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This year, 6,001 fans completed the 2022 THST Fan Survey. That’s the 
second highest number in the eight years we’ve been running the poll 
– the highest coming after the European Super League controversy 
supercharged the number of responses last year. Without that outlier, this 
year would have seen the largest number of responses ever. Of course, 
we’d like to have topped all previous totals, but the direction of travel is 
clear – more and more of you believe fans’ views should be heard.  

Any Spurs fan anywhere was able to fill out the 
survey – you didn’t have to be a member of 
the Trust, a member of the Club, a matchgoing 
fan, or UK-based. You just had to be prepared 
to spend 15 minutes giving your views. 

We publicised the survey by mailing everyone 
on our membership database, twice; we 
flagged it up on our website and on social 
media; and we asked friendly bloggers, 
podcasters and journalists to help spread the 
word. Many of you also kindly contacted your 
own networks to boost the response rate.
 
We asked questions about supporting the 
Tottenham Hotspur men’s team. Supporting 
and following the women’s team is a different 
experience with different challenges, and there 
is a dedicated supporters’ group, who we are 
in touch with, which focuses on the women’s 
team.

Your answers help us in our work, informing 
the positions we take on a variety of issues. 
The data we collect is incredibly useful, and 
we share it with the Club – without mentioning 
any names! We try to keep as many questions 
unchanged as possible so we can benchmark 
against previous years, but also to keep 
questions relevant. 

The breakdown of respondents was: 35% THST 
members, 73% living in the UK, 35% General 
Admission Season Ticket holders, 30% One 
Hotspur members, and 3% Premium or 1882 
Club members.

There was once again a good spread across 
age ranges from under 18s to over 65s. This 
year, the largest group of respondents (23%) 
was aged 26-35, whereas the largest group 
last year was aged 36-45.

There were modest increases in the proportion 
of women (7%) and those who consider 
themselves to have a disability (7%). 
While most respondents were white and 
heterosexual, 9% have non-white or mixed 
ethnic backgrounds, and 3% described 
themselves as gay, lesbian or bisexual.

We have abbreviated Season Ticket holders to 
ST holders and One Hotspur members to OHMs 
throughout.

To everyone who took part and helped spread 
the word – a heartfelt thank you.

Introduction
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Pricing and allocation

ST holders
A significant 97% of ST holders indicated they 
had renewed their tickets for the 2022-23 
campaign, with 16% of those taking advantage 
of the V12 finance scheme. Of those who hadn’t 
renewed for next season, cost, health, moving 
away and seeing no real benefits to holding a 
Season Ticket were cited.

Asked how satisfied ST holders were with the 
price of their seat, 27% were satisfied or very 
satisfied – up from 16% in 2021 but still down 
from previous years. Just under half (42%) were 
dissatisfied or very dissatisfied with the pricing.

The majority (62%) expressed dissatisfaction 
with paying in full for their 2022-23 Season 
Ticket by 29 April. The most common reason 
for this dissatisfaction was linked to the 
principle of finishing one season before paying 
for another. A quarter of those expressing 
dissatisfaction cited financial hardship.

A clear majority of ST holders (76%) would 
welcome the return of domestic cup vouchers 
to the package.

OHMs
Some 87% of OHMs said that they would be 
renewing for next season – well up from 67% 
in 2021. Just 3% stated that they were definitely 
not renewing. 

Of those not renewing, 39% cited cost as a 
reason, 34% said they could no longer see 
the benefits, and 28% cited limited access to 
tickets. Moving away from the area or country 
was another common reason for non-renewal.

When asked if they considered the One 
Hotspur membership to offer good value for 
money, 49% said yes – up from 26% in 2021.

Access to match tickets was the aspect of 
the package deemed most important to OHM 
respondents, with 94% (and 97% of UK-based 
respondents) citing this. 

The majority (71%) of OHM respondents would 
like the Club to offer half season memberships 
for sale at a reduced price after Christmas.

Some 35% of UK-based members (33% 
worldwide) said they were likely or very likely 
to take up the offer of a ST this summer. These 
proportions are up from 2021.

When asked about the factors that would 
influence that decision, price was the major 
factor for 71% of UK-based respondents and 
63% of respondents worldwide. Personal 
circumstances (46% / 43%), location of seat 
(40% / 42%), and ability to seat with or close 
to friends (25% / 22%) came next. On-field 
performance was a much less influential 
factor than in 2021.

Seat relocation

The majority of ST holders surveyed were 
satisfied with the position of their seat in the 
stadium (84%, up from 77% last year). 

