m  m  m  m  

Water use m  m  m  m  m  
Health and m  m  m  m  m  
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wellness 
Local 
business/Lo
cal 
economy 

m  m  m  m  m  

Climate 
change  

m  m  m  m  m  

 
 
3.3 Please read the definitions of each of the five social responsibility categories below 
and indicate how important they are for you when interacting with the Montreal Impact in 
general. 
 
a) Labour Relations - Labour relations include, for example, family friendly 
employment, social events for staff, training and development programs for employees, 
employment of older and disabled people and one-to-one mentoring of employees. 
b) Philanthropy - Donation of time, money, goods to good causes. 
c) Community Relations - Community relations include, for example, working on 
projects with local organizations, donating a percentage of profits to charity, providing 
time for employees to work in the community, local employment, work experience 
placement, community engagement projects, support for local youth programs, financial 
donations to local schools and local community projects. 
d) Diversity and Equity - Diversity and equity is about providing an environment where 
all forms of discrimination are eliminated and all individuals are treated with respect, 
regardless of race, gender, disability, religion or belief, sexual orientation, or age. 
e) Sourcing and Legacy - Sourcing and legacy seek to develop long-term partnerships 
with stakeholders and assisting and encouraging them in becoming more socially 
responsible by the creation of a code of conduct. 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Imporant Very 
important 

Labour 
relations 

m  m  m  m  m  

Philanthropy m  m  m  m  m  
Community 
Relations 

m  m  m  m  m  

Diversity 
and Equity 

m  m  m  m  m  

Sourcing and 
Legacy 

m  m  m  m  m  

 
 
3.4 Please read the definitions of each of the two economic responsibility categories 
below and indicate how important they are for you when interacting with the Montreal 
Impact in general. 
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a) Market Presence - Market presence has as its main object to create employment 
opportunities with diversity and equity. 
b) Indirect Economic Impact - Indirect economic impact means that the organization 
pays its taxes on a regular and continuous basis, complies with legal regulations 
thoroughly and promptly, cooperates with its competitors in social responsibility projects 
and always avoids unfair competition. 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Market 
Presence 

m  m  m  m  m  

Indirect 
Economic 
Impact 

m  m  m  m  m  

 
 
3.5 Please read the definitions of each of the two environmental responsibility 
categories below and indicate how important they are for you when interacting with the 
Montreal Impact in general. 
 
 
a) Environment Management - Environment management through products and 
services include waste minimization, recycling schemes, use of renewable energy 
sources, pollution prevention, investment in environmental technology, green building, 
energy monitoring/conservation/efficiency, renewable energy and micro-generation, 
waste management, water efficiency/conservation, cleaning products and practices, 
local, organic and sustainable food, travel impact and climate change impacts. 
b) Compliance - Compliance, for example, means being a member of an environmental 
organization, having environmental certifications (e.g. ISO 9001/14001), prepare 
environmental reporting or the publication of an annual social report. 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Environment 
Management 

m  m  m  m  m  

Compliance m  m  m  m  m  
 
 
3.6 Please indicate how important are the following statements to you? 
 
 
 Not Slightly Somewhat Important Very 
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important important important important 
The club should 
adopt and apply 
sustainability/CSR 
policy (social, 
economic and 
environmental) 

m  m  m  m  m  

The club should 
include the 
supporters in its 
sustainable/CSR 
decision-making 
process 

m  m  m  m  m  

The club's 
sustainability 
policy would help 
me adopt a more 
sustainable 
lifestyle 

m  m  m  m  m  

 
 
3.7 For each of the following Montreal Impact products/services, how important is it for 
you that each of these are sustainable? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Tickets (forest 
certified 
paper, 
recycled 
content, e-
ticket, etc.) 

m  m  m  m  m  

Food and 
Beverages 
(local and 
organic 
products, 
composting, 
etc.) 

m  m  m  m  m  

Merchandising 
(locally made, 
green fabric, 
etc.) 

m  m  m  m  m  
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3.8 For you to consider your experience at the Montreal Impact a sustainable experience, 
how important are the following elements? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Reduce the 
club's waste 
(recycling, 
waste 
reduction, 
reduce & 
reuse, etc.) 

m  m  m  m  m  

Reduce 
Montreal 
Impact 
greenhouse 
gas emission 
(green 
energy, etc.) 

