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The current study examined attendance at NCAA Division I women’s volleyball 
matches from 2021 to 2023, focusing on key factors influencing fan turnout. De-
spite record-breaking attendance and increased media visibility, limited research has 
explored the determinants of  volleyball match attendance. The purpose of  this study 
was to analyze how scheduling, team performance, opponent quality, and promotional 
efforts impact attendance.

The dataset included 15 teams and 712 matches across three seasons, with variables 
measuring match characteristics (e.g., weekend, evening start times), team perfor-
mance (e.g., win percentage, past tournament appearances), opponent ranking, and 
institutional factors (e.g., enrollment, gender composition). Results indicated that eve-
ning matches and conference games significantly increased attendance, while promo-
tional events led to moderate gains. However, team win percentage and past success 
were not significant predictors, suggesting that attendance is more event-driven than 
performance-based. Matches against unranked opponents were associated with lower 
attendance, emphasizing the importance of  opponent strength.

These findings provide valuable insights for athletic departments, emphasizing the 
importance of  strategic scheduling and targeted promotional initiatives to drive fan 
engagement and ensure the continued growth of  women’s collegiate volleyball.
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Women’s collegiate volleyball 
has experienced unprecedent-
ed growth in recent years, 

with increasing attendance, record-break-
ing television viewership, and heightened 
media visibility (Akabas, 2023; Darvin, 
2023). The 2023 season marked a historic 
milestone, with Nebraska’s match against 
Omaha drawing 92,003 fans, setting the 
all-time attendance record for a women’s 
sporting event. Additionally, the National 
Collegiate Athletic Association (NCAA) 
championship match between Texas and 
Nebraska, the first ever to be broadcast on 
ABC, attracted 1.7 million viewers, a 151% 
increase from the previous year (Darvin, 
2023). These trends reflect a broader shift 
in the sport, with more than 3.6 million 
fans attending NCAA volleyball matches 
in 2023, and over 30 Division I schools 
setting new attendance records (Darvin, 
2023).

While women’s collegiate volleyball tra-
ditionally has not been considered a sig-
nificant revenue generator for most ath-
letic departments, recent data reveals its 
growing financial importance, particularly 
among top programs. Nebraska, which 
has led NCAA volleyball attendance for 
nine consecutive seasons, generated $2.12 
million in ticket sales revenue in 2021-22, 
second only to UConn women’s basketball 
among all women’s collegiate sports teams 
(Akabas, 2023). The Cornhuskers’ vol-
leyball program also generated $565,413 
in concessions, parking, programs, and 
novelties revenue—more than twice the 
amount of  the men’s basketball program 
at the same institution. Though Nebraska 
represents the highest end of  the spec-

trum, other top volleyball programs like 
Wisconsin ($713,000 in ticket revenue) 
demonstrate that women’s collegiate vol-
leyball can be a meaningful revenue source 
for athletic departments (Akabas, 2023).

This surge in popularity coincides with 
broader trends in participation. Volley-
ball is now the most popular high school 
sport for girls in the United States, with 
over 470,000 participants in 2022-23 and 
roughly 480,000 in 2023-24, surpassing 
both basketball and soccer (Olson, 2024; 
SBLive Sports, 2024). As participation has 
grown, so too has media coverage, with 
major networks like ESPN, NBC, and Fox 
expanding their volleyball programming. 
The Big Ten alone increased its televised 
matches from 53 in 2021 to 83 in 2024, 
and the NCAA continues to explore ways 
to make early-round tournament matches 
more accessible (Megaree, 2024). These 
developments indicate that volleyball has 
shifted to the mainstream and provides 
athletic departments with significant op-
portunities to capitalize on the increased 
interest. 

This mainstream shift and growing me-
dia presence underscore the importance 
of  attendance beyond direct revenue gen-
eration. Strong attendance yields multiple 
strategic benefits for volleyball programs. 
It attracts media coverage, enhances insti-
tutional visibility, strengthens recruiting ef-
forts, and serves as a critical performance 
indicator for athletic directors. While 
top-tier programs like Nebraska gener-
ate substantial revenue, it is important to 
note that most mid and lower-tier volley-
ball programs likely earn minimal direct 
revenue from attendance. Nevertheless, 
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as women’s collegiate volleyball continues 
to experience attendance growth and in-
creased media attention nationally, under-
standing the factors that drive spectator 
engagement has become essential from 
both financial and strategic perspectives 
for programs at all competitive levels.

Despite this rising prominence, re-
search examining the key determinants 
of  women’s collegiate volleyball atten-
dance remains limited (Mayer & Hungen-
berg, 2021; Schreyer & Ansari, 2022). To 
address this gap, this study investigated 
the impact of  various factors on NCAA 
women’s volleyball match attendance us-
ing a comprehensive panel dataset span-
ning 2021-2023 and employing fixed ef-
fects regression modeling. By identifying 
the most significant attendance drivers, 
the results provide actionable insights 
for college athletic administrators seek-
ing to capitalize on volleyball’s growing 
popularity. These findings can inform ev-
idence-based strategies to enhance game-
day attendance and strengthen the con-
tinued marketability and sustainability of  
women’s collegiate volleyball programs.

Literature Review
College sports, particularly football 

and basketball, generate significant reve-
nue for universities through ticket sales, 
merchandise, and media rights (Bass et al., 
2015; NCAA, 2024b). However, as atten-
dance levels vary across all sports, tradi-
tional non-revenue sports often struggle 
to attract significant crowds (Mayer, 2024; 
Mayer et al., 2017; Shackelford & Green-
well, 2005; Stensland & Bass, 2017). Un-
derstanding the factors influencing atten-
dance at traditionally non-revenue sports, 

like volleyball, has become increasingly 
important for athletic administrators seek-
ing to maximize fan engagement, enhance 
program visibility, and cultivate stronger 
community connections (Shackelford & 
Greenwell, 2005; Trail et al., 2008). 

Volleyball presents a unique case in 
the dynamics of  collegiate sports. Unlike 
most NCAA sports, where men’s pro-
grams typically receive greater resources, 
visibility, and attendance, women’s volley-
ball often enjoys higher prominence than 
men’s volleyball at the collegiate level. This 
anomaly stems from several structural 
factors, including the significant disparity 
in program sponsorship: women’s volley-
ball is widely sponsored, with 336 Divi-
sion I programs, while men’s volleyball is 
relatively scarce, at 28 programs (National 
Collegiate Athletic Association, 2024a). 
This inverted representation means wom-
en’s volleyball serves as the primary vol-
leyball program at most institutions. 

