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Level: Final assignment for Bachelor Degree in Business Administration  
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Date: 2016, May  

Aim: The aim of this study is to identify how a professional ice hockey club with fans 

nationwide can position its brand successfully and to discover if this is in line with what the 

consumers think is important in the branding of the club. 

Method: A mixed method has been used for this case study, in the forms of interviews and a 

questionnaire. The interviews have been written out in essay form for presentation and 

analysis of the qualitative data. The quantitative data has been collected and processed with a 

questionnaire using APSIS and analysed with Microsoft Excel. 

Results / conclusions: This research has identified a framework containing all factors that 

influence the perception of the brand by consumers. Evidence was found for all these factors 

in this research. Furthermore, the most important factors of the branding of a professional ice 

hockey club with fans nationwide have been highlighted. Consequently, this research shows 

that the marketers of such an ice hockey club can position their brand by developing clear 

points-of-difference that stand out from the competition.  

Suggestions future research: Research into the perception of the sports branding by the 

younger target group is suggested, as well from people outside Gävle. Furthermore, the 

research could be conducted in other (ice hockey) clubs. Finally, the research could be 

conducted again in a few years.  

Contribution of thesis: This research fills the gap in the literature about the development of a 

successful brand of a professional ice hockey club with fans nationwide. The main 

contribution for managers is that brands can only be used to maintain fans, not to attract them. 

Key words: Brand Positioning, Point Of Difference, Brand Knowledge, Brand Reputation, 

Brand Personality  
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1 Introduction  

In the introduction, the background of the study is provided. Furthermore, the importance of 

research in this topic is described. It shows the aim of the study, which is translated into two 

research questions. Finally, the delineation and structure of the research is discussed.  

1.1 Background 

Sport is big business. It is not just a matter of people competing with each other anymore. 

There are huge amounts of money involved, which has changed the dynamics of sport clubs. 

For example, the Swedish professional ice hockey club Brynäs IF generated in the season 

2014-2015 revenues of almost 142 million Swedish Krona (Brynäs, 2014-2015). This is an 

astonishing amount, considering that the club originates from the relatively small city of 

Gävle with just 100 000 inhabitants (Gävle Kommun, 2015) 

The fans of a sports club play a major role in the commercial success of a sport club. Not just 

the regular fans, but the most loyal and dedicated consumers and sport fans are important to 

obtain this commercial success of the club (Chanavat and Bodet, 2009). In order to attract 

these fans, the building of an outstanding brand around the club is crucial (Abosag, Roper and 

Hind, 2012).  

1.1.1 Importance of Building a Brand 

Branding is perceived as a source of strategic leverage, both for national and international 

sport clubs (Chanavat and Bodet, 2009; Ferrand and Pages, 1999). It can offer additional 

value to the organization and building a strong brand will be beneficial for the commitment of 

the fans (Bauer, Sauer and Schmitt, 2005). In addition, it will benefit their purchasing 

intentions of merchandize (Kao, Huang and Yang, 2006). Bauer et al. (2005) state that for the 

acquisition of customers, the establishment of relationship management between the club and 

stakeholders is key. These stakeholders consist of both the fans, as well as the corporate 

sponsors. In order to create a successful relationship management strategy, the building of a 

brand is essential. The brand is regularly considered as the major asset of sports clubs and will 

enable individuals and companies to identify themselves with the club (Bauer et al., 2005). 

This boosts the intentions of individuals and companies to connect with the sports club.  

Branding is increasingly seen as a relevant business tool, a distinctive brand is required. This 

is the case, as the current sport business environment is hostile and competitive (Abosag et al., 

2012). The challenge is to add value to the expectations of the fans, keeping the limited 
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resources in mind, so that the supporters will be encouraged to attend the games. Imagine a 

situation in which there are two similar ice hockey clubs: one with a branding strategy and 

one without. Supposing all other characteristics of the clubs are similar, an individual would 

probably choose to become a fan of the club with a brand, as the brand will add value to the 

experience of the individual (Bauer et al., 2005).  

1.1.2 Considerations in Building a Brand  

There are several challenges when building a brand. First of all, the level of commerciality of 

the brand should be determined. On the one hand, supporters disapprove the idea of 

perceiving their favourite club as a brand (Beech and Chadwick, 2007). There is a unique 

relationship between the consumers of a sports brand and their favourite sports club (Abosag 

et al., 2012). This unique relationship is based on an irrational bond, rather than a rational and 

economic bond. In addition, Chadwick and Beech (2007) take a critical stance towards most 

marketing activities of sports clubs. They state that focus is sales-oriented; the main goal is to 

make profit with the brand. It is thought that this is a wrong approach, as supporters reject the 

idea of commercialism within their club (Beech and Chadwick, 2007).  

On the other hand, supporters understand the increasingly competitive environment. They 

realize that it is unavoidable that their club should increase their resources in order to stay 

competitive. If increased commercial activity means increased performance of the sports club, 

the supporters will be more willing to accept it. There may be a relationship between 

increased commercial activities, which is followed up by increased performance, which will 

eventually lead to increased emotional attachment from the supporters to the sport clubs. 

(Abosag et al., 2012)  

A successful brand can be used to generate additional value. The financial value of a brand is 

deducted from the additional revenue that the brand generates for the sports club (Boush and 

Loken, 1991). A balanced branding strategy in relation to commerciality should be found. 

