


Introduction 03

Wembley  04

Away match attendance 07

New stadium and new season 09

Match day atmosphere 14

On the pitch  16

Ownership and governance 17

National issues 18

THST and you  20

Conclusion 21

CONTENTS



This is the fifth consecutive annual survey THST has carried out, 
and more fans than ever responded, with 3,461 giving their views. 

The five years of data we have gathered enables us to make 
increasingly accurate judgements about trends and opinions among 
Spurs fans. 

Alongside a number of now-established questions, this year we 
introduced some new sections and replaced others. That was because 
of the year at Wembley and our move to the new stadium.

The survey was made freely available on the Survey Monkey platform 
and was open from 21 June until midnight on 28 June. Of the total 
number of respondents, 55% were Club Season Ticket holders, 15% 
Bronze Members, 10% Lilywhite Members, 19% Non-Members and 1% 
holders of either Wembley Passes, Juniors or Premium Members. Half 
the respondents (50%) were aged between 25 and 45, with 4% under 
18, and 92% of respondents were male. 
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Introduction



We campaigned for the Club to spend a year at Wembley because 
previous surveys showed fans backed it as the preferable option 
if we had to move away from Tottenham. So we wanted to find out 
what you thought of our year away. 

Just over half the survey, 51%, were satisfied with the year at Wembley 
overall, with 25% dissatisfied and 22% neutral. We wanted to find out 
a bit more than just the headline figures, so we asked about match 
attendance and specific aspects of the Wembley experience.

Moving to Wembley did not put most people off attending games, with 
36% saying they attended more ‘home’ matches this season than the 
season before. Among Season Ticket holders that figure was 41%. We 
also found that 37% of Bronze and Lilywhite Members attended more 
games and 28% attended the same number. Of course, Wembley’s 
greater capacity will have helped. 

Among those who attended fewer ‘home’ games though, the vast 
majority (66%) said it was because Wembley was not convenient for 
them. Poor transport connections and the cost of getting to Wembley 
were mentioned frequently in the comments. What’s clear is that the 
Club’s location in N17 is a key factor in bringing in support.

As you may expect, we asked questions around ticket pricing. Some 
48% of the total respondents were satisfied with ‘home’ League pricing, 
with 27% neutral and 21% dissatisfied. 

Wembley
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We broke this down further to see if there was a difference between the 
views of Season Ticket holders and the views of One Hotspur Members. 
On ‘home’ league pricing, the survey showed 53% of Season Ticket 
holders were satisfied, with 20% dissatisfied. Among Members, 44% 
were satisfied and 25% dissatisfied with ‘home’ league pricing – so 
there was a slightly higher level of dissatisfaction amongst Members. 

Satisfaction across the survey rose to 67% with domestic cup pricing at 
Wembley. Breaking it down again, 75% of Season Ticket holders were 
satisfied, with 9% dissatisfied, and 73% of Members were satisfied, with 
11% dissatisfied.

We’ll be pushing strongly for the Club to continue the progressive cup 
pricing policy. 

For Champions League games at Wembley, approval levels for prices 
were lower than for domestic cup games. Categorising Real Madrid and 
Juventus in the top bracket will have had an impact here. Some 48% of 
the total survey were satisfied with pricing, with 26% dissatisfied. A huge 
86% wanted the Club to repeat the offer of a group stage package for 
Champions League games in the 2018-19 season; an offer we continue 
to lobby for.

There was a split of opinion around categorisation of League games, 
with 39% of respondents satisfied, 38% neutral and 23% dissatisfied. 
But dissatisfaction levels with booking fees on tickets runs high at 69%. 

Wembley

86%



Despite the many individual complaints we dealt with during the season, 
stewarding, security and policing at Wembley got a big thumbs up. Of 
the total respondents, 66% were satisfied with stewarding (just 15% 
were dissatisfied); 71% satisfied with security (11%) and 69% satisfied 
with policing (5%). 

There were hundreds of individual comments around stewarding, 
security and policing, and we’ve forwarded all of them onto the Club’s 
Safety Officer. 

Unfortunately, Delaware North’s catering operation was not so well-
received. Respondents were dissatisfied with prices (66%), the quality 
of food and drink (46%), and the choice (37%). Satisfaction outweighed 
dissatisfaction on standard of service (45% and 25%) and the 
availability of food and drink (52% and 22%).