This unique positioning of  women’s 
volleyball within collegiate athletics creates 
distinctive challenges for understanding 
attendance patterns. Research has indicat-
ed that attendance at collegiate sporting 
events is influenced by a range of  vari-
ables. For traditionally non-revenue sports 
like women’s volleyball, these factors may 
have a greater impact as teams often have 
smaller fan bases and less media exposure 
compared to their football and basketball 
counterparts. Despite the clear benefits 
of  understanding attendance patterns, 
much of  the existing literature focuses on 
men’s sports, especially football and bas-
ketball (Martinson et al., 2015; Ridinger 
& Funk, 2006; Shackelford & Greenwell, 
2005). These results provide a foundation 
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for exploring attendance in other sports 
but highlight the need for sport-specific 
studies, especially in sports like volleyball, 
where different factors may be at play 
(Mayer et al., 2017; Mayer, 2024; Shack-
elford & Greenwell, 2005; Zapalac et al., 
2010). 

Theoretical Frameworks for 
Understanding Sport Attendance

The study of  sport spectator behav-
ior has evolved significantly over several 
decades, with multiple theoretical frame-
works highlighting the complex psycholo-
gy behind fan motivation and attendance. 
The concept of  “basking in reflected glo-
ry” (BIRGing) established a fundamental 
psychological mechanism explaining why 
individuals associate themselves with suc-
cessful teams to enhance their self-image 
and social identity (Cialdini et al., 1976). 
This phenomenon helps explain atten-
dance increases following team success, 
as fans seek to connect themselves with 
positive outcomes that reflect favorably 
on their own identity.

Sport fan motivation expanded be-
yond this singular concept into a compre-
hensive framework categorizing fan mo-
tives into five major theories: salubrious 
effects, stress and stimulation seeking, 
catharsis and aggression, entertainment, 
and achievement seeking (Sloan, 1989). 
This theoretical foundation has provid-
ed the structure for subsequent research 
exploring the multidimensional nature of  
sport attendance behaviors across various 
contexts.

From these theoretical foundations 
emerged empirically validated measure-

ment instruments designed to quanti-
fy sport consumption motivations. The 
Sport Fan Motivation Scale (SFMS) iden-
tified eight primary motivational factors 
driving fan behavior: eustress, self-esteem, 
escape, entertainment, economic, aesthet-
ic, group affiliation, and family (Wann, 
1995). This multidimensional approach 
has proven valuable for understanding 
spectator behavior across diverse sporting 
contexts.

Further refinement of  measurement 
approaches addressed psychometric lim-
itations of  earlier scales through the Mo-
tivation Scale for Sport Consumption 
(MSSC), which measures nine dimen-
sions: achievement, knowledge, aesthetics, 
drama, escape, family, physical attraction, 
physical skills of  athletes, and social inter-
action (Trail & James, 2001). This instru-
ment has demonstrated strong reliability 
and validity across diverse sporting con-
texts and remains among the most widely 
used in attendance research.

A meta-analytic synthesis of  sport 
consumption research has confirmed that 
factors such as team identification, star 
players, team performance, and facility 
quality consistently influence attendance 
decisions across various sporting contexts 
(Kim et al., 2019). This comprehensive 
analysis offers valuable insights into the 
factors that exert the strongest influence 
on attendance behaviors, providing a solid 
foundation for future attendance studies.

General Factors Influencing 
Attendance

Attendance at sporting events is in-
fluenced by a complex interplay of  fac-
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tors, both internal to the fan and exter-
nal to the environment surrounding the 
event. Across all levels of  sport, from 
collegiate to professional, variables such 
as team success, fan loyalty, the quality 
of  the game-day experience, and social 
influences significantly impact specta-
tor decisions (Hansen & Gauthier, 1989; 
Trail et al., 2003; Wann et al., 2008). This 
multifaceted understanding of  attendance 
drivers has evolved from seminal work by 
researchers like Noll (1974), who estab-
lished early frameworks examining sport-
ing event consumption, to contemporary 
studies that have expanded our under-
standing of  the psychological, social, and 
contextual factors that shape fan behav-
ior. Understanding these general factors 
helps inform strategies to increase atten-
dance, regardless of  the sport or level of  
competition.

One driver of  attendance can be team 
performance (Ferreira & Armstrong, 
2004; Snipes & Ingram, 2007). Studies 
consistently indicate that teams with bet-
ter win-loss records or recent postseason 
success attract more fans to their games. 
This phenomenon is often referred to 
as the bandwagon effect, where fans are 
more likely to attend games when a team 
is performing well and has a higher chance 
of  success (Munoz et al., 2022). Depken 
et al. (2011) suggested that both current 
and recent team quality were significant 
predictors of  attendance for women’s 
collegiate basketball.   Shackelford and 
Greenwell (2005) identified that a team’s 
prior season win percentage was a signifi-
cant predictor of  attendance in four Divi-
sion I women’s sports (basketball, soccer, 

softball, and volleyball), with additional 
studies confirming these findings across 
intercollegiate athletics (DeSchriver & 
Jensen, 2002; Wells et al., 2000).

Research by Trail et al. (2017) provides 
a longitudinal perspective on attendance 
drivers. Their study examined how team-
fan role identity, prior attendance behav-
ior, and attendance intentions interact to 
predict future attendance. Their findings 
revealed that these factors combined to 
explain over 63% of  self-reported atten-
dance behavior, with role identity proving 
to be a significant predictor. Moreover, 
their research demonstrated that admin-
istrators need to consider both cognitive 
factors and behavioral intentions rather 
than relying solely on past attendance pat-
terns when predicting future fan behavior. 
While the current study uses a quantita-
tive design focused on women’s collegiate 
volleyball attendance, Trail et al.’s (2017) 
longitudinal model highlights the mul-
tifaceted psychological dimensions of  
attendance behavior, particularly the im-
portance of  fan identity and behavioral 
intention. 

The game-day experience also plays 
a crucial role in influencing attendance. 
Fans often attend games not only to watch 
the sport but also to engage in the social 
and communal aspects of  the event (Trail 
& James, 2001; Wann & Wilson, 1999). 
In addition, existing studies have provid-
ed evidence that promotions and theme-
based games are associated with increased 
attendance across various levels of  sport 
(Howell et al., 2015; Martinson et al., 
2015; McDonald & Rascher, 2000; Paul et 
al., 2013; Wells et al., 2000). Overall, the 
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general factors influencing attendance are 
multifaceted, with team success, fan loyal-
ty, and the game-day experience all playing 
important roles. By understanding these 
elements, organizations can better target 
their marketing and engagement strate-
gies to boost attendance and support.