m  m  m  m  m  

Decrease 
automobile 
usage, using 
public transit, 
carpooling, or 
cycling 

m  m  m  m  m  

Hold 
sustainability-
related events 
at the stadium 
(sustainability 
activations, 
awareness 
programs, 
etc.) 

m  m  m  m  m  

Expand 
opportunities 
for 
sustainability 
to supporters 
and partners 

m  m  m  m  m  

Manage 
club's water 
usage 
(rooftop 
gardens, etc.) 

m  m  m  m  m  
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Improve 
Stade 
Saputo's 
overall 
sustainability 
(green 
building, 
LEED, etc.) 

m  m  m  m  m  

 
 
3.9 To what extent do you agree that each of the following groups should be responsible 
to ensure that the Montreal Impact is as sustainable as possible? 
 
 
 Strongly 

disagree 
Disagree Undecided Agree Strongly 

agree 
Supporters m  m  m  m  m  
Other 
stakeholders 
(partners, media 
partners, etc.) 

m  m  m  m  m  

Club itself m  m  m  m  m  
MLS m  m  m  m  m  
Community/City m  m  m  m  m  
FIFA m  m  m  m  m  
Soccer Canada m  m  m  m  m  
Quebec Soccer 
Federation 

m  m  m  m  m  

 
 
 

(End of Page 4) 
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Section 4 - Supporters' Environmental Behaviour 
 
4.1 Please indicate how important is sustainability/CSR in your daily life. 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Importance of 
sustainability/CSR 
in your daily life 

m  m  m  m  m  

 
 
4.2 To what extent are you satisfied with the following? 
 
 
 Strongly 

unsatisfied 
Unsatisfied Neither Satisfied Strongly 

satisfied 
I am happy with 
what I do for 
the environment 
in my current 
lifestyle 

m  m  m  m  m  

I would like to 
do a lot more to 
help the 
environment 

m  m  m  m  m  

I am 
environmentally 
friendly in 
everything I do 

m  m  m  m  m  

 
 
4.3 How important are the following behaviours to you in your current lifestyle? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Eco-
improving 
your home  

m  m  m  m  m  

Using 
energy and 
water wisely 

m  m  m  m  m  

Extending 
the life of 
things (to 

m  m  m  m  m  
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minimize 
waste) 
Cooking and 
managing a 
sustainable 
and healthier 
diet 

m  m  m  m  m  

Choosing 
eco-products 
and services 

m  m  m  m  m  

Traveling 
sustainably  

m  m  m  m  m  

Waste 
management 
(recycling, 
composting, 
etc.) 

m  m  m  m  m  

 
 
4.4 How much would each of the following groups influence you into adopting more 
environmentally behaviours if you saw them behaving in a more environmentally 
friendly way? 
 
 
 Not at all Slightly Somewhat A fair 

amount 
A great 
amount 

Family m  m  m  m  m  
Friends m  m  m  m  m  
Work or 
study 
colleagues 

m  m  m  m  m  

Scientific 
experts 

m  m  m  m  m  

Politicians m  m  m  m  m  
Media (TV, 
radio, 
papers, etc.) 

m  m  m  m  m  

Local 
community 
groups 

m  m  m  m  m  

Favourite 
sport team 

m  m  m  m  m  

My 
peers/other 
supporters 

m  m  m  m  m  

My favourite m  m  m  m  m  
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player(s) 
 
 
 

(End of Page 5) 
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Section 5 - Supporter Intentions 
 
5.1 If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how 
frequently would you use the following to stay informed about the Montreal Impact? 
 
 
 Never Rarely Occasionally Moderately Often 
Emails from the club m  m  m  m  m  
Club's newsletter m  m  m  m  m  
Social media 
(Facebook, Twitter, 
etc.) 

m  m  m  m  m  

Montreal Impact 
website 

m  m  m  m  m  

MLS website m  m  m  m  m  
Newspaper/radio/TV m  m  m  m  m  
Local or national 
media 

m  m  m  m  m  

Word of mouth m  m  m  m  m  
Game highlights m  m  m  m  m  
Mobile app m  m  m  m  m  
 
 
5.2 If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how often 
would you share your experiences at a Montreal Impact event? 
 