Of the 29% who had applied to relocate, 
42% had been successfully relocated, while 
47% found that there wasn’t a suitable seat 
available. Older fans were less likely to have 
been successful in moving to a suitable area.

When asked for the reasons behind wanting 
to relocate, being closer to friends and family 
and wanting to be somewhere with better 
atmosphere were big factors, as was wanting 
a better view. As the Club insists there are no 
bad views, this finding was very interesting. 
Cost came fourth, despite the Club charging 
the most expensive ticket prices in the country.

Season Tickets & Memberships
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The move to digital ticketing has been a success, 
with 82% of ST holders responding saying they 
found the transition easy or very easy. Just 6% 
found it difficult, with most issues coming in 
connection with junior and senior tickets. 

General ticketing

A large majority of respondents (70%) 
disagreed with the Club's decision to withdraw 
Young Adult and Senior concession categories 
from Cup pricing. This rises to 88% when 
looking only at respondents aged over 65. 

Some 41% of respondents (62% of over 65s) 
are dissatisfied with the current concession 
policy at THFC, with 83% of over 65s agreeing 
that concessions should be linked to the 
person, not to the seat.

Of the 45% of all respondents who had used 
the in-house Ticket Exchange (TEX) platform, 
65% were satisfied or very satisfied with their 
experience of the platform. Just 17% were 
satisfied with Ticket Exchange only opening on 
a sell out or at the Club’s discretion, however. 
Of the 42% of respondents who had used 
Ticket Share (well up from 18% who had used it 
in 2021), 81% were satisfied or very satisfied with 
their experience.

Of those who had been in contact with the 
Club’s Ticket Office, 55% were satisfied or very 
satisfied with their interaction, and 12% were 
dissatisfied or very dissatisfied. 

Satisfaction with the Ticketmaster online 
booking platform was up from last year, with 
47% of those who used it stating that they were 
satisfied or very satisfied (compared to 38% in 
2021). However, 23% were dissatisfied or very 
dissatisfied.

The vast majority (81%) of those who 
purchased tickets last season were dissatisfied 
or very dissatisfied with paying booking fees for 
their purchases, with only 12% extremely or very 
familiar with why booking fees are applied and 
how they are calculated.

Specific ticketing improvements you told us 
you’d like to see implemented around the 
home ticketing experience included:

•  Linking concession rates to the person not the 
seat.

•  More junior discount areas.
•  Booking fees applied per transaction not per 

seat.
•  Ticket Exchange to be open at all times.
•  Fairer prices.
•  Better booking platform.
•  More staff in the Ticket Office on match days.
•  UEFA Champions League ticket packages.
•  Clearer indication of all available seats on the 

Ticket Exchange platform.
•  More refund options for games moved for 

broadcast.

Summary

Better performances on the pitch and the 
re-emergence of some sense of connection 
with the manager and the team clearly have 
a positive impact on attitudes to ticketing, 
and the headline figures are positive. The Club 
could decide that is good enough, or it could 
take notice of some of the underlying trends 
and start to address some of the significant 
areas of dissatisfaction. Time will tell, along 
with sustained lobbying by the Trust.

Season Tickets & Memberships
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For this section, we used the data from UK 
respondents on the whole, because there had 
been restrictions on overseas travel for parts of 
the season.

The majority of respondents who attended 
home matches in 2021-22 expressed 
satisfaction with the policing (70%), security 
(74%) and stewarding (70%) at the Tottenham 
Hotspur Stadium.

The majority of matchgoing respondents were 
satisfied with the availability (67%), quality 
(73%) and choice (71%) of food and beverage 
at the stadium. However, opinions were more 
divided when it came to food and beverage 
pricing (47% were satisfied, 30% were 
dissatisfied) and speed of service (52% were 
satisfied, 29% were dissatisfied).

The majority of UK-based fans (67%) stated 
that they usually eat and drink inside the 
stadium. When asked what would encourage 
them to buy more food and drink at the 
stadium, the most commonly cited factors 
were lower prices, better queue management 
and speedier service. Smaller numbers of 
respondents said that they usually eat in pubs 
(37%) and cafés/restaurants (21%) near the 
ground, or at home (20%).

Fans’ arrival routines have not changed much 
since before the pandemic, with most UK-
based fans (67%) tending to arrive at the 
stadium between 30 and 90 minutes before 
kick-off, and with 48% regularly arriving by 
London Underground, 39% by train and 38% 
by London Overground. 35% of respondents 
regularly travelled by car. 