Constraints and Barriers to 
Attendance

While various factors encourage fans 
to attend sporting events, numerous con-
straints and barriers can prevent potential 
spectators from attending (Kim & Trail, 
2010; Trail et al., 2008). These constraints 
are particularly relevant for non-revenue 
sports, where attracting a consistent fan 
base can be more challenging. Barriers 
to attendance can be broadly categorized 
into economic, social, and logistical fac-
tors, each of  which can significantly in-
fluence the decision-making process for 
fans.

One of  the most prominent barriers 
to attendance is financial cost (Hansen & 
Gauthier, 1989; Mayer et al., 2017; Snipes 
& Ingram, 2007). Ticket prices, parking 
fees, and other game-day expenses can 
be prohibitive for many potential attend-
ees, especially students and families. Re-
search indicates that high ticket prices can 
significantly reduce attendance, even in 
popular sports such as football and bas-
ketball (Hansen & Gauthier, 1989; May-
er & Hungenberg, 2021; Simmons et al., 
2018; Simmons et al., 2021; Zhang et al., 
1995). These findings are also relevant for 
collegiate sports, where budget-conscious 
students and residents may prioritize free 

or lower-cost entertainment options over 
attending paid sporting events.

Competition from alternative enter-
tainment options also serves as a signif-
icant barrier. In many cases, potential 
spectators may choose to stay home and 
watch the game on television, attend a 
competing event, or engage in non-sport-
ing activities such as dining out or seeing a 
movie. Mayer et al. (2017) highlighted this 
in their study on volleyball attendance, 
noting that individuals who had previous-
ly attended games cited other entertain-
ment opportunities as a primary reason 
for non-attendance. This issue can be par-
ticularly pronounced in urban areas and 
vibrant college towns, where options are 
abundant and competing events may draw 
attention away from collegiate sports.

Logistical constraints, such as game 
scheduling, can also create barriers to at-
tendance. Fans are more likely to attend 
games that are conveniently scheduled 
and easily accessible. For example, games 
held during weekday evenings may con-
flict with work or academic obligations, 
making it difficult for fans to attend (Bae-
cker et al., 2024; Martinson et al., 2015). 
Lack of  knowledge and awareness about 
sporting events also represents a signifi-
cant barrier, especially for traditionally 
non-revenue sports (Kim & Trail, 2010; 
Mayer, 2021, 2024). Without sufficient 
media coverage or promotion, potential 
fans may not be aware of  when or where 
games are taking place. Mayer et al. (2017) 
identified this as a key constraint in their 
study on collegiate volleyball attendance, 
finding that many fans who had never at-
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tended a volleyball match cited a lack of  
awareness as a major reason for their ab-
sence.

Finally, social influences can also act 
as barriers to attendance (Mayer, 2021). 
Many spectators attend sporting events in 
groups with friends, family, or classmates, 
making the social aspect of  attending a 
game an important consideration. When 
potential attendees perceive that there is 
no interest from their social circle, they 
may be less likely to attend alone (Mayer, 
2021; Mayer & Hungenberg, 2021; Per-
rault, 2016). Research has indicated that 
social engagement and group participa-
tion are significant motivators for attend-
ing sports events (Trail & James, 2001; 
Wann et al., 2008; Wann et al., 2001). 

Women’s Collegiate Sport Attendance
Attendance at women’s collegiate 

sports events has historically been lower 
than men’s revenue sports like football 
and basketball, reflecting broader societal 
patterns in gendered sports media cover-
age and resource allocation (Baecker et al., 
2024; Cooky et al., 2015; Fink et al., 2002; 
Trail & Kim, 2011). Unlike most NCAA 
sports, however, where men’s programs 
typically receive greater resources and 
media coverage, women’s volleyball draws 
higher average attendance than men’s vol-
leyball at the collegiate level due in part to 
the significant disparity in program spon-
sorship. 

One of  the most significant challenges 
facing women’s collegiate sports is the lack 
of  media coverage and exposure (Cooky 
et al., 2015; Kiraly & Shewman, 1999; 
Spencer & McClung, 2001). The dispar-

ity in media attention between men’s and 
women’s sports is well-documented, with 
major sports like football and basketball 
receiving the majority share of  broadcast 
and promotional resources. Studies have 
indicated that the lack of  consistent media 
coverage contributes to lower awareness 
and visibility for women’s sports, which, 
in turn, impacts attendance (Baecker et 
al., 2024; Martinson et al., 2015; Meier & 
Leinwather, 2012). Weaver (2019) empha-
sized how institutional decisions and or-
ganizational changes can either enhance 
or constrain the visibility of  non-revenue 
sports, depending on how priorities are 
set by athletic administrators. These struc-
tural considerations are particularly rele-
vant for understanding how programs like 
women’s volleyball are positioned within 
the broader college athletics ecosystem. 

It is worth noting that the 2024 vol-
leyball season was the most-watched sea-
son in history, with over 1.3 billion min-
utes consumed across ESPN platforms 
(Callahan, 2024). In addition, the entire 
NCAA volleyball tournament was broad-
cast on ESPN platforms and saw a 41% 
year-over-year increase in viewership 
(Callahan, 2024). Despite these advance-
ments, media coverage of  women’s sports 
remains significantly lower than that of  
men’s sports, highlighting the continued 
need for greater visibility.

In addition to structural factors, psy-
chological and social variables also play a 
key role in driving attendance at women’s 
collegiate sports events. Trail et al. (2017) 
emphasized the importance of  role iden-
tity in predicting attendance behavior, 
noting that fans are more likely to support 
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teams with whom they feel a strong emo-
tional or cognitive connection. This aligns 
with findings from Fink et al. (2002) and 
Ridinger and Funk (2006), who reported 
that fans of  women’s sports are often mo-
tivated by university pride, athlete support, 
and a sense of  community, rather than 
solely by competitive outcomes. These 
motivations have implications for effec-
tive marketing and promotional strategies. 
For instance, Fink et al. (2002) also found 
that promotional efforts targeting women 
and emphasizing positive role models in 
women’s sports helped boost attendance 
at women’s basketball games. Collectively, 
these insights underscore the need for tar-
geted campaigns that prioritize social con-
nection, community building, and a sense 
of  belonging, particularly in traditionally 
non-revenue sports like women’s volley-
ball, where traditional performance-based 
marketing may be less effective.

Fan segments also play a crucial role 
in shaping attendance patterns (Zapalac 
et al., 2010). Research suggests that wom-
en’s sports tend to attract different types 
of  fans compared to men’s sports. This 
is particularly true for collegiate women’s 
sports, where fans may be more likely to 
attend games to support the athletes or to 
engage in a sense of  university pride (Fink 
et al., 2002). Ridinger & Funk (2006) sug-
gested that women have a stronger iden-
tification with university pride as a moti-
vator for attending games, compared to 
their male counterparts, who are more 
often motivated by competitive success. 
This highlights the importance of  foster-
ing a strong connection between the ath-
letic programs and the broader university 

community to encourage attendance at 
women’s events.

