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ABSTRACT
Minor professional sport in North America includes the many leagues which are not part of the ‘Big Five’. For these 
leagues, ticket sales, especially season ticket sales, are one of the major sources of club revenue. Segmenting 
customers into homogenous groups is well established as an e�ective means to render e�cient marketing. In 
addition, market segmentation has been well researched in a variety of contexts; however, further research in the 
area of minor professional sport in North America will advance our knowledge and o�er practical value to 
practitioners. Therefore, this research, in collaboration with a minor league professional sport club, provides a 
framework for season ticket holder segmentation application by minor professional sport leagues and clubs and 
practical recommendations to reach niche markets.

CONCLUSION
Nine segments were identi�ed as key sources of season ticket holders for minor professional sport clubs, with two 
segments representing 90% of the studied population. The remaining seven clusters, although small, should be 
viewed, practically, as sources of season ticket holders for the club. Understanding the behaviors and motivations 
of these segments allow sales and marketing teams to better understand who they are targeting and be more 
e�ective in their communications. For example, a minor league baseball club could plot its ticket holder database 
against the segments, prioritize the most important, and build speci�c marketing plans for each priority segment. 
This club could also pick certain segments to focus on if it has particular marketing objectives or season ticket 
holder sales needs.
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GROUP DESCRIPTION DEMOGRAPHICS PERCENT
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Season ticket holders 
are strong advocates 
for the club. 
Demonstrates highest 
social media use out 
of any group 

Long-time fans of the 
sport (not the club), 
oldest segment

Season ticket holders 
who have an a�nity to 
the club and are 
interested in discounts 
and good prices. 

Passionate 
representatives of the 
club and sport on and 
o� the �eld.
Highly in�uenced by 
the club's success.

Older segment of fans 
who hold season 
tickets and attend 
every game. 

Watch every away 
game on television. 

Recent purchasers of 
season tickets who 
attend most games

Similar to Devoted 
Boomers in viewership 
habits. However, this 
group is more likely to 
be female and are 
newer season ticket 
holders (avg of 2 
seasons). 

Season ticket holders 
who are ticket holders 
for many local sport 
clubs 

Season ticket holders 
who share tickets and 
have dependents.

Higher levels of social 
media use.

Holders with low 
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high interest in 
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