Many sport clubs place their focus on the short-term growth, forgetting to focus on the long-

term brand. This is not desirable. By focusing on creating a successful brand, the image, 

loyalty and brand awareness will be improved. It will eventually lead to increasing attendance 

levels and dedication of supporters, which will be beneficial for financial goals. This strategy 

might indirectly be better for the organization, rather than focusing on win-loss records alone.  

(Bauer et al., 2005) 
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What can be concluded from this is that building a successful brand is a complicated matter. 

There is no clear, universal guide that can be applied to every sports club. Every group of 

sports clubs should adopt a different approach, which turns out to work for the group.  

1.2 Problem Discussion 

The scientific literature has produced extensive research in the area of branding. Moreover, 

there has been considerable research into the marketing of sports clubs.  

However, the research on sports marketing and branding has mainly focused on what 

Desbordes (2007) calls the “big five” markets in football. In Europe, these big markets are: 

France, Germany, England, Italy and Spain. The sports clubs in these markets are active in 

leagues that are big business. The markets are considerably different than other European 

sports markets, especially in terms of commerciality (Abosag, et al., 2012).  

This means that the knowledge about the marketing and branding of sports clubs is based on 

findings within commercial and globally well-known sports clubs (Abosag et al., 2012). The 

findings from these researches might not be applicable to a professional ice hockey club with 

fans nationwide. The size of the target markets is not comparable and the amount of money 

involved in the clubs is not tantamount. Consequently, the branding of a professional ice 

hockey club with fans nationwide might be considerably different.  

In addition, the scientific literature of the branding of sports clubs mainly focuses on football. 

Besides a few researches into the marketing of vast ice hockey clubs active in the NHL, the 

biggest ice hockey league in the world, there has hardly been research into professional ice 

hockey clubs with fans nationwide (Richelieu and Pons, 2008; Chacko and Wagers, 1999; 

Batchelor and Formentin, 2008). 

To conclude, the gap in the theoretical literature that this study tries to bridge is to research 

how to position a successful brand for a professional ice hockey club with fans nationwide. 

This is important for the clubs, as Bauer et al. (2005) state that the brand is often considered 

as the major asset of sport clubs. While there has been research on the brand strategy of clubs 

in the biggest sports markets such as football, there has been little to none researches on the 

brand strategy of hockey clubs, especially non-NHL hockey clubs. This research gives an 

insight into how professional ice hockey clubs with fans nationwide should execute their 

brand positioning specifically aimed on them.   
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1.3 Aim and Research Questions  

The aim of this study is to identify how a professional ice hockey club with fans nationwide 

can position its brand successfully and to discover to what extent this is in line with what the 

consumers think is important in the branding of the club. 

This will be identified by looking into the following research questions:  

RQ1. How does a professional ice hockey club with fans nationwide position its

 brand in order to attract and maintain supporters?  

RQ2. What do consumers perceive as important in the brand positioning of a 

 professional ice hockey club with fans nationwide? 

To answer the first question is the main goal of this study. The first question will be validated 

by the second question to identify whether this approach works. The branding resources of the 

sports club that turned out to be seen as important by the consumers will support in creating 

and maintaining a successful brand. 

1.4 Delineation  

This study has the main focus on the branding in a professional ice hockey club with fans 

nationwide in Gävle. The ice hockey club in question is Brynäs IF. The marketing strategy of 

Brynäs IF will be identified by conducting interviews with employees within the organization. 

The perception of the branding strategy by consumers will be determined by conducting 

questionnaires with them. As a result, our research will both be quantitatively as qualitatively. 

1.5 Disposition  

The research is divided into six chapters. The paper starts with the introduction where the 

topic is explained and justified. It is followed by a theoretical chapter in which the theoretical 

foundation of the research is made. The way the theoretical chapter is structured is graphically 

shown in Figure 1.1. The theoretical chapter ends with a theoretical framework. Afterwards, 

the methodology is discussed in which the method of our study is theoretically justified. The 

data is presented in the empirical chapter. Following, in the analysis chapter both data sets are 

combined and linked to the theories. The conclusions of our study are in the final chapter, in 

which the research questions of the study are answered.  
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Figure 1.1. Narrowing of the research 
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2 Theoretical Discussion 

The theory discussed in this chapter explains the concepts of marketing and branding. The 

chapter is started with a brief discussion about marketing, followed by a wide definition and 

key concepts of branding. Afterwards, it narrows down to factors relevant to the branding of 

sports clubs. Finally, it provides a framework of which factors of branding and brand 

positioning affect the consumer. 

2.1 Marketing 

Successful companies have one thing in common: the customer is always kept in mind. All 

organizational actions have the aim to satisfy the needs of the customers, while considering 

the restricting factors (Grönroos, 1989). Successful companies understand the need to build a 

positive image around the company by using their marketing, in order to build long lasting 

relationships (Kotler, Amstrong and Parment, 2011).  

The first main goal for marketers is the attraction of new customers by promising value. Once 

the customers are attracted, the second goal is to keep the customers. This leads Kotler et al. 

(2011, p. 8) to define marketing as “managing profitable customer relationships”. In order to 

do this successfully, it is essential to deliver the promised value. (Kotler et al., 2011) 

The value, which a company attempts to deliver, is the product. A product can be anything 

that might satisfy a want or need from an individual. There are both tangible products and 

intangible products. A tangible product is something that can be touched, for example a 

telephone. An intangible product is something that cannot be touched, for example a service. 