Moreover, social engagement and 
the game-day experience are particularly 
important. Many attendees at women’s 
sports events are there not just for the 
competition but also for the social expe-
rience. Studies have indicated that fans 
of  women’s sports often attend games in 
groups, with family and friends, and that 
the atmosphere at the events plays a sig-
nificant role in their enjoyment (Gantz & 
Wenner, 1991; Ridinger & Funk, 2006; 
Wann, 1995). Creating a welcoming, 
community-oriented environment can 
help boost attendance at women’s sports 
events, as fans are more likely to return 
for future games if  they have a positive 
social experience.

Specific to college sport, research has 
indicated that institutional characteristics 
such as enrollment can significantly influ-
ence attendance patterns (Depken et al., 
2011; DeSchriver & Jensen, 2002; Natke 
et al., 2024; Shackelford & Greenwell, 
2005). When examining women’s colle-
giate volleyball specifically, Shackelford 
and Greenwell (2005) found that student 
enrollment was a significant predictor of  
attendance, along with basketball and soft-
ball, suggesting that larger universities may 
have inherent advantages in developing 
fan bases for these women’s sports. This 
relationship aligns with broader research 
on institutional connection and sport at-
tendance, as students’ identification with 
their university often translates to support 
for athletic programs (Murrell & Dietz, 
1992). While the specific attendance-en-
rollment relationships vary across sports 
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and competitive divisions, the underlying 
importance of  institutional size remains a 
consistent factor in predicting attendance 
outcomes.

Additionally, competitive success plays 
an important role in driving attendance 
at women’s sports, though its influence 
can vary (Trail & Kim, 2011; Wann et 
al., 2008). While team success general-
ly attracts casual fans, particularly during 
playoff  or championship runs (Trail et 
al., 2003), sustained attendance growth 
typically depends on broader engagement 
strategies beyond win-loss records (Fink 
et al., 2002; Ridinger & Funk, 2006). Em-
pirical investigations into women’s colle-
giate sports have found that prior season 
success serves as a significant predictor of  
attendance for women’s basketball, soc-
cer, and softball. However, this effect ap-
peared less pronounced for women’s vol-
leyball (Shackelford & Greenwell, 2005). 
This difference suggests that volleyball 
programs may need to emphasize factors 
beyond team performance when devel-
oping attendance strategies (Mayer et al., 
2017; Zapalac et al., 2010).

Collegiate Volleyball-Specific 
Research

While much of  the existing literature on 
sports attendance focuses on profession-
al sports and revenue-producing sports at 
the collegiate level, studies specifically ex-
amining attendance at women’s collegiate 
volleyball events are limited. Several key 
studies provide valuable insights into the 
factors influencing volleyball attendance 
and the challenges that programs encoun-
ter in attracting and retaining fans.

One of  the most relevant studies ad-
dressing volleyball-specific attendance is 
Mayer et al. (2017), which examined the 
constraint factors affecting non-atten-
dance at women’s collegiate volleyball 
matches. This study identified several key 
barriers that influence whether individu-
als choose to attend volleyball games. For 
fans who had never attended a match, 
factors such as financial costs, lack of  
awareness about the event, and low in-
terest from their social circles were the 
primary reasons for non-attendance. The 
authors note that matches at the institu-
tion in their sample offered free atten-
dance, which also signals a general lack of  
awareness around the sport. Meanwhile, 
those who had previously attended volley-
ball games cited competition from other 
forms of  entertainment and the team’s 
lack of  recent success as major barriers 
to returning. These findings highlight that 
both practical constraints (such as cost 
and competing entertainment) and emo-
tional factors (such as social interest and 
team performance) play a significant role 
in determining volleyball attendance. 

In a comprehensive examination of  
women’s collegiate volleyball spectators, 
Zapalac et al. (2010) identified four key 
market demand factors influencing at-
tendance: promotion, affiliation, attrac-
tiveness, and affordability. Their research 
revealed that these factors were positively 
predictive of  both attendance frequency 
and season ticket purchases, providing 
valuable insights for marketing strategies. 
Notably, they found that spectator de-
mographics were fairly balanced between 
genders, with a higher average age than 
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expected, suggesting volleyball attracts a 
broader audience beyond the typical col-
lege-aged demographic. These findings 
underscore the importance of  under-
standing spectator motivations and con-
sumption patterns when developing mar-
keting initiatives for women’s collegiate 
volleyball.

Team success is another critical factor 
influencing volleyball attendance, though 
its impact may be more nuanced com-
pared to other sports. In a study focused 
on select women’s sports, including bas-
ketball, soccer, softball, and volleyball, 
team success boosted attendance, but to a 
lesser extent in volleyball (Shackelford & 
Greenwell, 2005). Volleyball, as a non-rev-
enue sport for most programs, tends to 
attract smaller, more dedicated fan bases 
that are less reactive to short-term per-
formance fluctuations. While a winning 
season can certainly help attract casual 
fans, sustained attendance growth is more 
likely to result from long-term commu-
nity engagement and targeted marketing 
strategies. This suggests that while win-
ning is important for women’s collegiate 
volleyball programs, it cannot be the sole 
strategy for increasing attendance.

Data & Methodology
This study examines attendance at 

NCAA women’s college volleyball match-
es from 2021 to 2023, utilizing a panel 
dataset of  1,182 regular and postseason 
matches from 26 Division I programs. 
All neutral-site contests were excluded to 
ensure consistency in venue contexts, al-
lowing for a longitudinal analysis of  atten-
dance trends. 

Given the exploratory nature of  this 
study and the absence of  established cri-
teria for school selection in prior research 
on women’s collegiate volleyball atten-
dance, teams were selected based on their 
competitive performance over the three-
year study period from programs within 
the Power 5 conferences (ACC, Big Ten, 
Big 12, SEC, and Pac-12) as of  the 2023 
realignment. Specifically, programs were 
included if  they achieved a minimum of  
60 total wins across the 2021-2023 sea-
sons (equivalent to an average of  20 wins 
per season). Given that NCAA Division I 
volleyball teams typically play between 25 
and 30 matches per season, this criterion 
represents programs with a winning per-
centage of  approximately 67-80% over 
the study period.