The ‘neutral’ answer scored highly across questions on quality, 
availability, choice and standard of service. And we never did get that 
map of the catering outlets.
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The vast majority of our respondents, 83%, attended between 0 and 
4 away games. But 10% of respondents went to more away games 
than the previous season and 28% answered ‘about the same 
number’. This suggests that, within the small 3,000 away allocation 
pot, a sizeable number of fans are managing to access tickets for 
away games. 

Answers revealed that only 4% are dissatisfied with the £30 away price 
cap.

Lack of ticket availability, though, is still the reason most gave (63%) for 
attending fewer games. 

The time and day of kick-off is the major factor influencing the decision 
of whether to apply for away games, with 68% citing that as the top 
reason, followed by location (61%), ticket availability (59%), travel 
options (46%) and work commitments (44%).

The train was the favoured mode of transport to away games, with 
69%, topping the list. This highlights how important the rail network is 
to match-going fans and, given the way the network operates, is also 
testament to fans’ endurance. Some 50% said that a flexible train ticket 
that could be used to travel to a match whatever date it was scheduled 
for would make them travel by train more often. With 60% saying they 
travelled by car and public policy overwhelmingly aimed at reducing car 
travel, the case for this measure is very strong.

Away match attendance
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Some 72% were aware of the Club running subsidised travel, with 80% 
wanting it to continue. But 77% had not used it over the previous 5 
seasons.

One thing affecting fans at home and away games is the rescheduling 
of fixtures for TV. 80% of respondents had been inconvenienced by 
this, 91% thought more consideration should be given to match-going 
fans, and 72% said aligning ticket on sale dates with broadcast pick 
announcements would be a practical benefit.

Away match attendance
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New stadium and new season
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This was our first chance to get some hard figures on the Club’s 
new Season Ticket offer and the move to the new stadium. 

Respondents were fairly evenly split between Season Ticket holders 
who had bought for the first time at Wembley (43%) and those who had 
held a Season Ticket for over a decade (40%).

Of the total number of Season Ticket holders who responded, only 19% 
are satisfied with pricing for next season – 63% aren’t. Some 81% are 
dissatisfied with the removal of the two Cup credits from the Season 
Ticket package. Of those who held a Season Ticket at White Hart 
Lane, only 15% consider their seats in the new stadium to be in the 
same position, with 35% remaining in the same stand but in a different 
location and a significant 49% moving to a different stand altogether. 
And 40% disagree with the Club’s assertion that “the position of seats in 
the new ground cannot be compared with those in the old ground”. 

The most significant factors influencing selecting a seat in the new 
stadium were price and view of the pitch, with those factors ranked 
highly by 79% of respondents. The ability to sit with friends was cited 
by 55% as a significant reason, while facilities were rated as a major 
influence by just 7%.

In more positive news, 60% said they were satisfied with the customer 
service received during the Season Ticket renewal and migration 
process, and 73% are satisfied with the position of their seat in the new 
ground. Just over half, 54%, were satisfied with the migration process to 
the new stadium from Wembley, with a significant 25% dissatisfied. 

And 53% are satisfied with the compensation the Club has offered 
for the first ‘home’ game being back at Wembley, although again a 
significant number – 30% - are not. 
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New stadium and new season
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Interrogating the figures further, we wanted to compare attitudes 
between those who had become Season Ticket holders last summer 
and those who had held Season Tickets consistently for over a decade. 

On the position of seat chosen in the new stadium, 80% of ‘older’ 
Season Ticket holders were satisfied, compared to 70% of ‘newer’ 
Season Ticket holders. Those are high approval ratings, but 
dissatisfaction levels of 20-30% are significant.  With those having held 
a Season Ticket for over a decade in higher phasing windows and, 
therefore, with more areas to choose from, it’s perhaps not surprising 
the satisfaction rating would be higher in the ‘older’ category.

Asked what the most important factors in choosing a seat were, an 
interesting difference between newer and older Season Ticket holders 
becomes apparent. Both said view of the pitch and price, but newer 
Season Ticket holders are more price sensitive than older. Price was the 
most important factor for 82% of new Season Ticket holders, while 82% of 
older Season Ticket holders cited ‘view of the pitch’ as the most important 
consideration. Coming later in the phasing process, it’s likely price became 
more significant for newer Season Ticket holders as choice reduced.

A majority of both groups were dissatisfied with seat pricing, with 
dissatisfaction more pronounced among newer Season Ticket holders. 
The survey showed 65% of newer Season Ticket holders were 
dissatisfied, with 58% of older. 