Satisfaction with the four main public transport 
hubs serving the stadium – White Hart Lane, 
Seven Sisters, Northumberland Park, Tottenham 
Hale – ranged from 47% (Seven Sisters) to 65% 
(Tottenham Hale).

The majority of users of the Big Green Coach 
service (66%) and the shuttle buses between 
the stadium and Wood Green/Alexandra 
Palace (77%) expressed satisfaction with these 
services.

Just under 2% of UK-based respondents cycled 
to at least some home matches. There were 
mixed levels of satisfaction with the cycle 
parking provision among those who cycle, 
with 37% satisfied or very satisfied, and 44% 
dissatisfied or very dissatisfied. While most fans 
would not consider cycling to the stadium, 10% 
stated that improved cycle parking provision 
would make them consider it.

Home Comforts
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Summary

It’s clear the award-winning stadium is still 
popular with home fans. But there are some 
quick wins the Club could achieve, and some 
warning signs to note. Quick wins include 
managing queues for food and drink better 
and cutting down on wait times. This could 
mean more fans choosing to spend more time 
and money inside the stadium on match days. 
Warning signs are the one in four still critical 
of the choice and quality of food and drink on 
offer, and the number of comments about a 
drop in the quality of product and service.
 
Stewarding had proved challenging last 
season and some of the comments in the free 
text sections reinforced that. While we have to 
recognise the difficult circumstances everyone 
faced, there were some basic issues of 
concern including reports of inconsistent bag 
and general searches, the lack of publicity for 
bag drops and a general lack of enthusiasm 
from stewards both on the stadium podium 
and in the bowl.

There’s clearly a good spread of use over the 
four main transport hubs, but the attractions 
of Tottenham Hale need pushing, and it’s 
clear more could be done across the stations 
to improve crowd management and wait 
time. The findings on cycling deserve some 
consideration, too. Much is made of the need 
to pursue greener options, but scratch the 
surface and it’s often the case that little is 
happening other than nice words. Is there 
more that could be done by the Club and local 
authority to promote an environment where 
more fans seriously considered cycling to 
the match? It’s worth a discussion that goes 
deeper than a marketing exercise.

Home Comforts
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We looked at the data from everyone who said 
they’d attended a match at the Tottenham 
Hotspur Stadium throughout the 2021-22 
season for this section.

The majority of respondents who attended 
home matches last season (77%) were 
satisfied or very satisfied with the atmosphere. 
This is up from 53% in 2021. 

We found increasing support for flags and 
banners with 69% feeling that they can help lift 
the crowd (54% in 2021), 61% feeling they make 
the stadium more interesting and less sterile 
(50%), 11% feeling they look artificial and too 
contrived (14%) and 9% feeling they make no 
difference to atmosphere (16%). Just over half 
of respondents (53%) approve of instruments, 
including drums, in the ground.

When asked about the possibility of singing 
sections within the Tottenham Hotspur 
Stadium, 83% of respondents stated that 
they would support a singing section were it 
practically possible to deliver. A majority (59%) 
would want to be part of such a section.

When asked what role the Trust should play 
in atmosphere initiatives, the most commonly 
chosen option was that the Trust should 
support fan groups in delivering atmosphere 
initiatives (46%).

While a majority of respondents (56%) would like 
to see a change in the law that permits alcohol 
to be consumed in view of the pitch, support 
for such a change is down from 67% in 2021.

The vast majority of respondents (85%) 
approve of safe standing areas in top-flight 
stadia, with 16% of matchgoing respondents 
either owning a Season Ticket or regularly 
purchasing tickets in a designated safe 
standing area. Most respondents (80%) would 
like to see more of the South Stand converted 
to safe standing. 

Summary

We’re encouraged that our approach of 
supporting fan groups in delivering match day 
atmosphere initiatives rather than running the 
show ourselves is strongly supported, and we’d 
like to record our thanks again to THFC Flags 
and Spurs Song Sheet for stepping up and 
doing the hard work to make things happen. 
We’re also pleased that support for standing 
remains very strong after spending many 
years campaigning for it, but we won’t forget 
that people who prefer to, or have to, sit should 
also be considered.

Match Day Atmosphere
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Y Word

We thought, in light of the Club’s continuing 
work on this subject, that it was more 
important than ever to get some solid statistics 
on this controversial subject. For this section, 
we compared answers from matchgoing 
respondents who identified as Jewish against 
data from all respondents.

We asked: “The Club continued with its Y Word 
campaign this season, stating it was time to 
move on from using the term and asking fans 
to reassess their use of the word. In light of this, 
how frequently are you now using the term 
within the Tottenham Hotspur Stadium?”.
 