The absence of  established selection 
criteria in prior research on women’s col-
legiate volleyball attendance necessitated 
the development of  this criterion. The 
performance-based threshold serves mul-
tiple methodological purposes as it en-
sures attendance dynamics are likely more 
pronounced and simpler to isolate from 
confounding factors, it provides an ob-
jective, replicable selection methodology, 
and it addresses a noted gap in sports at-
tendance research, which has historically 
focused on major men’s sports while ne-
glecting women’s and niche sports where 
attendance factors may operate differently 
(Schreyer & Ansari, 2022). Furthermore, 
this approach extends the existing volley-
ball attendance literature, which has typi-
cally focused on single institutions (Mayer, 
2024; Mayer et al., 2017), thereby limiting 
cross-institutional comparisons (Zapalac 
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et al., 2010). The current study represents 
a substantial expansion of  institutional 
sample size compared to existing research 
on volleyball attendance.

Despite the performance-based selec-
tion criterion, the sample maintains di-
versity across geographical regions (with 
multiple regions represented), conference 
affiliation, institutional type (including 
public flagships and private institutions), 
religious affiliation (BYU), and market 
size (ranging from urban centers like Pitts-
burgh to smaller markets like Lincoln, 
Nebraska). The complete list of  teams 
included in the sample, along with their 
average win total across the study period, 
is provided in Table 1.

Data were compiled from multiple 
sources to construct the complete data-
set used in this analysis. Match-level at-
tendance and contextual variables were 
extracted from box scores, team sched-
ules, and athletic department records. 
Team-level performance indicators (e.g., 
national rankings, win percentages, tour-
nament participation, and Massey Rank) 
were gathered from AVCA polls, team 
schedules, and masseyratings.com. In-
stitutional characteristics, such as under-
graduate enrollment and the proportion 
of  female students, were obtained from 
the Integrated Postsecondary Education 
Data System (IPEDS). Marketing and 
promotional activities were coded based 
on information from team schedules. For 
each variable category, we carefully con-
sidered both measurement approaches 
and theoretical justifications as described 
below.

Dependent Variable
The natural logarithm of  total match 

attendance was used as the dependent 
variable. This transformation was neces-
sary due to the right-skewed distribution 
of  attendance figures. The log transfor-
mation allows for percentage-based inter-
pretations of  coefficients, where a one-
unit change in an independent variable 
is associated with a (coefficient×100)% 
change in attendance (Cameron & Trivedi, 
2005). Actual attendance was used rather 
than the percentage of  venue capacity, as 
reported attendance exceeded venue ca-
pacity in roughly 20% of  cases, suggest-
ing that stated capacities do not always 
accurately reflect actual attendance limits. 
This approach is consistent with previ-
ous attendance studies in collegiate sports 
that employ similar transformations to ac-
count for skewed attendance distributions 
(Depken et al., 2011; DeSchriver & Jen-
sen, 2002; Kim et al., 2019).

Match Characteristics
Season (2021, 2022, 2023): Included to 

capture year-to-year growth trends in vol-
leyball attendance.

Weekend: Matches played Friday 
through Sunday were coded as weekend 
matches (1) (Baecker et al., 2024; Martin-
son et al., 2015; Price & Sen, 2003).

Evening: Matches starting at 5PM or 
later were coded as evening matches (1) 
(Martinson et al., 2015).

Competing Football: Indicates wheth-
er a volleyball match was played on the 
same day as a home football game (1) 
(Depken et al., 2011; Rottenberg, 1956). 
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Table 1
In-Sample Teams

Conference Team Average Win Total
Atlantic Coast Conference Boston College

Florida State

Georgia Tech

Louisville

Miami (FL)

Pittsburgh

20

21

24

30

22

30
Big Ten Minnesota

Nebraska

Ohio State

Penn State

Purdue

Wisconsin

21

28

20

23

23

30

Big XII Baylor

Brigham Young (2023)

Central Florida (2023)

Houston (2023)

Kansas

Texas

24

26

24

25

20

28

Southeastern Conference Arkansas

Florida

Kentucky

Tennessee

23

22

23

21

Pacific 12 Oregon

Stanford

Washington

Washington State

26

25

21

23

American Athletic Conference Central Florida (2021, 2022)

Houston (2021, 2022)

24

25

West Coast Conference Brigham Young (2021, 2022) 26
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Regular Season: Distinguishes be-
tween regular season (1) and postseason 
(0) matches.

Conference Game: Indicates whether 
a match was against a conference oppo-
nent (1).

Team Performance Metrics
Top 25 Rank Categories (home team 

and opponent): Team rankings were mea-
sured using the AVCA poll from the week 
prior to each match. Rankings were cate-
gorized into ranges (1-5, 6-10, 11-15, 16-
20, 21-25, Unranked) rather than using 
continuous rankings to capture potential 
threshold effects (Natke et al., 2024).

Lagged Win Percentage (home team 
and opponent [t-1]): Current season win-
ning percentage was included to measure 
the effect of  team success on attendance, 
reflecting potential carryover effects in 
fan interest (DeSchriver & Jensen, 2002; 
Shackelford & Greenwell, 2005).

Win Percentage Previous Season (t-
1): Team’s winning percentage from the 
previous season (s-1) as a measure of  his-
torical team performance (Shackelford & 
Greenwell, 2005).

Made Tournament Previous Season (s 
-1): Binary variable indicating whether the 
team qualified for the NCAA tournament 
in the previous season (1).

Massey Rank (home team and op-
ponent): The Massey Rating system is a 
computer-generated ranking algorithm 
developed by Kenneth Massey that uses 
statistical models based primarily on game 
outcomes and strength of  schedule to 
rank teams (Natke et al., 2024). 

Institutional Factors
Enrollment: Total institutional enroll-

ment was included to control for the po-
tential fan base size, collected from the 
U.S. Department of  Education’s Integrat-
ed Postsecondary Education Data System 
(DeSchriver & Jensen, 2002; Shackelford 
& Greenwell, 2005).

Percentage of  Women Students: The 
percentage of  students who are women 
was included to test whether the gender 
composition of  the student body influ-
ences attendance at women’s sporting 
events (Depken et al., 2011).

Marketing & Promotions
Promotion/Theme: Information on 

promotional events was gathered from 
team schedules, press releases, and game 
notes. Events were coded as promotions 
(1) if  they featured special themes or 
giveaways (Cebula, 2013; McDonald & 
Rascher, 2000; Snipes & Ingram, 2007; 
Zapalac et al., 2010).

A complete list of  variable categories, 
their associated variables, and sources are 
provided in Table 2.