Removal of the two home cup vouchers from the Season Ticket package 
was highly unpopular, with 84% of older Season Ticket holders and 
78% of newer dissatisfied. The £50 compensation deducted from 
Season Tickets for their removal last summer seems to have completely 
vanished with the pricing structure for the new stadium; a point we’ll be 
taking up with the Club. NWHL OPENING 2018

We will be suggesting to the Club that it rethinks its view that 
price is not an important determining influence on purchase, and 
also making the point that both price and position were rated 
much more highly than facilities.
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New stadium and new season

Satisfaction levels with customer service during the migration process 
broken down to older and newer Season Ticket holders were consistent 
at 60% and 61% respectively, and satisfaction with the migration 
process itself was 60% among older Season Ticket holders and 52% 
among new. Under 30% of each group were dissatisfied, although that’s 
still a significant number of people. Again, the newer Season Ticket 
holders joined the migration process in phase 4, so it is to be expected 
that satisfaction levels are lower among this group.

The compensation package for the first ‘home’ game of the new season 
being played at Wembley was marginally more popular among newer 
Season Ticket holders, with 55% satisfied compared to 52% of older 
Season Ticket holders.

The question of how likely fans thought they were to renew their ticket 
after the first season in the new stadium also threw up some interesting 
answers. Among older Season Ticket holders, those with an established 
habit, 86% said they were likely to renew, while 82% of newer Season 
Tickets holders said they were. However, 18% of newer Season Ticket 
holders said they would not renew or were uncertain. 

NWHL OPENING 2018

That’s potentially 3-4,000 non-renewals, on top of regular churn 
caused by changes in circumstance. Given the fact the Club 
was offering Season Tickets to people sitting at 43,000 on the 
waiting list at the time of writing and given the dissatisfaction levels 
with pricing, the concern we expressed when the prices were 
announced at the impact on our support long-term is underlined. 
The Club has some serious thinking to do.
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Looking at Members now we are set to move to the new stadium, 93% 
said they had renewed their One Hotspur membership this summer. 
That’s under the new membership scheme the Club has announced. 

By far the most important aspect of membership was access to 
tickets, with 92% citing that. Just 36% said having a position on the 
Season Ticket waiting list was important to them, while 64% said their 
membership was important in giving them a sense of belonging to the 
Club. Only 28% said they would be likely to take out a Season Ticket if 
offered one this summer, with 63% saying they were unlikely or highly 
unlikely to do so. Factors influencing the decision on whether to take up 
a Season Ticket offer were price (73%), personal circumstances (44%), 
seat location (37%) and the ability to sit with family or friends (25%). 

Across both groups, Season Ticket holders and One Hotspur Members, 
68% disagreed that it was necessary to charge fans higher ticket prices 
to pay players higher wages. Only 17% agreed. And just 20% were 
happy with the concessions policy as it stood, with 54% agreeing with 
us that the concession should be linked to the person not the seat, 
and 16% wanting the Young Adult category extending to 22 years of 
age from 21. There was satisfaction with the levels of concessionary 
discount – currently set at 50% for Under 18’s and Over 65’s and 25% 
for Young Adults - with just 12% thinking the discounts should be higher.

Only 7% were satisfied with the 1882 offer in the South Stand, with 47% 
highly dissatisfied and a further 19% dissatisfied. The introduction of 
‘Premium-Lite’ seating priced at £2,200 in the heart of our new home 
stand has been one of the most controversial moves this summer, which 
these findings only serve to reinforce.

New stadium and new season
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New stadium and new season

A total of 76% agreed that: “Once the stadium debt has been paid off, 
there should be a reduction in ticket prices." 

To travel to the new stadium, 66% intend travelling by train and 54% 
by tube. Despite the new ground being pushed as a public transport 
destination, 43% plan to travel there by car – a cause for concern.

The Club will be pleased to see that 48% of respondents plan to eat 
and drink inside the new stadium, although 52% plan to eat and drink 
in pubs near the ground. Asked what would encourage them to buy 
more food and drink inside the ground, 55% said lower prices for similar 
quality, 47% a wider choice, 43% wanted the chance to socialise with 
friends, while 40% cited speedier service and similar prices for better 
quality.