 
 Never Rarely Occasionally Moderately Often 
I do share all 
my 
experiences 

m  m  m  m  m  

I am a 
passive 
social media 
consumer. I 
do not 
contribute, 
but I read 

m  m  m  m  m  

I share short 
video clips 
on social 
media 

m  m  m  m  m  

I share 
pictures on 
social media 

m  m  m  m  m  

I share sport m  m  m  m  m  
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news to my 
own feed 
 I talk to my 
friends and 
my 
colleagues 
about the 
club 

m  m  m  m  m  

 
 
5.3 If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how 
frequently would you do the following? 
 
 
 Never Rarely Occasionally Moderately Often 
Contribute to 
the Montreal 
Impact social 
media 
discussions 

m  m  m  m  m  

Vote for 
Montreal 
Impact players 
on the MLS 
website (Goal 
of the Week, 
etc.) 

m  m  m  m  m  

Make my 
opinion heard 
by calling in 
open lines 
(radio) or 
emailing the 
administration 

m  m  m  m  m  

Write about the 
Montreal 
Impact (blogs, 
social media, 
etc.) 

m  m  m  m  m  

Open all 
communication 
sent by the 
Montreal 
Impact and 
take action if 
needed 

m  m  m  m  m  
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Contact my 
sales 
representative 
or use the 
"Account 
Manager" to 
manage my 
tickets 

m  m  m  m  m  

Make sure to 
renew my 
Montreal 
Impact season 
tickets during 
the renewal 
period 

m  m  m  m  m  

Attend the 
annual 
Members' 
events 
(General 
Assembly, 
Meet the Team 
Event, etc.) 

m  m  m  m  m  

Apply to be 
part of the 
Montreal 
Impact 
Members' 
Council 

m  m  m  m  m  

 
 
5.4 If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how 
would your personal environmental behaviour be affected in regards to the importance of 
the following? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Eco-
improving 
your home 

m  m  m  m  m  

Using 
energy and 
water wisely 

m  m  m  m  m  

Extending 
the life of 

m  m  m  m  m  
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things (to 
minimize 
waste) 
Cooking and 
managing a 
sustainable 
and healthier 
diet 

m  m  m  m  m  

Choosing 
eco-products 
and services 

m  m  m  m  m  

Traveling 
sustainably 

m  m  m  m  m  

Setting up 
and using 
resources in 
your 
community 

m  m  m  m  m  

Using and 
future-
proofing 
outdoor 
spaces 

m  m  m  m  m  

Being part 
of improving 
the 
environment 

m  m  m  m  m  

 
 
5.5 If the Montreal Impact was to adopt and apply a sustainability/CSR policy, how many 
home games would you plan to attend in 2018? 
 
 
 None 1 to 3 

games 
4 to 9 
games 

10 to 18 
games 

19 games 
(season 
tickets) 

3-year 
season 
tickets 

5-year 
season 
tickets 

Please 
select an 
answer 

m  m  m  m  m  m  m  

 
 
5.6 If you were to contribute to the Montreal Impact sustainability/CSR activities and 
programs, how much would you be willing to pay per game, knowing that this fee would 
be included in the price of the ticket? 
 
 



96 

 $0 $1 $2 $3 $4 $5 
Please 
select an 
answer 

m  m  m  m  m  m  

 
 
 

(End of Page 6) 
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Section 6 - General Questions 
 
6.1 To which gender to you identify? 
   m  Male 
   m  Female 
   m  Other (please specify) ____________________ 
   m  I prefer not to answer 
 
6.2 What language do you speak most often at home? 
   m  French 
   m  English 
   m  Arabic 
   m  Greek 
   m  Hindi 
   m  Italian 
   m  Mandarin/Cantonese 
   m  Portuguese 
   m  Russian 
   m  Spanish 
   m  Other (please specify) ____________________ 
   m  I prefer not to answer 
 
6.3 What is your total annual household income, before taxes, in 2017? 
   m  Less than $30,000 
   m  Between $30,000 and $49,999 
   m  Between $50,000 and $69,999 
   m  Between $70,000 and $99,999 
   m  Between $100,000 and $149,999 
   m  More than $150,000 
   m  I prefer not to answer 
 
6.4 How many children under the age of 18 live with you? 
   m  None 
   m  One 
   m  Two 
   m  Three 
   m  Four 
   m  Five or more 
   m  I prefer not to answer 
 