Some 31% of matchgoing respondents who 
identified as Jewish said always, while the 
figure for all respondents was 17%; 19% said 
usually (15% of all respondents); 14% said 
sometimes (21% of all respondents) 10% said 
rarely (19% of all respondents) and 25% said 
never (28% of all respondents). 

We asked if the Club’s request made you more 
or less likely to use the so-called Y Word when 
singing or chanting inside the Tottenham 
Hotspur Stadium. Some 15% of matchgoing 
fans who identified as Jewish said it had made 
them more likely to use the word, compared 
to 9% of all respondents; 61% said the same 
as before (58% of all respondents) and 24% 
of Jewish respondents said it made them less 
likely to use the term (33% of all respondents).

When asked if you agreed with the Club that 
the time has come to move on from using 
the word in relation to Spurs, 52% of fans who 
identified as Jewish strongly disagreed or 
disagreed, with 30% agreeing. Some 36% of all 
respondents strongly disagreed or disagreed, 
with 35% agreeing and 29% neither agreeing 
or disagreeing. 

Looking at Trust members only, 38% of Trust 
members agreed that the time had come to 
move on from using the term, 33% disagreed, 
with 29% neutral.

Summary

This issue remains a sensitive, polarising 
subject that needs careful thought. Jewish 
respondents are amongst the highest 
demographic to regularly use the chant and 
the demographic where the Club’s campaign 
has prompted the biggest uplift in use. So 
if consideration is to be given to the Jewish 
community, as it should be, then the views of 
this section of the Jewish community have to 
be considered. Opinion is clearly evenly divided 
among Jewish fans and non-Jewish fans, 
making it extremely challenging for the Trust to 
take a representative position. We will continue 
to argue for dialogue, understanding and 
sensitivity around this subject, while continuing 
to refute accusations of anti-Semitism against 
our fans.

Match Day Atmosphere
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Our questions on tickets for away games and 
on the experience at away games attracted 
the largest number of comments. When the 
context is considered, that’s no surprise. There 
are 50,000 General Admission and Premium ST 
holders, around 150,000 OHMs, and a maximum 
of 3,000 away tickets for each Premier League 
away game at most. To take as accurate a 
reading of opinion as possible, we used a 
combination of UK-only data, ST holder data 
and OHM data. 

The majority, 53%, of respondents had not 
attended an away game last season; 24% had 
attended between one and five away games; 
and 5% attended 21 or more. For those who 
attended fewer games than in the previous 
full season at which fans were present, 
reasons included ticket availability, COVID 
travel restrictions, new baby or change of 
circumstances, moving abroad, money, time, 
work, and the cost of living.

We asked what factors influenced the decision 
to apply for an away game. Of the ST holders 
who responded, 71% said time and day of kick-
off, 65% location, 47% ticket availability, 45% 
travel options, 41% work commitments, and 
25% availability of friends and family.

When asked which one would influence you 
the most, 32% of ST holders said time and day 
of kick-off, followed by 28% ticket availability 
and 16% location.

The most popular modes of travel to away 
games are train, preferred by 67% of all UK 
respondents, followed by car/ van (57%), and 
coach (11%).

We asked if respondents had used subsidised 
travel provided by the Club over the last nine 
seasons, and found that 28% of ST holders, 5% 
of OHMs and 21% of all UK-based respondents 
had. Some 75% of all respondents wanted 
subsidised travel to continue next season.

Allocation

We asked how satisfied you were with the 
current away ticket allocation process at 
Spurs. We found that 16% of all UK-based 
respondents were satisfied or very satisfied, 
with 41% dissatisfied. Some 21% did not express 
an opinion either way, while 22% were unaware 
of the current process. 

Looking at just ST holders, 22% were satisfied, 
and 48% dissatisfied. Among OHMs, 8% were 
satisfied and 29% dissatisfied. Again, a high 
proportion (39%) of OHMs did not express an 
opinion either way, and 24% were unaware of 
the process.

We then asked how you would like to see 
tickets allocated for away games in future. A 
split between a ballot and ticketing points was 
the most popular option amongst 54% of all 
UK respondents, 53% of ST holders and 57% 
of OHMs. Allocation by ticketing points was 
the next favourite option, cited by 28% of all 
UK respondents, 33% of ST holders and 19% of 
OHMs. The option of a pure ballot was favoured 
by just 10% of all UK respondents, 9% of ST 
holders and 12% of OHMs. 