(Kotler and Amstrong, 2010) 

Services are defined by Zeithaml, Bitner and Gremler (2010, p. 1) as “deeds, processes and 

performances”. They are offered in incrementing amounts in the world economy and therefore 

relevant (Kotler and Amstrong, 2011). As the competition in the world economy is increasing, 

it is important for a company to show that their products are different than those of the 

competition and make the consumers familiar with their products. It is highly desirable that 

consumers can buy a product, knowing without trying that the quality will be of the desired 

quality. A way for companies to reach this is by branding their products: attaching a name or 

logo to the already existing products.  
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2.2 Branding 

Almost everything that is encountered in daily life has been branded. Any product that has a 

name, a logo or a symbol already is branded. The way how these names, logos and symbols 

are used and developed is called branding (Keller, 2013; Aaker, 1997). This ranges from cars 

to drinks to food.  A brand shows what the organisation in question wants to be and how 

people perceive this organisation to be. Most of all, it is an intangible asset that has to be 

constructed carefully. Keller (2013) also states that the brand knowledge of consumers of a 

brand is formed by two factors: brand awareness and brand image.  

2.2.1 Brand Awareness 

Brand awareness is a major goal in advertising, because consumers need to have some basic 

knowledge of the brand before marketers can construct the whole image (Hoyer and Brown, 

1990). For products this means brand awareness could already be a reason to buy the product, 

just because of the brand being known well enough to buy. Having consumers being aware of 

your brand works particularly well if the consumer is a passive recipient who does not take a 

long time to make decisions concerning brands (Hoyer, 1984). Additionally, those who have 

high awareness of a brand are less likely to consider a wide range of brands when they are 

selecting their product, and will likely choose the brand they know already (Macdonald and 

Sharp, 2000). This makes two very attractive reasons for companies to raise their brand 

awareness, since it can enhance revenues indirectly. 

2.2.2 Brand Image 

The second element that is relevant in the concept of brand knowledge is brand image. Brand 

image concerns all the unique brand associations, which can be both negative and positive, 

and how these are perceived by the market (Graeff, 1997). All actions from a company will 

contribute to the image of the brand, since every impact will help consumers establishing their 

opinion. This includes not only personal experience of the consumer with the brand, but also 

all other marketing communications that the brand uses (O’Cass and Grace, 2003). The whole 

brand image is defined by Keller (2013) as all the perceptual beliefs of consumers on the 

attributes, benefits and the associations with the attributes, who together form the basis of the 

attitude towards a brand. Companies should create positive associations with all these factors 

in order to have a positive brand image, which will in turn enhance the value of the brand 

(Aaker, 1991).  



8 

 

2.3 Brand Assets 

Besides the elements of branding Keller (2013) describes, Kapferer (2004) describes the 

specific assets of a brand that will add to the brand value. These are brand awareness, brand 

reputation, brand personality, the deep values of a brand, brand identity, brand preference or 

attachment, and patents and rights of the brand.  

2.3.1 Brand Awareness and Brand Reputation 

Brand awareness adds value not only because people recognize your brand easily, but also 

because it helps increasing brand value by having the image of being trustworthy and reliable 

(Schuiling and Kapferer, 2004; Delgado-Ballester and Munuera-Alemán, 2005). Brand 

reputation is the second asset that increases the value of the brand, since it will boost the 

previously mentioned reliability of the brand. Additionally, Greyser (2009) found that a good 

brand reputation will help a lot in a brand crisis situation, to reduce the negative impact. The 

brand reputation is mainly formed by the brand familiarity, brand uniqueness and brand 

advertising (Kapferer, 2004). These three factors overlap with other brand assets, respectively 

brand attachment, brand image, and brand awareness. 

2.3.2 Brand Personality and Brand Deep Values 

Not only Kapferer (2004), but also Plummer (2000) found that brand personality is an asset 

that has a high impact on the brand value, and it can make the difference between having a 

successful and unsuccessful brand. According to Geuens, Weijters and De Wulf (2009), the 

dimensions of which brand personality consists of are: activity, responsibility, aggressiveness, 

simplicity and emotionality. This is opposed to what Aaker (1997) claimed. This research said  

that sincerity, excitement, competence, sophistication and ruggedness were the dimensions of 

brand personality. Moreover, Caprara, Barbaranelli and Guido (2001) have constructed a list 

of 40 traits that can describe the personality of a brand, which can be put into five categories. 

These traits will give a complete overview of what the brand personifies. These three 

researches show that there is no clear determiner of the brand personality and that multiple 

measurement methods are possible. The brand personification is on its turn a determiner of 

the brand positioning strategy (Sirianni, Bitner, Brown and Mandel, 2013). The deep values of 

a brand have an impact on the total value of the brand, because customers often will only 

commit to a brand if the brand stands strongly for certain values (Beverland, Farrelly and 

Quester, 2006). This can be related to corporate social responsibility, since this is a tool that 

companies can use to show for which values they stand. 



9 

 

2.3.3 Brand Identity, Brand Attachment and Brand Patents 

Brand imagery or identity is mostly important in adding brand value when it is used to “depict 

who uses the brand and under what circumstances” (Keller, Sternthal and Tybout, 2002, p. 6). 