A fixed effects (FE) regression model 
with robust standard errors was utilized to 
estimate the relationship between the pre-
dictors and attendance. The FE approach 
eliminates time-invariant differences 
across teams, ensuring that observed ef-
fects are driven by within-team variations 
rather than underlying characteristics 
unique to each program (Wooldridge, 
2013). The model equation is specified 
below, where  are the coefficients for 
the  independent variable,  is the 
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Table 2
Variable Categories, Variables, Scales, and Sources
Variable Category Variables Source

Dependent Variable (log)Attendance Box Score

Match Characteristics Season (2021 reference)

Weekend: Friday – Sunday* 

Evening: 5PM or later*

Competing Football*

Regular Season*

Conference Game*	

Box Score

Box Score

Box Score

Team Schedules

Team Schedule

Team Schedule

Home Team Quality Top 25 Rank Categories (1-5 reference)

Lagged Win% (t – 1)

Win% Previous Season (s – 1)

Made Tournament Previous Season (s – 1)*

Massey Rank

AVCA Polls

Box Score

Team Schedule

Team Schedule

massyratings.com

Opponent Quality Top 25 Rank Categories (1-5 reference)

Massey Rank

Lagged Win% (t – 1)

AVCA Polls

massseyratings.com

Box Score

Institutional Factors Enrollment (Scaled by 1,000)

Percentage of  Women Students

IPEDS 
IPEDS

Marketing & Promotions Promotion/Theme* Team Schedule

*Indicates binary variable

 th variable for the team  in a match ,  
are the team-specific fixed effects (base-
line attendance), and  is the error term. 

Robust standard errors, specifical-
ly the HC1 (heteroskedasticity-consis-

tent covariance matrix estimator, Type 
1) heteroskedasticity-consistent standard 
errors, are used to address violations of  
homoskedasticity and serial correlation in 
the panel dataset. The HC1 correction is 
particularly useful in panel data settings 
where standard errors may be underesti-
mated due to within-cluster dependence. 
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To verify the appropriateness of  this ap-
proach, a Breusch-Pagan test was con-
ducted on the initial FE model to assess 
heteroskedasticity, and the results con-
firmed its presence, justifying the use of  
robust standard errors. 

A correlation matrix of  the variables 
was examined to identify any potential mul-
ticollinearity issues that would impact co-
efficient stability, with particular attention 
paid to relationships that exceeded a con-
servative threshold of  |r|> .6 (Dormann 
et al., 2013). The matrix revealed several 
notable relationships among the Massey 
Rankings, previous season win percentage, 
and previous tournament appearance vari-
ables. Correlations exceeding |r| > .5 are 
included in Table 3 for brevity.

These correlations indicate substantial 
overlap between Massey Rankings and 
historical performance measures, suggest-
ing these variables reflect similar underly-
ing constructs of  team quality. To address 
this multicollinearity, both home and op-
ponent Massey Rank variables were ex-
cluded from the final specification, along 
with the Made Tournament Previous indi-
cator. The Win% Previous Season (s – 1) 
variable was retained as it provides a more 
direct and interpretable measure of  recent 
team performance. This variable selection 
strategy effectively removed problematic 

correlations while maintaining the mod-
el’s ability to control for team quality. 
These procedures, combined with robust 
standard error corrections for heteroske-
dasticity and potential autocorrelation, 
ensure the reliability of  subsequent coef-
ficient estimates and statistical inferences.

Results
The results for this exploratory study 

indicate that several factors significant-
ly influence attendance at women’s col-
lege volleyball matches (see Table 4 for 
complete model results). The model ex-
plains 60% of  the variance in attendance 
(Pseudo-R² = .603) and accounts for 
team-specific fixed effects, ensuring that 
time-invariant characteristics unique to 
each team are controlled for. To improve 
interpretability, the beta coefficients in 
the regression model were derived from 
a log-transformed dependent variable. As 
a result, coefficient estimates can be inter-
preted as approximate percentage changes 
in attendance for a one-unit change in the 
corresponding independent variable (Ex-
p(β)%). For small coefficients, multiplying 
by 100 provides a reasonable estimate of  
the percentage change. However, for larg-
er estimates, the transformation follows 
the formula: ( ) × 100 to yield a more 
precise percentage effect.

Table 3
Key Variable Correlations
Variable Pair Correlation (r)
Home Massey Rank – Home Unranked 0.68
Opponent Massey Rank – Opponent Lagged Win% -0.57
Win% Previous Season (s – 1) - Made Tournament Previous 0.56
Opponent Massey Rank - Opponent Unranked 0.53
Home Massey Rank – Made Tournament Previous -0.52
Massey Rank – Win% Previous Season (s – 1) -0.51
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Table 4
Fixed Effects Model Results
Variable β Exp(β)% p-value

Match Characteristics
Season – 2022 .140 15.02 .026**
Season – 2023 .337 40.13 <.001***
Weekend .026 2.68 .51
Evening .154 16.67 .009**
Competing Football .038 3.84 .64
Regular Season -.369 -30.84 <.001***
Conference Game .262 29.93 <.001***

Home Team Quality
Lagged Win% (t – 1) .076 7.86 .62
Top 25: 6-10 .055 5.64 .42
Top 25: 11-15 -.043 -4.18 .53
Top 25: 16-20 -.268 -23.48 .03**
Top 25: 21-25 -.038 -3.71 .72
Unranked -.203 -18.34 .14
Win% Previous Season (s – 1) .478 61.28 .03**

Opponent Quality
Opponent Lagged Win% (t – 1) -.072 -6.94 .58
Opponent Top 25: 6-10 -.112 -10.64 .40
Opponent Top 25: 11-15 -.261 -22.95 .04**
Opponent Top 25: 16-20 -.274 -23.97 .03**
Opponent Top 25: 21-25 -.291 -25.27 .04**
Opponent Unranked -.472 -37.63 <.001***

Institutional Factors
Enrollment .007 .72 .65
Percentage of  Women Students -.048 -4.75 <.001***

Marketing & Promotions
Promotion/Theme .141 15.19 <.001***
Pseudo-R2 = .603. *p <0.10; **p <0.05; ***p <0.001.

Note: s = season; t = game.
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Attendance
The results demonstrate a substantial 

increase in attendance over time. Com-
pared to the 2021 season, attendance rose 
by 15% in 2022 (p = .03) and 40% in 
2023 (p < .001), suggesting a significant 
increase in women’s volleyball match at-
tendance. Figure 1 provides a visual rep-
resentation of  the average increases in 
attendance from the teams in the sample. 

Match Characteristics
Evening matches experienced a 17% 

increase in attendance (p = .009) com-
pared to daytime matches. Conference 
games saw significantly higher attendance 
than non-conference matchups, with a 
30% increase in attendance (p < .001). 
Conversely, regular season matches had 
a 31% lower attendance rate (p < .001) 
compared to postseason games. Weekend 
matches did not indicate a significant ef-
fect on attendance (p = 0.51), challenging 
conventional scheduling expectations.