Playing Away



16

Sanctions

In December 2019, THFC introduced a new 
Sanctions and Banning Policy for ticketing 
offences such as the transfer or resale of away 
tickets. Sanctions include the removal of 50% 
of ticketing points for passing on an away 
ticket as a first offence. We asked how familiar 
fans were with the policy and associated tariff, 
and found that 32% of all UK respondents were 
familiar with the policy, up from 18% in the 2021 
survey. 

We asked if you think the Club takes sufficient 
action against the resale and passing on 
of away tickets. The vast majority of UK 
respondents didn’t know (60%), with 2% saying 
always, 6% usually, 10% sometimes, 14% rarely, 
and 8% never.

We asked what would give you more 
confidence in the Club's efforts to combat 
the resale of away tickets. Options mentioned 
most often in comments included banning 
fans for life, publishing details of offenders, 
checking names at away grounds, digital 
tickets, more transparency and clarity, and 
names on tickets.

The Premier League will be trialling the use 
of digital tickets at selected away games 
next season. We asked if you approved of 
this move, and found that 58% of all UK 
respondents did, with just 11% disapproving.

Summary

This is always a controversial section, 
especially as – understandably – most 
individuals see the situation solely as it affects 
them. With far more demand than supply, that 
means most people will always be discontent 
with the system. 

But we need to be careful not to assume that 
automatically means the system is flawed. 
The current method is still favoured by a large 
number of people, and the most popular 
option – a mix of ballot and points – wouldn’t 
produce any more tickets. Arguably, the same 
number of people would be discontent, but 
with new reasons fuelling that discontent (such 
as reduced ability to predict whether you’d be 
successful in getting a ticket). 

The Club has made efforts to publicise its 
Sanctions and Banning policy and more fans 
are aware of it this season than last. But more 
needs to be done to convince people that 
action is being taken against those breaking 
the rules. There is little confidence enough 
is being done at present, and this in itself is 
leading to growing calls for a change in the 
allocation process. Digital away tickets may 
provide the answer, so we’ll be keenly watching 
how those trials go next season.

Playing Away
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To get an accurate, useful set of results we 
looked at data from UK-based respondents 
only in this section. 

This told us that 73% of UK respondents 
subscribe to Sky, 66% to BT Sport and 76% to 
Amazon Prime, spending an average of £55 on 
TV subscriptions for football each month. An 
eyebrow-raising 58% admitted to having used 
an illegal stream during the last season.

The idea of football clubs directly televising 
their own matches is becoming increasingly 
popular, with 74% of UK-based respondents 
expressing approval, compared to 64% in 2021.

We asked whether UK-based fans approved of 
the continuation of the Saturday 3pm blackout, 
with 66% disapproving. Asked if every Spurs 
game being televised in the UK would have 
an impact on the number of live games they 
attended, just 7% said they’d attend fewer 
games, with 88% saying they’d attend the 
same number of live matches.

There was some interest in paying for a 
subscription to watch academy, youth and 
women's games currently outside of existing 
broadcast packages, but a slight majority 
(54%) stated that they were unlikely to pay for 
such a subscription.
 

We wanted to find out what matchgoing fans 
thought of the current broadcast slots. So 
we asked respondents to indicate their least 
favoured kick-off times, and gave the option to 
choose as many as they wanted. Remember, 
this is matchgoing fans only.

Monday night 7:45pm/8pm 50%
Friday night 7:45/8pm 49%
Sunday early lunch 12pm/12:30pm 46%
Saturday night 7:45/8pm 43%
Saturday lunchtime 12:30pm 36%
Sunday late afternoon 4:30pm 30%
Sunday lunchtime 2pm or 2:30pm 15%
Saturday teatime 5:30pm 11%

Some 41% of UK-based respondents, as well as 
a non-trivial number of overseas respondents, 
found themselves unable to attend at least 
one 2021-22 home match for which they had 
a ticket, as a result of the kick-off time being 
moved for broadcast. The majority of both UK-
based (74%) and overseas (69%) respondents 
were left out of pocket as a result as they were 
unable to recoup their ticket and/or travel 
money for these matches.

Finally, we looked at the answers given by UK-
based respondents to some general questions. 
Asked if they agreed or disagreed with the 
statement: “Far more consideration should 
be given to matchgoing fans when moving 
matches for TV”, 96% agreed. And when asked 
“Do you feel the broadcasters' consideration 
of matchgoing fans has been better or worse 
throughout the 2021-22 season?” just 1% said 
better, with 27% saying about the same and 
an overwhelming 72% saying worse or much 
worse.