It is therefore the link between what you want people to see when you show your brand and 

what they see. Brand identity consists of all the associations that an individual makes with the 

brand. Brand attachment adds value to the brand because it can help predicting purchase 

behaviours (Park, Macinnis, Priester, Eisingerich and Iacobucci, 2010).  More importantly, a 

high brand attachment can also lead to stronger performance of and loyalty to the brand (Park 

et al., 2010). The brand attachment of customers is highly related to brand personality, 

because that is what customer are likely to get attached to (Malär, Krohmer, Hoyer and 

Nyffenegger, 2011). Finally, patents and rights of the brand add value, since when a company 

owns these patents and rights, no other company is allowed to use them. This will give brands 

who own these a unique advantage over others.  

2.4 Brand Positioning 

The main concerns in brand positioning are: “defining and communicating the competitive 

frame of reference” and “choosing and establishing points-of-parity (POP) and points-of-

difference (POD)” (Keller, 2013, p. 85). In short, POPs are benefits a company needs to have 

to be recognised as a brand in their chosen market. PODs are the brand-specific benefits that 

the consumers will associate with it, what no other similar brand has. (Keller, 2013; 

McDowell, 2004; Keller et al., 2002).    

In a dynamic marketplace as there is currently, each company should manage its brand 

positioning proactively in order to gain or keep its competitive advantage (Punj and Moon, 

2002). Before one should identify the POPs and PODs, the competitive frame of reference 

should be established carefully and afterwards communicated to the market (Keller et al., 

2002). It is important that this is done before the POPs and PODs are designed and 

communicated, since these two do not have a complete impact if they do not fit the 

competitive frame of reference that the company has identified. The competitive frame of 

reference is best described as the answer to the question: “What is the company?” (Keller, 

2013). This means that the competitive frame of reference is the way a company profiles 

themselves compared to the direct and indirect competitors. An example where the difficulty 

of determining the competitive frame of reference is clearly shown in the market of cola 

brands. Here, the brands have to decide in which market to compete: do they compete in the 

business of soft drinks, or of non-alcoholic beverages, or of all beverages just to name a few 
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possibilities. When the competitive frame of reference has been defined, the POPs and PODs 

can be formulated and communicated to the market (Keller, 2013). 

2.4.1 Points-of-difference 

PODs are the benefits that the consumers will associate with a brand, since no other brand has 

that specific benefit (Keller, 2013; McDowell, 2004). It are those aspects that cannot be found 

in the offerings of the competitors, giving brands advantages over others. The goal for 

marketers is to build positive associations towards your unique POD (Downer, 2016). 

However, brands should never try to oversell their PODs to a point where it may be too hard 

for them to deliver on the promises made. According to Herbig and Milewicz (1995) the 

consumers do not believe your communicated POD, they will not make the first purchase. If 

the firm does not deliver on a promised POD, a repeated purchase will not follow. This 

further emphasises the importance of choosing and communicating the PODs of a brand 

carefully. Additionally, brands should be wary of using attributes as PODs, since they can 

most easily be copied by competitors (Kotler, 2010). It is much more effective for companies 

to focus on the specific benefit of the attribute, instead of just naming the attribute. 

2.4.2 Points-of-parity 

POPs are what have to be met in order to be recognized as a brand in the chosen frame (Keller 

et al., 2002). More concretely, this means the attributes that the other competitors in the 

market also have, since it is otherwise not possible for customers to believe or recognize the 

chosen competitive frame of reference. Within POPs, there is a distinction between category 

POPs and competitive POPs (Lovelock and Patterson, 2015; Kazmi and Batra, 2008; Keller, 

2013). Category POPs are here described as the earlier mentioned definition of POPs, which 

contains the necessary conditions for a brand choice, since the aspects in the category POPs 

are essential for the offering of a service.  

Competitive POPs however, are aimed to cancel out the PODs of a competitor. This means 

that Company 1 has a POD and therefore a competitive advantage. Company 2 has other 

PODs, and wants to win the competition from Company 1. This means that Company 2 

expands in order to acquire the same qualities Company 1 has in their previous POD. Since 

there are now more companies with the same benefit, Company 2 can now be the winner of 

the competition, since it still has other PODs, while they made the POD of Company 1 their 

competitive POP. 
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2.5 Sports Marketing 

In this section, there will be looked into the marketing and branding of sports clubs. Although 

sport clubs can be seen as companies aiming to make profit, there are considerable differences 

between the two. The needs and demographics of sport consumers are complex, and the 

increasingly competitive environment calls for a professional approach towards marketing 

and branding (Mullin, Hardy and Sutton, 2000).   

2.5.1 The Nature of Sports  Marketing 

The importance of marketing and branding for sport clubs can be illustrated with an example. 

The Paris Rugby Club had a distinctive marketing strategy, which led to the successful 

building of a brand. In order to increase the attendance of home matches, the club organized 

entertainment shows around the matches. These shows supported in the building of a unique 

and extravagant brand. The new strategy led to an average of 80 000 spectators each game. In 

the previous situation, the average hardly reached the 12 000. This increase can partly be 

assigned to the newly formed unique brand. (Couvelaere and Richelieu, 2005) 

There are several definitions of sport marketing. This study will stick to the definition of 

Mullin, Hardy and Sutton (2014, p.13), who define sport marketing as: “all activities designed 

to meet the needs and wants of sport consumers through exchange processes.” 

When an international perspective is taken, sports marketing is defined as the advertising of 

services and products by corporations and organizations in a context related to sports. 