6.5 For analysis purposes only, what is your postal code? 
    ____________________ 
 
23. 6.6 If the club was to adopt a CSR policy and your engagement would not change, 
could you please explain why (e.g. on-field performance, money constraints, time 
constraints, lack of star players, etc.). 
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   ______________________________________________________________ 
   ______________________________________________________________ 
   ______________________________________________________________ 
 
6.7 Are there any other comments that you would like to share with us? If you wish to 
send your comments and would like a reply, please send you comments directly to 
florence.martin@impactmontreal.com  
   ______________________________________________________________ 
   ______________________________________________________________ 
   ______________________________________________________________ 
 
 

(End of Page 7) 
 



99 

Thank you for participating in our survey. In order to be eligible for the draw of a special 
prize, please enter your email address below. 
    ____________________ 
 
I accept to receive information, offers and promotions from the Montreal Impact.  
   m  Yes 
   m  No 
 
 

(End of Page 8) 
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CSR Study - Control Group [English (Canada)] 
 
Statement of Consent  
I have read the information in this consent form. 
   m  I consent to participate in the study.  
   m  I do not consent to participate in the study 
 
_____________________________________________________________ 
 
About this consent form 
Please read this form carefully. This form provides important information about 
participating in research. You have the right to take your time in making decisions about 
participating in this research. You may discuss your decision with your family and your 
friends. If you have any questions about the research or any portion of this form, please 
ask us. If you decide to participate in this research, there is no need to sign any form.  
  
Participation is voluntary 
You are invited to take part in this research because you are one of our passionate 
supporters who provide the club with unwavering support. It is your choice whether or 
not to participate. If you choose to participate, you may change your mind and leave the 
study at any time. Refusal to participate or stopping your participation will involve no 
penalty or loss of benefits to which you are otherwise entitled. 
 
What you should know about a research study 
- Someone will explain this research study to you.  
- A research study is something you volunteer for.  
- Whether or not you take part is up to you. 
- You can choose not to take part in the research study.  
- You can agree to take part now and later change your mind.  
- Whatever you decide it will not be held against you. 
- Feel free to ask all the questions you want before you decide. 
  
What is the purpose of this research? 
The purpose of this research is to explore the effect of CSR on supporter’s engagement 
and their environmental behaviors within a sample of supporters of a soccer club of the 
professional Major League Soccer (MLS). 
  
How many people will take part in this research? 
All the supporters of the club will take part in this research and they will be representing 
a soccer club supporters’ point of view. 
  
How long will I take part in this research? 
The survey will take around 15 minutes. 
  
What can I expect if I take part in this research? 
As a participant, you will be expected to complete a survey.  



101 

 
What are my responsibilities?  
As a participant, you are responsible for responding to a survey.  
  
What are the risks and possible discomforts? 
No foreseeable risks 
  
Are there any benefits from being in this research study? 
The benefits from being in this research study are helping address the benefits of CSR for 
sport organizations’ stakeholders, particularly the supporters as CSR initiatives may 
provide a “new value” for sport organizations and their stakeholders. Also, the results of 
this study may provide an alternative perspective and new insights into the benefits of 
CSR for professional soccer clubs. It is hypothesized that the study will confirm that 
sport CSR is an opportunity-driven concept which not only can assist in achieving better 
corporate strategic direction but also, can play an important role in changing the 
engagement and the environmental behavior of supporters. Furthermore, this study may 
help identify the most beneficial outcomes financially and show the positive impact that 
CSR can have on supporters through the increase of their engagement. Indeed, for 
professional soccer clubs, attracting supporters is an important source of financial 
growth, and since engaging in CSR should attract supporters, CSR adoption may 
constitute a viable strategy for soccer clubs especially in the current competitive sport 
business environment. Finally, the current research results should guide managers in 
addressing dilemmas that might arise concerning soccer clubs’ investment priorities. It 
may allow them to consider integrating CSR into their core vision as well as redefine and 
update the organizational mission and business goals so that CSR becomes one of the 
investment priorities in line with the clubs’ supporter engagement efforts. 
  
Will I be compensated for participating in this research?  
There is no money or other forms of compensation for your participation in this research  
  
What will I have to pay for if I participate in this research? 
It will not cost you anything to participate in this research 
  
Can my taking part in the research end early?  
You may decide not to continue in the research at any time without it being held against 
you. 
  