Spurs Are On The Telly



19

We were told by 67% that it would be helpful 
were on sale dates or application deadlines 
better aligned with TV pick announcements. 
And 49% felt that if rail operators were able 
to offer flexible tickets for matches moved for 
broadcast, that would influence their decision 
to take trains to domestic away games, with 
11% saying it would not make a difference.

Summary

Despite all that was said during the difficult 
times of the pandemic, it seems business is 
not back to usual, but instead back to worse 
than usual as far as the relationship between 
TV and football fans goes. The overwhelming 
feeling among all fans is that the relationship 
could and should be better, and the view 
that it is getting worse should prompt some 
concerns about the long-term relationship. 

The broadcasters and the Premier League 
need to do better to meet their own TV 
announcement deadlines and to mitigate 
against the worst of the inconveniences for 
fans through initiatives such as the flexible  
rail ticket.

With negotiations on a new TV deal on the 
horizon, the findings that Monday night and 
Friday night are the least popular slots for 
matchgoing fans, closely followed by early 
Sunday and Saturday night, provides a clear 
indication of what fan groups should push 
back on.

Spurs Are On The Telly
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The detail of on-field activity is beyond the 
Trust’s remit, but it’s important to get an idea 
of how fans view the main attraction. We used 
data from all respondents in this section.

When asked about THFC’s on-field 
performance in 2021-22, 90% of all 
respondents stated that they were either 
satisfied or very satisfied. This is a striking 
turnaround from last year’s result (2%) in 
relation to the 2020-21 season. 

The Premier League was considered the 
top priority for next season, with the UEFA 
Champions League second, the FA Cup third 
and the League Cup fourth.

Some 77% of respondents said that winning 
a trophy was very or extremely important 
to them, with 19% saying it was somewhat 
important, and 4% stating that it was 
unimportant.

There was clear support for the statement 
that clubs should qualify for competitions 
solely on sporting merit, with 91% agreeing or 
strongly agreeing. 

No major differences in views on football 
performance were observed when 
comparing the responses of UK and overseas 
respondents, or the responses of ST holders 
and other respondents.

Summary

This is good news for THFC. A full swing back to 
the satisfaction ratings of the Pochettino era, 
and a remarkable turnaround in 12 months 
that is testament to the efforts of Antonio 
Conte, his staff and the players. 

We are pleased that 91% of you agreed 
clubs should qualify for competition solely on 
sporting merit – another message to the Club 
and the football authorities that Super Leagues 
and historic coefficients fly in the face of what 
the vast majority of supporters want to see in 
their game.

Football Performance
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Results in this section were dreadful for the 
Club’s owners last season, in the wake of the 
European Super League debacle and poor 
performances on the pitch. We drew this 
year’s results from the answers given by all 
respondents.

Asked about ENIC’s stewardship of the Club, 
59% thought it had got better during 2021-22, 
while 30% thought it had stayed the same. 
Last year, 75% thought it had declined. And 
confidence in the owners’ long-term strategy 
has also grown – with 30% of you extremely or 
very confident in it (up from just 6% last year), 
a further 50% somewhat confident, while 20% 
are not so or not at all confident. 

Reasons cited for increased confidence 
included Conte, Paratici, the £150m cash 
injection, a good start to the transfer window, 
and the stadium now reaping rewards.

Moving onto THFC’s transfer policy, 44% were 
satisfied or very satisfied – up from 5% last 
year – with 25% dissatisfied – down from 82% 
last year. And 46% of all respondents were 
happy with the homegrown player/ academy 
policy, with 22% dissatisfied.

Asked how confident you were in ENIC’s 
approach to managerial appointments, 18% 
were extremely or very confident, with 51% 
somewhat confident and 31% not so or not at 
all confident.

We dug a bit deeper to ask key questions 
about the Club’s owners. We asked which of 
the following statements most closely mirrors 
your attitude towards ENIC at present:

 They do a great job and I’m fully  
supportive of ENIC as owners of THFC  12%

They do a good job with the business side  
but I’d like more focus on the football side  70%

 The time is right for a change if a  
credible new owner steps forward  12%

I ’d like ENIC to sell up now  3%

None of the above  2%

Looking at THST members only, the figures 
were 10%, 73%, 12%, 3%, 2% respectively.

Governance
We wanted to test our approach to the 
findings of the Fan-Led Review with our 
members, so we asked if you thought 
legislation is needed to reform football, and 
79% of THST members think it is needed, with 
7% disagreeing.

Asked if you thought there should be an 
Independent Regulator for English Football, 81% 
of THST members agreed, with 6% disagreeing.