Examples of this are naming a sports stadium after a brand, sponsoring jerseys of a team or 

the individual sponsoring of an athlete. (Ratten and Ratten, 2011) 

The sport marketing can be divided into two major fields. The first field focuses on the 

marketing of products and services of sports directly towards the sport consumers. The second 

field focuses on the use of partnerships and promotions between sport properties and regular 

companies (Mullin et al., 2014). The marketing of sport products and services is most relevant 

for this research.  

Mullin et al. (2000) argue that the sports product consists of players, coaches, the stadium, the 

equipment used and the game itself. Abosag et al., (2012) state that all the other activities 

executed by the organization can be seen as an extension of the sports product. Examples of 

this are the hospitality within the organization, the programmes of matches and the branded 
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merchandise. Marketers usually hardly have influence on the product or service, and 

consequently the consumption experiences are inconsistent (Mullin et al., 2000). 

2.5.2 The Nature of Sports Branding 

The branding of sport clubs begins from the same basis as regular organizations. It starts with 

the name, logo and all the symbols that are related to the sport club. These aspects give a 

sports club the possibility to help the organization distinct themselves from similar sports 

clubs. It also offers the possibility to be distinctive from leisure and entertainment-oriented 

products, which are active in a similar industry. (Mullin et al., 2014) 

The question arises here why customers should spend their time, emotions and money on a 

sports team, rather than on other leisure activities (Couvelaere and Richelieu, 2005). The 

sports club should show innovation and distinctiveness in their attempt to acquire fans. This 

has to happen in relation with both the affordability and accessibility of the sport club 

activities. It is suggested that sport clubs should attempt to build a close relationship with their 

consumers, and involve them with the team. Consequently, customers will get the feeling that 

they are part of the team, so that they are attached to the brand, which will increase the brand 

attachment. (Mullin et al., 2000) 

The brand name, logos and symbols of the sport club are there to trigger feelings and attitudes 

from individuals towards the club. Consequently, the brand name, logos and symbols are not 

just meaningless aspects, but actually have a deeper impact on what the customer thinks and 

feels about the brand (Mullin et al., 2014). A successful sports brand enables consumers to 

live the brand throughout their daily lives (Couvelaere and Richelieu, 2005). These names, 

logos and symbols are the POPs of the sports club. However, when the sports club is able to 

create successful branding aspects, the POPs can still be transformed into a competitive 

advantage for the sports club.  

2.5.3 Complications in Building a Sports Brand  

However, there are complicated factors in the branding of a sports club. A sporting event is 

unpredictable, the experience will change every event (Holbrook and Hirschman, 1982), the 

consumption and production of the event is at the same time for the consumer, and there is a 

strong emotional commitment from the fans (Mullin et al., 2000). 

The progressiveness of a brand should also be considered. On the one hand, the heritage and 

history of the clubs plays an important role in the relationship between supporters and the 
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club. The history may not be forgotten. Supporters underline that the brand of the sports club 

should be closely unified with the traditions, attitudes and identity of the sports club. The 

history can act as a crucial binder between the club and the supporters. (Abosag, et al., 2012)  

On the other hand, supporters understand the need for progressiveness. Their orientation is not 

only focused on history and heritage, it also focuses on possible achievements in the future. 

The competiveness of the club is crucial in this. Consequently, supporters understand that 

their club has to adapt and be progressive. This helps supporters to accept the idea of their 

club perceived as a brand. (Abosag et al., 2012) 

In addition, no matter how well-functioning the marketing department is, success is still a 

fundamental factor in the binding of customers. The sports club should achieve success on the 

field for a minimum extent. Fans do not like to associate themselves with a losing team. 

Consequently, performance on the field is an important criterion for the development of the 

brand equity for the sports club. It also works the other way around. A strong brand can bring 

additional value to the sports club, which will indirectly enable the sports club to go through 

performance cycles. (Couvelaere and Richelieu, 2005) 

2.5.4 Steps in Developing a Sports Brand 

The previous sections shows the importance of a strong sports brand. Now the question arises 

what steps to follow in order to build a strong sports brand. Couvelaere and Richelieu (2005) 

identify three crucial steps:  

1. Defining the identity of the sports team 

2. Positioning the sports team in the market 

3. Developing a brand strategy  

Defining the identity of the sports team and positioning the sports team in the market are 

closely related and connect to the brand image of the team. A clear identity and strong 

positioning will ensure that all the branding activities become relevant (Couvelaere and 

Richelieu, 2005). All these branding activities should have the purpose to increase the 

successfulness of the brand. 

The identity of the sports team consists of the brand image, which consists of all the 

associations that an individual makes with the sports team. These associations are all the 

thoughts that are triggered by the mentioning of the sports brand. The goal for the marketing 

department is to make these associations unique, strong and favourable. The advantage for 
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sports marketers is that it is easier for them to make the experience unique, as the emotional 

involvement between the fan and the club is relatively high. Examples of sport brand 

associations are: logos, marks, mascots, owners, players, coaches, stadiums and entertainment 

packages surrounding the game. (Mullin et al., 2014) 

Positioning a sports brand is about cultivating a distinctive sports brand. Distinctive brand 

associations should be made, which lead to perceptions in which the quality of the brand is 

greater and the levels of loyalty towards the brand are increased. (Underwood, Bond and 

Baer, 2001) 

The final step is to set-up a strategy. This strategy should contain the idea of how to use the 

identity of the sports team and how to execute the positioning strategy. The defining of the 

identity of the team and the positioning of the team in the market can be seen as the 

foundation for the brand strategy (Gladden, Milne and Sutton, 1998).   