Home Team Quality
Most of  the home team-specific fac-

tors showed limited impact, however, two 

notable exceptions emerged. Win% Pre-
vious Season (s – 1) was a significant pos-
itive predictor (p = .03), such that a team 
improving from a 60% to 80% winning 
percentage in the previous season would 
be expected to experience approximately a 
10% increase in attendance. Teams ranked 
16-20 in the current season showed sig-
nificantly lower attendance compared to 
the top-ranked teams (1-5), with a 24% 
decrease in attendance (p = .03). Cur-
rent season performance, as measured by 
Lagged Win% (t – 1), was not a significant 
predictor, nor were most other ranking 
categories (p > .05).

Opponent Quality
The quality of  the opposing team 

played a significant role in driving atten-
dance. Specifically, matches against teams 
ranked 6 – 10 saw a 11% decline (p = .4), 
while those against teams ranked 11 – 15, 
16 – 20, and 21 – 25 experienced atten-
dance drops of  23%, 24%, and 25% re-
spectively (p < .05). The largest decline 
was observed when facing unranked op-
ponents, resulting in a 38% drop in atten-
dance (p < .001).

Figure 1 
Average Attendance by Season
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Institutional Factors
The percentage of  women students 

was a significant negative predictor of  at-
tendance, with each additional percentage 
point associated with a 4.8% decrease in 
volleyball attendance (p < .001).

Marketing & Promotions
Marketing efforts proved to be high-

ly effective at increasing attendance, as 
matches featuring a promotional event or 
theme experienced a 15% increase in at-
tendance (p < .001). 

Discussion
The results of  this exploratory study 

reveal several important insights into the 
factors that drive attendance at women’s 
collegiate volleyball home matches, par-
ticularly for established programs at ma-
jor universities. The focus of  this section 
will be on presenting insights for athletic 
administrators, emphasizing findings re-
lated to factors within their direct control.

Attendance
The substantial year-over-year increase 

in attendance, particularly the 40% jump 
from 2021 to 2023, aligns with recent 
trends in women’s collegiate volleyball 
viewership (Callahan, 2024). This growth 
trajectory likely reflects the broader cul-
tural shift toward increased investment 
and interest in women’s sports and vol-
leyball specifically, particularly as media 
exposure continues to expand (Akabas, 
2023; Callahan, 2024; Martinson et al., 
2015; Megargee, 2024). The significant 
increase also suggests that women’s colle-
giate volleyball may be at a critical inflec-

tion point in terms of  popularity and fan 
engagement, a trend that athletic depart-
ments should be prepared to capitalize on 
through strategic marketing and promo-
tional efforts.

Match Characteristics
The positive effect of  evening matches 

on attendance supports previous research 
on logistical constraints, where Martinson 
et al. (2015) found that game scheduling 
significantly impacts fans’ ability to at-
tend, particularly when matches conflict 
with work or academic obligations. Eve-
ning matches likely minimize these con-
flicts, making games more accessible to a 
broader audience of  potential attendees. 
While administrators do not have com-
plete control over scheduling, prioritizing 
evening start times when possible could 
help mitigate attendance barriers related 
to work and academic conflicts.

The lack of  a significant effect for 
weekend matches challenges convention-
al wisdom on scheduling. However, it may 
be explained by Mayer et al.’s (2017) ob-
servation that competing entertainment 
options, which are more prevalent on 
weekends, can serve as significant barri-
ers to attendance. It should be noted that 
65% of  matches in the sample occurred 
on weekend dates, so limited variability 
may also be a contributing factor to this 
non-significant finding. Future studies 
might benefit from a more balanced distri-
bution of  weekday and weekend matches 
to further explore this relationship.

The strong positive effect of  confer-
ence games suggests that league standings 
and championship implications create ad-
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ditional fan interest. At the same time, the 
higher attendance for postseason match-
es aligns with the heightened stakes and 
elimination format that characterizes 
tournament play. These findings are con-
sistent with motivational theories of  sport 
consumption that emphasize achievement 
and drama as key attendance drivers (Trail 
& James, 2001; Wann, 1995).

Home Team Quality
The effects for home team perfor-

mance metrics reveal a nuanced relation-
ship between team success and attendance 
in women’s collegiate volleyball. While cur-
rent season performance (Lagged Win%) 
was not a significant predictor, previous 
season success (Win% Previous Season 
(s – 1)) emerged as a significant positive 
factor (p = .03), suggesting that fans may 
be influenced more by established expec-
tations than immediate performance. Ad-
ditionally, the finding that teams ranked 
16-20 experience significantly lower at-
tendance compared to top-ranked teams 
(1-5) indicates that competitive success 
does matter, but perhaps in a threshold 
manner where mid-tier performance fails 
to generate the same enthusiasm as elite 
rankings.

These results partially align with previ-
ous studies that found team success to be 
a significant predictor of  attendance (De-
pken et al., 2011; DeSchriver & Jensen, 
2002), while also supporting Shackelford 
and Greenwell’s (2005) observation that 
the effect of  team success on attendance 
may operate differently for volleyball than 
for other sports. The importance of  pre-
vious season performance over current 

season metrics suggests that volleyball at-
tendance may be driven more by sustained 
program reputation and fan expectations 
built over time, rather than immediate 
game-to-game performance fluctuations.

Opponent Quality Considerations
Perhaps the most noteworthy finding 

is the pattern of  results related to oppo-
nent quality. The data indicate that fans 
are drawn primarily to matches against the 
highest-ranked teams (Top 1 – 5) but are 
less interested in games against mid-tier 
opponents. This pattern suggests that the 
perception of  an elite matchup is partic-
ularly important for volleyball fans, who 
may prioritize attending prominent con-
tests. This finding carries important impli-
cations for scheduling strategies, suggest-
ing that programs should emphasize and 
promote their matches against top-ranked 
opponents while developing targeted 
marketing efforts for games against low-
er-ranked teams.

Institutional Factors
The significant negative effect of  the 

percentage of  women students on atten-
dance is somewhat counterintuitive and 
warrants further investigation. This find-
ing contrasts with some previous research 
suggesting that female students might 
be more likely to attend women’s sport-
ing events (Ridinger & Funk, 2006). One 
potential explanation is that other factors 
associated with institutions having higher 
percentages of  women (such as program 
emphasis, institutional culture, or student 
engagement patterns) may be influencing 
this relationship. Further research with a 
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more diverse sample of  institutions could 
help clarify this unexpected finding.