If I take part in this research, how will my privacy be protected? What happens to 
the information you collect? 
Confidentiality of your personal information is guaranteed. Efforts will be made to limit 
the use and disclosure of your personal information and including research study, to 
people who have a need to review this information. Montreal Impact will receive a copy 
of your responses. Please note that your participation will not impact your relationship 
with Montreal Impact. 
  
If I have any questions, concerns or complaints about this research study, who can I 
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talk to? 
- The Principal Investigator of this study: Jaouad Didi. he can be reached 
at: jdidi@g.harvard.edu 
- The Committee on the Use of Human Subjects, Harvard University 
Richard A. and Susan F. Smith Campus Center, 1350 Massachusetts Avenue, Suite 935 
Cambridge, MA 02138, Email: cuhs@harvard.edu 
Phone: (617) 496-2847 
- If you have questions, concerns, or complaints, 
- If you would like to talk to the research team, 
- If you think the research has hurt you, or 
- If you wish to withdraw from the study.  
 
 

(End of Page 1) 
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Section 1 - Supporter Engagement 
 
1.1 Which media do you use to acquire information about the Montreal Impact? Please 
select an answer for each row. 
 
 
 Never Rarely Occasionally Moderately Often 
Emails from the club m  m  m  m  m  
Club's newsletter m  m  m  m  m  
Social media 
(Facebook, Twitter, 
etc.) 

m  m  m  m  m  

Montreal Impact 
website 

m  m  m  m  m  

MLS website m  m  m  m  m  
Newspaper/radio/TV m  m  m  m  m  
Word of mouth m  m  m  m  m  
YouTube game 
highlights 

m  m  m  m  m  

Mobile app m  m  m  m  m  
 
1.2 Please read the following statements and indicate how often you share your 
experiences at a Montreal Impact event? 
 
 
 Never Rarely Occasionally Moderately Often 
I do share all 
my 
experiences 

m  m  m  m  m  

I am a 
passive 
social media 
consumer. I 
do not 
contribute, 
but I read 

m  m  m  m  m  

I share short 
video clips 
on social 
media 

m  m  m  m  m  

I share 
pictures on 
social media 

m  m  m  m  m  

I share sport 
news to my 
own feed 

m  m  m  m  m  
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 I talk to my 
friends and 
my 
colleagues 
about the 
club 

m  m  m  m  m  

 
1.3 Please read the following statements and indicate how often you interact with the 
Montreal Impact? 
 
 
 Never Rarely Occasionally Moderately Often 
I contribute to 
the Montreal 
Impact social 
media 
discussions 

m  m  m  m  m  

I vote for 
Montreal 
Impact players 
on the MLS 
website (Goal 
of the Week, 
etc.) 

m  m  m  m  m  

I make my 
opinion heard 
by calling in 
open lines 
(radio) or 
emailing the 
administration 

m  m  m  m  m  

I write about 
the Montreal 
Impact (blogs, 
social media, 
etc.) 

m  m  m  m  m  

I open all 
communication 
sent by the 
Montreal 
Impact and 
take action if 
needed 

m  m  m  m  m  

I contact my 
sales 
representative 

m  m  m  m  m  
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or use the 
"Account 
Manager" to 
manage my 
tickets 
I make sure to 
renew my 
Montreal 
Impact season 
tickets during 
the renewal 
period 

m  m  m  m  m  

I attend the 
annual 
Members' 
events 
(General 
Assembly, 
Meet the Team 
Event, etc.) 

m  m  m  m  m  

I apply to be 
part of the 
Montreal 
Impact 
Members' 
Council 

m  m  m  m  m  

 
1.4 On average, how many Montreal Impact home games per season do you attend? 
 
 
 None 1 to 3 games 4 to 9 games 10 to 18 

games 
19 games 
(all) 

Please select 
one answer 

m  m  m  m  m  

 
 

(End of Page 2) 
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Section 2 - Montreal Impact Foundation 
 
2.1 Are you aware of the existence of the Montreal Impact Foundation? 
   m  Yes  
   m  No 
 
2.2 Did you participate in any of the following Montreal Impact Foundation events? 
Please select all that apply. 
   q The 50/50 raffle during games 
   q "C'est mieux en bleu" gala 
   q Centraide Cup 
   q Footgolf tournament 
   q Other ____________________ 
 
2. 3 Do you know which projects or organizations the Montreal Impact Foundation 
support in your community? 
   m  Yes  
   m  No 
 
 
2. 4 Please indicate how important is the Montreal Impact Foundation work to you when 
interacting with the Montreal Impact in general? 
 