2.5.5 Benefits of the Sport Brand 

The building of a brand is a costly and time-consuming activity. However, once a successful 

brand is established, the brand will start to pay back the effort. There are several benefits of a 

strong sports brand, which will now be discussed.  

Probably the most important consequence of a strong sports brand is that it will increase 

loyalty to the sports team (Mullin et al., 2014). This has several benefits. First of all, it will 

increase and stabilize the attendance levels in the stadium (Underwood et al., 2001). As 

people are closely connected and loyal to the club, it is less likely that they will quit visiting 

the stadium after a few matches with poor performance. Secondly, Kao et al. (2006) state that 

loyal fans are an important source for sport teams to increase revenues. This supplementary 

revenue originates from the purchasing of additional products and services from the sports 

brand. So although firms have to invest in for example advertisements to create awareness, 

the investment will eventually be paid back. Moreover, loyal consumers are likely to 

recommend the sports club to other people. Usually only loyal consumers are likely to make 

such a recommendation, as their personal credit is put at stake and will not receive any 

economic benefit from the club (Kao et al., 2006). 

Another consequence of a strong sports brand is that it offers the possibility to charge 

premium prices, for example for tickets to attend a sports event. This is an especially relevant 

advantage in the sports industry, as it is usually difficult to generate more revenues than costs. 
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Moreover, the licensing and merchandising opportunities will increase and more revenue can 

be generated. The prices of the jersey of the club can be increased and it is possible to 

generate new revenue streams by launching new products bearing the name of the sports club. 

However, the additional revenue in higher prices is not only found in the business-to-

consumer-, but also in the business-to-business environment. An important factor for a 

sponsor is to choose a club with which it wants to be related, is the strength of the brand of the 

club. The more organisations want to sponsor you, the more money can be demanded. The 

prices of the sponsorship packages can be increased. (Mullin et al., 2014) 

2.6 Theoretical Framework 

The theoretical framework consists of two sides that influence the perception of the brand. To 

give a clear overview why and how this framework is developed, the way it is constructed is 

shown in two different sections, each focussing on one side of the framework. 

2.6.1 Marketing Factors 

Our research found six factors that influence the perception of the brand by consumers and 

which can be used by marketers. These factors are visualised in the theoretical framework in 

Figure 2.1. All of these factors can be used as PODs and POPs by sports brand, it is 

depending on the situation and competitive frame of reference which of the two options it is. 



16 

 

 

Figure 2.1. Branding Assets in Sports Branding. Source: own construction 

Brand awareness and brand image form together the brand knowledge. Marketers can use 

these factors together to change the perception of the consumers of the sports brand. Creating 

positive associations will boost the knowledge and therefor have an influence on the 

perception of the brand. The image plays a large part in determining the position of the brand, 

which is why it is highly relevant in this research. Brand reputation is based on past 

experiences with the brand, but also on how those are used by the marketer of the sports club. 

Club museums are mentioned in the theory as being very useful to boost the reputation of a 

sports brand, since it shows the consumers how good they have performed in the past. For 

sports clubs it is also essential to develop a clear personality of the brand. This makes it easier 

for consumers to relate themselves to the brand, since they might feel attracted to what the 

brand appears to be.  

This is highly related to the brand values, since these are the core values that the sports brand 

will always try to stand for, such as hard-working or other sport related values. Brand imagery 

or identity is the visual elements a sports brand uses for its branding. A way this could be 

done by sports clubs is by using a certain player a lot in their promotion. Furthermore, in 

sports the brand preference and attachment plays a big role, since consumers tend to connect 
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to a brand at an early age and stay attached to this brand for a long time (Tapp and Clowes, 

2002). The only factor that adds value to the brand but has been left out of this framework is 

brand patents. While this adds value to the brand, it has no influence on the brand positioning 

(Musgove, 2014).  

2.6.2 Non-Marketing Factors 

The brand of a sports club is not only defined by the active branding strategies and their 

impact. The fans’ perception of the brand also depends on the current sports results, the 

historical sports results, and the stadium atmosphere. The first and most obvious non-

marketing factor is the current sports results. According to Couvelaere and Richelieu (2005), 

there is a need to perform consistently well in order to build a bigger brand. If this is not done, 

it will be very hard to still grow a brand for a sports club.  

Secondly, the historical results of the club play a big role in the perception of the sports brand. 

If the poor performance of a club will remain over a long period of time while this is not what 

the team used to stand for, the fans could stop identifying themselves with the team and the 

brand (Couvelaere and Richelieu, 2005). Futurebrands (2002) confirms this, saying that to 

build a brand it is useful to be on a winning team, and once the brand is established it is easier 

to keep it at the same level during losing seasons. This is confirmed by the present situation in 

the National Basketball Association: the two teams with the highest value are the New York 

Knicks and the Los Angeles Lakers (Statista, 2016), but the teams are respectively the third 

last and last of their conferences (NBA, 2016). This proves that the historical results could 

weigh more in brand value than the current results. While the historical results cannot be 

influenced by branding activities, it could be used by marketers. Appel (2015) sees club 

museums as a valuable asset to use as branding, where clubs can show their own hall of fame. 

This is in line with the findings from Abosag et al. (2012), saying that clubs should always 

keep their history in mind.  