When asked if you thought fans should have a 
formal voice in the decision-making process 
at their clubs, 85% of THST members thought 
they should, with 5% disagreeing. Of all survey 
respondents, 81% agreed.

Ownership & Governance
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Summary

Confidence in THFC’s owners could hardly 
have fallen much further than the levels 
reached last year. So it’s no surprise that there 
has been an improvement. However, it’s worth 
noting that despite the achievements of the 
Conte era, confidence in the owners’ approach 
to managerial appointments is relatively low; 
probably a result of the seemingly scatter gun 
approach of the post-Poch era. 

The key finding here comes with the question 
on attitudes to the owners. The hardline 
ENIC Out position is held by just 3% of all 
respondents, and 3% of Trust members. With a 
statistically robust total of 6,001 respondents, 
any analyst will conclude that it is fair to 
assume that is a pretty accurate reflection of 
feeling in the fan base overall.

We take the position which reflects the view 
taken by the vast majority: that ENIC has done 
a good job on the business side but more 
focus needs to be given to the football side. 

We’re not daft enough to imagine this will 
settle the debate in some people’s minds, but 
the facts are there for those who are prepared 
to see them. 

Ownership & Governance
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In this section we look at communication 
between the Club and its fans. Data is drawn 
from responses given by ST holders and OHMs.

Asked “How satisfied are you with THFC's 
engagement and communication with 
supporters?”, 39% of ST holders and 44% of 
OHMs said very satisfied or satisfied. This was 
an improvement on 19% and 18% in 2021. 
Some 22% of ST holders and 18% of OHMs were 
dissatisfied compared to 57% and 55% last 
year.

We asked what you liked best about THFC’s 
supporter communications. The new Twitter 
Admin, social media platforms, pre-match 
information and transport news, along with 
player content ranked highly.

We asked what could be done to improve 
THFC’s supporter communications. The most 
popular responses were less upselling and 
more information, listen to THST more, have 
a fan on the Club Board, easier website to 
navigate, hearing more from Levy, more 
transparency around strategy and objectives, 
fewer partner emails, more Paratici content, 
and more fan interaction.

We asked if you felt THFC’s engagement and 
communication with supporters has improved 
or declined over the past year; 64% of ST 
holders and 60% of OHMs felt it had stayed 
the same, with 19% of ST holders and 21% of 
OHMs thinking it had improved, and 11% and 8% 
saying it had declined.

Just 27% of ST holders and 16% of OHMs are 
extremely or very familiar with Club FAQ site 
‘Ask Spurs’, while 37% of ST holders find the Club 
website difficult or very difficult to navigate, 
with 28% finding it easy or very easy.

Asked if they were aware of the Supporter 
Liaison Officer role, 17% of ST holders and 10% 
of OHMs were, with 72% and 75% unaware. 
And finally, 56% of ST holders and 51% of OHMs 
would be interested in attending any future 
Club Fan Forums.

Summary

Supporter communication at Spurs has 
improved in some areas, notably Twitter, but 
there is work to be done ensuring fans are 
aware of information sources available to 
them, such as Ask Spurs. Awareness of the 
role of the Supporter Liaison Officer, and how 
that person can help with any issues, should 
be higher. The Club needs to play its part 
in making that happen, along with greater 
prominence for the role played by Supporter 
Services generally. The Club website remains 
too difficult to navigate for too many fans. 
Improvement in all these areas should be a 
basic priority. 

Together THFC
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We always ask, and take notice of, how our 
members rate our performance, so data in this 
section is drawn solely from answers given by 
THST members.

Some 80% of THST members were either 
satisfied or very satisfied with our work this 
year, with 64% of all respondents indicating 
the same. These results are nearly identical to 
those of the 2021 survey.

When asked how much success THST has had 
on the issues we have campaigned on in the 
past year, 81% of members thought we’ve had 
at least a moderate amount of success.
 
THST members chose the following order of 
priorities for us to focus on next season:

1.  Broadcast issues
2. Ticket pricing
3. Atmosphere initiatives
4.  Tackling online hate  

and social media abuse
5. Anti-discrimination and anti-racism work

Priorities among all respondents were largely 
the same, except ticket pricing was ranked 
higher than broadcast issues.

These priorities differ somewhat from those 
from 2021, when THFC Board restructure, 
retaining the English pyramid, and providing 
input into the Government's Fan-Led Review all 
made the top five.

Monthly newsletters, our website, and both our 
social media and general social media remain 
the ways most respondents stay in touch with us.