 
 Not 

important  
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Importance 
of Montreal 
Impact 
Foundation 
work 

m  m  m  m  m  

 
 
2.5 Please indicate how satisfied you are with the Montreal Impact Foundation work in 
general? 
 
 
 Strongly 

unsatisfied 
Unsatisfied Undecided Satisfied Strongly 

satisfied 
Satisfaction 
with the 
Montreal 
Impact 
Foundation 
work 

m  m  m  m  m  
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(End of Page 3) 
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Section 3 - Supporters' Environmental Behaviour 
 
3.1 Please indicate how important is sustainability/CSR in your daily life. 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Important of 
sustainability/CSR 
in your daily life 

m  m  m  m  m  

 
 
3.2 To what extent are you satisfied with the following? 
 
 
 Strongly 

satisfied 
Unsatisfied Neither Satisfied Strongly 

satisfied 
I am happy with 
what I do for 
the environment 
in my current 
lifestyle 

m  m  m  m  m  

I would like to 
do a lot more to 
help the 
environment 

m  m  m  m  m  

I am 
environmentally 
friendly in 
everything I do 

m  m  m  m  m  

 
 
3.3 How important are the following behaviours to you in your current lifestyle? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Eco-
improving 
your home  

m  m  m  m  m  

Using 
energy and 
water wisely 

m  m  m  m  m  

Extending 
the life of 
things (to 

m  m  m  m  m  
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minimize 
waste) 
Cooking and 
managing a 
sustainable 
and healthier 
diet 

m  m  m  m  m  

Choosing 
eco-products 
and services 

m  m  m  m  m  

Traveling 
sustainably  

m  m  m  m  m  

Waste 
management 
(recycling, 
composting, 
etc.) 

m  m  m  m  m  

 
 
3.4 How much would each of the following groups influence you into adopting more 
environmentally behaviours if you saw them behaving in a more environmentally 
friendly way? 
 
 
 Not at all Slightly Somewhat A fair 

amount 
A great 
amount 

Family m  m  m  m  m  
Friends m  m  m  m  m  
Work or 
study 
colleagues 

m  m  m  m  m  

Scientific 
experts 

m  m  m  m  m  

Politicians m  m  m  m  m  
Media (TV, 
radio, 
papers, etc.) 

m  m  m  m  m  

Local 
community 
groups 

m  m  m  m  m  

Favourite 
sport team 

m  m  m  m  m  

My 
peers/other 
supporters 

m  m  m  m  m  

My favourite m  m  m  m  m  
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player(s) 
 
 
 

(End of Page 4) 
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Section 4 - Supporters Intentions 
 
4.1 If the Montreal Impact Foundation was to support your community, how frequently 
would you use the following to stay informed about the Montreal Impact 
 
 
 Never Rarely Occasionally Moderately Often 
Emails from the club m  m  m  m  m  
Club's newsletter m  m  m  m  m  
Social media 
(Facebook, Twitter, 
etc.) 

m  m  m  m  m  

Montreal Impact 
website 

m  m  m  m  m  

MLS website m  m  m  m  m  
Newspaper/radio/TV m  m  m  m  m  
Word of mouth m  m  m  m  m  
YouTube game 
highlights 

m  m  m  m  m  

Mobile app m  m  m  m  m  
 
 
4.2 If the Montreal Impact Foundation was to support your community, how often would 
you share your experiences at a Montreal Impact event? 
 