Fans do not only care about the result, but also about the atmosphere in the stadium when they 

go there. This is something that is not done by branding, but does influence the perception of 

the brand of the consumers. The interactive spectators are more focused on the shared 

emotion and entertainment. Instead of focusing on the sports game itself, they focus more on 

the interaction and try to project themselves beyond sport venues or into the event. This 

means that they might favour a sports club where there is a good atmosphere in the stand over 

a club without that (Bouchet, Bodet, Bernache-Assollant and Kada, 2011). Adding these three 
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non-marketing factors of the perception of the brand brings the complete theoretical 

framework in Figure 2.2. 

 

Figure 2.2. Theoretical Framework. Source: (own construction) 

Figure 2.2 shows that the assets a marketer of a sports club can use are brand knowledge, 

brand reputation, brand personality, brand values, brand identity and brand preference or 

attachment. All of these factors can be used by marketers in order to change the perception of 

the brand of the consumers. These factors all are based on the literature discussed in the past 

chapter. Finally, there are also non-marketing factors that influence the perception of the 

brand by consumers. These are shown on the right-hand side of the theoretical framework and 

are the current sports results, the historical results, and the stadium atmosphere and non-sport 

experience.  
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3 Methodology 

In this chapter, the method for our study is explained. It is stated how the study was 

approached in order to collect data to answer our research questions. 

3.1 Structure of the Methodology Chapter 
The chapter will be started by elaborating on the research approach, followed by the research 

design and methodological choice. Then the research strategy, the time horizon and the 

techniques and procedures will be discussed. The chapter ends by the data processing and 

analysis, the reliability and validity and finally the critique on our method. This structure is 

partly based on the following figure by Saunders, Lewis and Thornhill (2012, P. 160):  

 

Figure 3.1. The Research onion. Source: Saunders et al.,(2012, p. 160)  

3.2 Research Approach  

There are several approaches possible to conduct a research. The three approaches discussed 

are deductive, inductive and abductive. The section will be concluded with the choice of 

method for this study.  

3.2.1 Deductive Approach 

Saunders et al. (2012, p. 162) describe the deductive approach as a study with the focus on 

using data to test theory. Deductive reasoning is the process of logically deriving a conclusion 
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about a specific case, by using general premises or already existing knowledge (Zikmund, 

Babin, Carr, and Griffin, 2010). It is the most prevailing view of the relationship between 

theory and research. The deductive research is executed on the basis of what is already known 

in a certain scientific field. Based on this, a hypothesis is deduced, which will be tested by 

executing an empirical research. It is essential that the hypothesis or hypotheses will be 

translated into areas that can be researched. Consequently, there should be a specification on 

how data can be collected to research these areas. The deductive process usually pursues a 

clear sequence, as one step follows the other step logically (Bryman and Bell, 2015). In 

general, deductive reasoning attempts to create specific conclusions, which are derived from 

general premises (Cooper and Schindler, 2014). 

3.2.2 Inductive Approach 

An alternative method is the inductive approach. Saunders et al. (2012, P. 162) summarize it 

as the using of data to develop theory. A research design is used that focuses on the 

development of new theoretical perspectives or the improvement of already existing literature 

(Saunders et al., 2012). Conclusions are drawn from particular facts or pieces of evidence 

(Cooper and Schindler, 2014). 

The inductive approach is the opposite of the deductive approach: the researcher concludes 

the study by stating the implications of the findings of the study for the existing theory 

(Bryman and Bell, 2015). It is producing new theory. As inductive research is based on rich 

empirical data, it is likely to produce accurate, interesting and testable theory (Eisenhardt and 

Graebner, 2007).  

3.2.3 Abductive Approach 

Abduction is a method in which data are used in order to explore and investigate a 

phenomenon. The focus is on identifying themes and on the explanation of patterns. 

Consequently, the aim is to generate new theories, or alternatively try to revise existing 

theory, which is usually tested through the collection of additional data. (Saunders et al., 

2012) 

This study is executed based on the deductive approach. This is the case, as the aim of the 

study is to identify how to successfully position a sports brand, by testing what branding 

factors turn out to be important for consumers. Consequently, the study tests the existing 

branding theory on its relevance, special conclusions are derived from general premises and 

therefore it is a deductive study. 
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3.3 Research Design 

Parasuraman, Grewal and Krishnan (2006) state that there are two major types of research 

designs, which are the exploratory research and the conclusive research.  

3.3.1 Exploratory Research 

Zikmund et al. (2010) state that exploratory research is executed in order to clarify situations 

with different possible outcomes and to discover potential opportunities in business. The aim 

of the exploratory research is to develop and refine rather impulsive insights. By developing 

these insights, the researcher attempts to provide direction for further research into the topic. 

The research has a general purpose, the collection of data is roughly done and the conclusion 

of the study is open (Parasuraman et al. 2006). Consequently, the exploratory study may save 

time and money (Cooper and Schindler, 2014). The fundamental purpose of the exploratory 

research is to give insights into the nature of a situation. By doing so, it points out specific 

areas that need additional research. It is a useful study approach when alternative decisions 

should be identified, because it shows all the possibilities and this gives a clear overview of 

the situation (Parasuraman et al., 2006). Consequently, the exploratory research does not have 

the intention to provide conclusive evidence (Zikmund et al., 2010) 

3.3.2 Conclusive Research 

The conclusive research is a more definite approach. It focuses on the verification of insights 

by carrying out a research to produce evidence. This evidence is used to support hypotheses 

(Proctor, 2005). It focuses on the aid of decision makers to select a specific decision when 

there are different alternatives possible. A conclusive research has got a well-defined purpose 

and clear, structured data collection. The fundamental focus is on advising decision makers on 

what alternative is most suitable. It is a rather formal way of advising decision makers when 

they can choose between several alternatives and need information to evaluate the decisions 

(Parasuraman et al., 2006). 