Less pleasing for the Club will be the response of 63% who said they 
disagreed with the renaming of White Hart Lane train station. Finally, 
96% said retaining history and heritage was “extremely important” in the 
new stadium. 48%
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There was an even split across our survey when responding to 
the question of whether fans were satisfied with the atmosphere 
at ‘home’ league games at Wembley, with 38% saying yes and 39% 
saying no. But only 20% were satisfied with the atmosphere at 
‘home’ domestic Cup games. That contrasts with the 89% of those 
who attended who said they were satisfied with the atmosphere at 
‘home’ Champions League games, and the 90% of travelling fans 
who rated the atmosphere at European aways. Of our away support 
domestically, 93% were satisfied with the atmosphere at League 
aways and 73% at Cup aways. 

Match day atmosphere
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With the debate on safe standing moving on significantly, we asked 
some more detailed questions on this subject and the Club’s plans to 
future-proof the new stadium.

Across the survey, 88% approved that the front of the south stand has 
been future proofed for safe standing, with only 5% disapproving.

Over half, 55%, would be likely or very likely to buy a seat in a 
designated standing area, availability permitting – proving there is 
support for choice from those who would actually rather sit at matches.

And 76% would definitely like to see safe standing areas permitted in 
Premier League and Championship grounds, with a further 12% saying 
‘possibly’. Just 6% said ‘no’.

Going into more detail, 39% would still want a standing area if it meant 
sitting down was strictly enforced in other parts of the ground, with a 
further 29% saying ‘possibly’. ‘No’ rises to 21% here – showing fans still 
want to be able to stand at moments of excitement in other areas of the 
ground.

And 54% believe the price in a standing section should be less than the 
price of a regular seat, with 38% believing it should be the equivalent of 
a regular seat. 

We asked for opinions on the impact of visuals at matches, with 58% 
believing flags and banners lifted the atmosphere and 60% believing 
they made the stadium more interesting and less sterile. Always a 
polarising subject, 20% thought flags and banners looked contrived and 
artificial, with 13% believing they made no difference to atmosphere 
whatsoever!

Match day atmosphere

88%



While our focus is matters off-field, the playing side is obviously a 
key issue for fans and we always ask a set of questions around this.

Perhaps unsurprisingly, 98% of all respondents were satisfied or 
highly satisfied with the on-field performance of THFC throughout the 
2017-18 season. This is up 1% from last season’s 97% and shows the 
appreciation of a third-place finish in the league after playing all of our 
games away from Tottenham. Once again, the Premier League was 
seen as the priority competition, with 84% saying so. 

We asked about the Club’s approach to domestic cups, and 46% were 
either very happy or happy with the Club’s approach to the domestic 
cups, 30% were unhappy, with the remainder neutral.

81% said winning a trophy was either extremely important or very 
important to them, with a further 17% saying it was somewhat important. 
Only 3% said it was of little or no importance.

On the pitch
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Asked to rate ENIC’s stewardship of the Club, 63% felt it had 
improved over the past year, with 26% saying it had stayed 
the same and just 5% feeling it had declined. We have sent the 
hundreds of individual comments, explaining why specific answers 
were given, on to the Club. 

Positive themes included commitment shown with the new stadium, ‘The 
Finale’ having a positive effect, building a team that’s competing at the 
top, world class training facilities, hiring Mauricio Pochettino, and Daniel 
Levy’s business acumen.

More critical themes included needing more investment in the playing 
side, a lack of transparency over Season Ticket pricing and concerns over 
the long-term impact on the relationship between Club and Fans this was 
causing, the lack of silverware, Director’s wages draining the Club and not 
seeing proper financial backing from ENIC – “it all seems fan-funded”.

On communication, 50% are satisfied with THFC’s communication with 
fans, while 20% are dissatisfied. The rest are neutral. We received 
hundreds of individual suggestions for how Club communication could 
be improved and we have shared with relevant THFC staff accordingly.

Some 25% think Club communication with supporters has improved 
over the last year, with the majority – 54% - feeling it’s stayed the same 
and 12% feeling it’s declined.

There’s still significant backing, 71% of all respondents, for an annual 
meeting at which the Club reports back to the fans. There are still 64% 
of fans unaware we have a Supporter Liaison Officer and what the 
role entails, with only 18% showing awareness. 65% think THFC-run 
social media customer service and ticketing accounts would be of use 
to them, with a further 24% saying it may be of use. Just 7% said it 
wouldn’t be of use.

Ownership and governance
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Over half of all respondents, 51%, think legislation is needed to 
reform the way football is run, down slightly from 56% last year, 
with 22% unsure. Some 18% don’t think it’s needed. And 73%, down 
slightly from 75% last year, agree that football club boards should 
have supporter representation on them, with only 6% disagreeing.