 
 Never Rarely Occasionally Moderately Often 
I do share all 
my 
experiences 

m  m  m  m  m  

I am a 
passive 
social media 
consumer. I 
do not 
contribute, 
but I read 

m  m  m  m  m  

I share short 
video clips 
on social 
media 

m  m  m  m  m  

I share 
pictures on 
social media 

m  m  m  m  m  

I share sport 
news to my 

m  m  m  m  m  
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own feed 
I talk to my 
friends and 
my 
colleagues 
about the 
club 

m  m  m  m  m  

 
 
4.3 If the Montreal Impact Foundation was to support your community, how frequently 
would you do the following? 
 
 
 Never Rarely Occasionally Moderately Often 
Contribute to 
the Montreal 
Impact social 
media 
discussions 

m  m  m  m  m  

Vote for 
Montreal 
Impact players 
on the MLS 
website (Goal 
of the Week, 
etc.) 

m  m  m  m  m  

Make my 
opinion heard 
by calling in 
open lines 
(radio) or 
emailing the 
administration 

m  m  m  m  m  

Write about the 
Montreal 
Impact (blogs, 
social media, 
etc.) 

m  m  m  m  m  

Open all 
communication 
sent by the 
Montreal 
Impact and 
take action if 
needed 

m  m  m  m  m  

Contact my m  m  m  m  m  
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sales 
representative 
or use the 
"Account 
Manager" to 
manage my 
tickets 
Make sure to 
renew my 
Montreal 
Impact season 
tickets during 
the renewal 
period 

m  m  m  m  m  

Attend the 
annual 
Members' 
events 
(General 
Assembly, 
Meet the Team 
Event, etc.) 

m  m  m  m  m  

Apply to be 
part of the 
Montreal 
Impact 
Members' 
Council 

m  m  m  m  m  

 
 
4.4 If the Montreal Impact Foundation was to support your community, how would your 
personal environmental behavior be affected in regards to the importance of the 
following? 
 
 
 Not 

important 
Slightly 
important 

Somewhat 
important 

Important Very 
important 

Eco-
improving 
your home 

m  m  m  m  m  

Using 
energy and 
water wisely 

m  m  m  m  m  

Extending 
the life of 
things (to 

m  m  m  m  m  
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minimize 
waste) 
Cooking and 
managing a 
sustainable 
and healthier 
diet 

m  m  m  m  m  

Choosing 
eco-products 
and services 

m  m  m  m  m  

Traveling 
sustainably 

m  m  m  m  m  

Setting up 
and using 
resources in 
your 
community 

m  m  m  m  m  

Using and 
future-
proofing 
outdoor 
spaces 

m  m  m  m  m  

Being part 
of improving 
the 
environment 

m  m  m  m  m  

 
 
4.5 If the Montreal Impact Foundation was to support your community, how many home 
games would you plan to attend in 2018? 
 
 
 None 1 to 3 

games 
4 to 9 
games 

10 to 18 
games 

19 games 
(season 
tickets) 

3-year 
season 
tickets 

5-year 
season 
tickets 

Please 
select an 
answer 

m  m  m  m  m  m  m  

 
 
 

(End of Page 5) 
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Section 5 - General Questions 
 
5.1 To which gender to you identify? 
   m  Male 
   m  Female 
   m  Other (please specify) ____________________ 
   m  I prefer not to answer 
 
5.2 What language do you speak most often at home? 
   m  French 
   m  English 
   m  Arabic 
   m  Greek 
   m  Hindi 
   m  Italian 
   m  Mandarin/Cantonese 
   m  Portuguese 
   m  Russian 
   m  Spanish 
   m  Other (please specify) ____________________ 
   m  I prefer not to answer 
 
5.3 What is your total annual household income, before taxes, in 2017? 
   m  Less than $30,000 
   m  Between $30,000 and $49,999 
   m  Between $50,000 and $69,999 
   m  Between $70,000 and $99,999 
   m  Between $100,000 and $149,999 
   m  More than $150,000 
   m  I prefer not to answer 
 
5.4 How many children under the age of 18 live with you? 
   m  None 
   m  One 
   m  Two 
   m  Three 
   m  Four 
   m  Five or more 
   m  I prefer not to answer 
 
5.5 For analysis purposes only, what is your postal code? 
    ____________________ 
 
30. 5.6 Are there any other comments that you would like to share with us? If you wish to 
send your comments and would like a reply, please send you comments directly to 
florence.martin@impactmontreal.com  
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   ______________________________________________________________ 
   ______________________________________________________________ 
   ______________________________________________________________ 
 
 

(End of Page 6) 
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Thank you for participating in our survey. In order to be eligible for the draw or a special 
prize, please enter your email address below. 
    ____________________ 
 
I accept to receive information, offers and promotions from the Montreal Impact.  
   m  Yes 
   m  No 
 
 

(End of Page 7) 
 

 