When asked about our overall approach to 
dealing with the Club, 72% of THST members 
thought it was about right, with 11% considering 
it too soft and 5% too combative. 

While non-THST members were more likely to 
be unaware of our approach, of those who 
were aware and expressed an opinion, over 
70% considered that it was about right.

Summary

It’s been a really demanding year with lots of 
unprecedented challenges and some difficult 
moments, so we’re delighted we have retained 
the confidence of our members. It’s yet more 
proof that noise on social media is often not 
noise in real life. Such strong backing is most 
appreciated and is not taken for granted. 

Thank you 

THST: How Are We Doing?
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Conclusion

Now in its eighth year, the annual THST 
fan survey is established as the largest 
independently conducted measure of Spurs 
supporter opinion. Each year, more and more 
of you have let us know your views, with the 
one blip in a steady line of increase coming 
last year when 8,358 of you contributed to the 
largest survey ever.

That huge response was prompted by a 
combination of factors – the actions of the 
Club Board in trying to break away and form 
a European Super League, poor performances 
on the pitch and a lack of direction off it. And 
it’s a fact of life that people are more inclined 
to express dissatisfaction than to acknowledge 
positive things. So we don’t see the slight 
drop in the number of responses this year as 
evidence this survey is any less valued. The 
overall trend is still up.

The results this year are generally more 
positive across the board. Confidence in the 
direction in which the Club is being taken has 
improved hugely since last season. In the end, 
we all want to enjoy supporting and following 
the Club, and we all want success. So it’s good 
news that the general view is less critical than 
last year, and that there is more satisfaction 
with how the team performs.

But there are still issues the Club would be 
sensible to acknowledge and try to resolve. 
Ticketing remains a major part of our work, 
and it’s in this area that there is much to note. 
Fans may be paying the high prices, but that 
doesn’t mean they like them. And if there is a 
downturn in performance, that could matter 
very much. 

The Club’s apparent policy of eroding the 
concept of concessionary pricing by stealth 
does it no good. Fans strongly believe 
concessions should be applied to the person, 

not the seat, and the small, short-term 
financial gains the Club achieves by doing that 
are outweighed by the reputational damage 
– and potential longer-term financial impact – 
that is done.

Ticket allocation for away games is also a 
hot issue. Our results show a split in opinion 
about the best allocation method – and this 
emphasises something we have always said. 
Most people see the best ticketing policy as 
the one that gets them a ticket. Here, we face 
the same challenge as the Club. We have to 
consider the whole picture, how what works for 
one person may affect another. This means 
looking at underlying, structural issues rather 
than just surface solutions. 

There are warning signs too in a growing 
number of complaints about the food and 
drink experience in our stadium. A positive spin 
would be to say that our fantastic stadium has 
raised expectations. But with tickets the price 
they are, why shouldn’t expectations be high? 
And why settle for a downward trend when an 
upward one could be achieved?

One trend we have noticed over the years is 
that, when confronted with the results of these 
surveys, the Club has ignored the criticism, 
dismissed the negatives and embraced the 
positives. We’d like to think the growing body 
of data and the ability to benchmark it shows 
that it would not only be possible but wise to 
take everything on board.

As a Trust, we have always found the data 
gathered to be very useful in informing our 
actions. Dealing with contentious and difficult 
subjects can be made a little easier by 
starting from facts, rather than assumptions or 
opinions. The findings on the so-called Y Word 
and on attitudes to the Club’s ownership are 
good examples from this year’s findings of how 
this could be helpful.
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Conclusion

Finally, one of the most encouraging findings 
in this year’s survey is the continuing strong 
support from fans for a genuine supporter 
voice in the way the Club is run. This is 
something that holds true across the game. It’s 
clear that the football authorities and the clubs 
are dragging their feet in implementing either 
the letter or the spirit of the changes proposed 
in the Fan-Led Review, and that’s why we 
continue urging the Government to implement 
the legislation it has promised. Surveys such as 
this one provide further evidence that fans not 
only care about what happens at their clubs, 
but seek an active influence in the way they 
are run, where it is appropriate. 

That influence will only come if fans keep 
pushing. That means joining supporter 
organisations and recognising it is possible  
to secure change for the better. You can 
join THST here, and the Football Supporters’ 
Association here. You can also help strengthen 
the voice of supporters by asking others to  
join you. 

Thanks, once again, to all those who 
contributed this year.

THST Board
August 2022

https://www.thstofficial.com/membership.html
https://thefsa.org.uk/join/
https://thefsa.org.uk/join/
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