We asked about some of the latest issues the football authorities have 
introduced or are thinking of introducing.

On VAR, 67% have little or no confidence in VAR improving fans’ 
experience of the game, with only 10% confident.

A mid-season break is to be introduced from 2019-20. No one asked 
the fans, so we thought we would, and found that 51% agree with 
the introduction of the mid-season break from 2019-20, with 24% 
disapproving. 25% are neutral. 

Opinion is divided on moving the Fifth Round of the FA Cup to a 
midweek slot and abolishing replays, with 49% approving, 28% 
disapproving and 22% remaining neutral. On pricing introduced by the 
FA last season, 95% thought pricing for the FA Cup semi-finals and the 
final itself, which sees seats along the side of the pitch priced at £145 
and those behind the goals at £115, was either excessive (81%) or too 
high (14%). So that’s 95% of our survey who think prices should be 
lower.

National issues

National issues
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With the potential sale of Wembley up for discussion, we asked for 
your view, and 44% said the FA owning Wembley was either extremely 
important or very important to them. A further 20% considered it to be 
somewhat important with 36% saying it was of little or no importance to 
them.

Finally, we asked about the latest attempt by the so-called top 6 clubs 
to get a bigger slice of the overseas TV deal money – a measure the 
Clubs voted for recently. Just under half, 47%, disapproved, with 37% 
agreeing. And we asked for your response to a number of statements 
on the subject; “I want my club to do well but I worry about lack of 
competition if the top clubs get more TV money” comes out top of the 
statements to agree with, with 33%, followed by “I think TV money 
should be shared evenly to keep the Premier League as competitive 
as possible” with 27%. 22% agree with “I want my club to maximise its 
income - other clubs can look after themselves” and 14% with “I think TV 
money should be shared evenly on principle”.

National issues

47%



This year, 73% of all respondents were either very satisfied or 
satisfied with our work over the past 12 months. Just 2% were 
dissatisfied. Bearing in mind the struggle over ticket pricing at the 
new stadium, we think this is very positive.

When we look at THST members, which is the usual statistic used for 
this figure, that increases to 89%. Just 3% are dissatisfied.

70% of all respondents feel we’ve had at least a moderate amount of 
success on the issues we’ve campaigned on this year. That goes up to 
87% when filtered by Trust members only.

In terms of THST priorities for next season, ticket pricing, atmosphere, 
fan/club relationship, fixture rescheduling and safe standing comprised 
the top 5 overall. THST members had the same topics in a different 
order: ticket pricing, fan/club relationship, fixture rescheduling, 
atmosphere and safe standing.

On how we communicate, 67% of all respondents think we communicate 
enough, and that becomes 83% when we look at just THST members. 
Twitter is by far the biggest channel through which you keep in touch 
with us. 

Finally, 60% of all respondents think our approach to dealing with the 
Club is about right. 74% of THST members think so, while 14% of both 
segments think we take too soft a line. 

We received a high number of requests for further information and we’ll 
be contacting everyone who asked in the next few weeks.

THST and you
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THST is the largest independent organisation of Spurs fans, and our 
annual survey is the largest regular gathering of supporter opinion. 
We are very grateful once again to all those supporters who took 
the time to give us their views. It really does help us. 

We don't, and can't, claim to represent every opinion of every fan all the 
time. But our annual survey is invaluable in giving us an indication of fan 
opinion. With five years’ worth of data, we are also able to identify trends 
and be more confident about fan reaction to new developments. This, 
combined with the fact that Trust Board members stand regularly for 
election, means we can say with confidence that we are a representative 
and accountable organisation, able to listen and also able to take a lead 
when necessary.

With membership higher than ever, it's also encouraging to see 
approval levels for our work remain extremely high. We'd like to thank 
you for your support. 

In a unique year for fans and for the Club, there are a number of findings 
around ticketing that we believe the Club needs to address if the level 
of support for the Club is to be valued and maintained going forward. 
We don't just think 'Football without fans is nothing' is a slogan. Fans 
are an essential part of the game we love and we remain committed to 
ensuring they have a voice. We aim to do that by working in partnership 
with the Club where possible. 

The more members we have, the greater our chances of success. 
Please do join if you are not already a member, and if you are, try to 
sign another fan up. We will never be complacent, especially after a 
year in which we have not achieved all we wanted. There is much to 
build on as the Club embarks on a new era.
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Conclusion



THANK YOU



http://hubertandford.com