Marketing & Promotions
The strong positive effect of  promo-

tional events on attendance underscores 
the crucial role of  strategic marketing in 
building a fan base for women’s collegiate 
volleyball. This substantial effect aligns 
with findings from multiple studies (How-
ell et al., 2015; McDonald & Rascher, 
2000; Paul et al., 2013; Wells et al., 2000) 
that have demonstrated the positive im-
pact of  promotions on attendance across 
various sporting contexts. The significant 
effect size for promotional events sug-
gests that strategic marketing may be par-
ticularly important for women’s collegiate 
volleyball programs seeking to build their 
fan base. This finding supports Fink et 
al.’s (2002) recommendation for tailored 
marketing campaigns that appeal to spe-
cific demographic segments to increase 
attendance at women’s sporting events.

Practical Implications
This study’s findings offer several 

practical implications for athletic admin-
istrators seeking to enhance attendance 
at women’s collegiate volleyball matches. 
First, the significant upward trend in vol-
leyball attendance across the study period 
(2021-2023) suggests a growing opportu-
nity for athletic departments to invest in 
volleyball promotion and capitalize on in-
creasing public interest in the sport. This 
growth trajectory aligns with broader 
media trends, which show an increase in 
viewership for women’s volleyball (Callah-
an, 2024), indicating a potential inflection 
point in the sport’s popularity.

Second, scheduling considerations 
merit attention when facilities and insti-
tutional constraints permit. When feasi-
ble within the constraints of  scheduling 
and travel considerations, administrators 
should prioritize evening start times to 
accommodate the work and academic 
schedules of  potential attendees (Trail et 
al., 2008; Mayer et al., 2017). Additionally, 
conference games should be emphasized 
in promotional efforts, as they consistent-
ly draw larger crowds than non-confer-
ence matchups. As such, when possible, 
scheduling conference matchups in the 
evening may yield higher attendance fig-
ures. 

Third, the findings on opponent qual-
ity offer insights for non-conference 
scheduling strategies. The substantial at-
tendance increase for matches against 
top-5 ranked opponents, coupled with 
decreased attendance for mid-tier oppo-
nents, suggests potential benefits to se-
curing elite non-conference opponents. 
While conference schedules are prede-
termined, non-conference scheduling 
decisions could strategically incorporate 
highly-ranked opponents to generate ear-
ly-season fan enthusiasm (Trail & James, 
2001; Cialdini et al., 1976). For matches 
against mid-tier or unranked opponents, 
heightened marketing efforts may be nec-
essary to boost attendance.

Fourth, the strong positive effect of  
promotional events (15% attendance in-
crease) highlights the importance of  tar-
geted marketing initiatives. Volleyball 
programs may benefit from developing a 
structured promotional calendar that stra-
tegically distributes themed events, give-
aways, and recognition nights throughout 
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the season. This finding supports previous 
research suggesting that sport marketing 
strategies may be particularly influential 
in Olympic sports contexts where base-
line attendance tends to be lower (Zapalac 
et al., 2010; McDonald & Rascher, 2000). 
Athletic departments could consider al-
locating marketing resources toward de-
veloping volleyball-specific promotional 
strategies rather than applying generic ap-
proaches across all sports.

Limitations/Future Directions
While this exploratory study provides 

valuable insights, several important limita-
tions should be acknowledged that affect 
the generalizability of  these findings and 
their practical applications for college ath-
letic administrators.

First, the sample focused on 26 pro-
grams from Power Five conferences and 
major volleyball programs with histori-
cally strong attendance. College athletic 
administrators at institutions with sub-
stantially different characteristics, such as 
those at mid-major conferences, smaller 
institutions, or programs with develop-
ing volleyball programs, should exercise 
caution when applying these findings to 
their specific contexts. The attendance 
dynamics at these institutions may follow 
different patterns than those observed 
in our sample of  high-profile programs. 
Future research should explicitly examine 
attendance patterns across a more diverse 
range of  institutional profiles, particular-
ly including programs outside the Power 
Five conferences.

Second, while the analysis included 
postseason matches, we recognize that 

athletic administrators have limited con-
trol over postseason scheduling. Though 
our findings indicate significantly higher 
attendance for these contests, administra-
tors cannot directly schedule them. How-
ever, the data suggests that when postsea-
son opportunities do arise, they present 
valuable opportunities for enhanced mar-
keting and promotions that can further 
capitalize on the already heightened fan 
interest. What administrators can control 
is how they leverage these occasions when 
they occur.

Third, the analysis relies on attendance 
figures as the primary measure of  fan en-
gagement, which does not account for 
other forms of  support, such as viewer-
ship via streaming services or social me-
dia interactions. As digital engagement 
continues to grow in importance, future 
research should incorporate these alter-
native engagement metrics to provide a 
more comprehensive understanding of  
fan behavior patterns.

Fourth, while the study did account 
for competing football events, there may 
be other simultaneous campus or commu-
nity activities that impact attendance. Fu-
ture studies could incorporate these vari-
ables to further refine attendance models.

Despite these limitations, this explor-
atory study makes a meaningful contri-
bution to the literature on women’s sport 
attendance by providing empirical evi-
dence of  the factors driving volleyball 
attendance in a context where such re-
search has been notably scarce. The find-
ings provide evidence-based guidance for 
volleyball programs, while acknowledging 
the need for context-specific application 
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tailored to institutional characteristics. 
Future research can build on these initial 
findings by exploring attendance dynam-
ics across more diverse institutional con-
texts and incorporating additional metrics 
of  fan engagement.

Conclusion
This exploratory study contributes to 

the understanding of  women’s collegiate 
volleyball attendance by identifying sever-
al key factors that influence attendance at 
Division I programs with established vol-
leyball programs. Findings indicated that 
attendance is significantly influenced by 
scheduling parameters (evening matches, 
conference games), opponent quality (with 
elite opponents generating the highest at-
tendance), institutional factors (percent-
age of  women students), and marketing 
initiatives (promotional events). Contrary 
to findings in some other sports contexts, 
home team performance metrics revealed 
minimal influence on attendance patterns.

These results highlight the multifacet-
ed nature of  attendance dynamics in wom-
en’s collegiate volleyball, an increasingly 
popular but still understudied sport. The 
substantial attendance growth observed 
across the study period (2021-2023) sug-
gests women’s volleyball is gaining pop-
ularity and may be at an inflection point 
in terms of  fan interest and engagement. 
For athletic administrators and market-
ers in college athletic departments, these 
findings offer evidence-based insights 
that can inform strategic decision-making.

As women’s collegiate volleyball con-
tinues to evolve and attract greater me-
dia attention and fan support, further 

research across more diverse institutional 
settings will be valuable in understanding 
how attendance drivers may vary across 
different competitive levels, geographic 
regions, and institutional types. This study 
provides an initial foundation for such 
investigations while offering practical in-
sights for programs seeking to build and 
sustain robust attendance in this growing 
sport.
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