This study has the well-defined purpose to identify how a professional ice hockey club with 

fans nation-wide positions its branding to attract and maintain supporters. In order to research 

this, the data collection is done in a clear and structured manner. It gives formal insights for 

marketers in professional ice hockey clubs with fans nation-wide. Consequently, this research 

is a conclusive research.  
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3.4 Methodological Choice 

The choices for methodology in researches are conducting a quantitative or a quantitative 

research. This study has used a mix of these methods, since the findings of the qualitative 

research have been tested with a sample in our quantitative research. This mixed approach fit 

the aim of this research better than just using one of the options.  

3.4.1 Qualitative Research 

A qualitative research is one where the data collected cannot be quantified, meaning that they 

are valuable in a way that they focus on the ‘why’ of a decision made in order to generate a 

deeper understanding of the issue (Blaxter, Hughes and Tight, 2010). A common way of 

conducting a qualitative research is via an interview. A semi structured interview for the 

qualitative research has been chosen, since this gave the interview a more dynamic approach, 

where follow-up questions could easily be asked in order to get a complete description of the 

situation. This means that a structure had been created for the interview, but the questions 

could still be followed by other questions in a different order or not in the pre-made structure 

(Saunders et al., 2012). These follow up questions will increase the validity of a qualitative 

research (Bryman and Bell, 2011).  

3.4.2 Quantitative Research 

Quantitative researches however, do not use interviews but focus on obtaining numerical data 

that can be generalised from a sample to a larger population (Saunders et al., 2012). These 

quantitative findings would be valuable in order to find the relations between different events 

and will also be more objective (Creswell, 2014). Contrary to the ‘why’ of a qualitative 

research, quantitative researches focus on the ‘how’ (Biggam, 2008). The causes and facts are 

sought by using numbers and other replicable data (Blaxter et al., 2010). Saunders et al. 

(2012) mention that a commonly used method for quantitative research is a questionnaire, 

which is used as well in this research. This means that this research has used both approaches; 

a mixed method has been used (Saunders et al., 2012). According to Greene, Caracelli and 

Graham (1989), a mixed method approach will enrich a study since the results from the 

different approaches will be beneficial for the validity of a research. Furthermore, when a 

qualitative approach is used before a quantitative approach is, one can extent or develop 

existing theory (Onwueguzie, Bustamante and Nelson, 2010). 

In order to specify the methodological choice that has been made for this research, the 

distinctions made by Saunders et al. (2012) will be used. We have used a complex mixed 

method, since the research was fully integrated and it was a sequential exploratory research. 
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The research was fully integrated, because both the quantitative and qualitative methodologies 

have been used in every stage of the research. It was also a sequential exploratory research, 

since two phases of data collection and analysis have been used, where the qualitative method 

was followed by the quantitative method. In this research, the quantitative data is used to 

support the findings of the qualitative approach, which means that the methodology is also an 

embedded mixed method (Creswell and Plano Clark, 2007). The reason a mixed method 

approach has been chosen is of a complementarity point of view, since the mixed methods 

allowed the findings to be confirmed linked to the consumer market (Greene et al., 1989).  

3.5 Research Strategy 

The research has been a case study and it focuses on one organisation: Brynas IF. Case studies 

are often used for issues in economic issues, especially when complex phenomena are 

examined (Yin, 2009). The case study has been used in order to focus thoroughly and more in 

depth on one sports club in order to let these findings be applicable for a wider range of 

institutions (Zikmund, 1997). A case study can provide useful information, but is only 

carrying any academic weight when the chosen company is highly representative and unique 

(Yin, 2009). In this research, Brynäs IF is highly representative because it is an ice hockey 

team in the highest league in Sweden that has taken interest in their branding activities. In 

addition, it is unique since it is the only ice hockey club in the highest Swedish division 

within a 150-kilometre range from Gävle in the 2015/2016 season (SHL, 2016a). This shows 

that both requirements of Yin (2009) have been met in this case study.  

Brynäs IF exemplifies a professional ice hockey club with fans nationwide for two reasons. 

Firstly, they are a professional ice hockey club, since the club is paying the athletes. 

Furthermore, that the club has fans nationwide is shown in the fact that there are multiple fan 

clubs far outside of Gävle, for instance in Varberg and Stockholm (BSKV, 2016; 

Supporterklubben Brynäs Stockholm, 2016). Therefore, Brynäs IF is a suitable choice for a 

case study with this scope. 

This research has had a cross-sectional time horizon, meaning that the study has been 

conducted on a situation on one particular time (Saunders et al., 2012). 

3.6 Techniques and Procedures 

Since there has been conducted both a qualitative and a quantitative study in this research, 

both approaches will be explained in the following section. 
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3.6.1 Qualitative Research Techniques 

For the qualitative part of our research, interviews have been conducted with employees from 

Brynäs IF. An interview is a conversation that also serves a purpose: to gather relevant 

information (Berg and Lune, 2012). During these interviews, questions were asked in order to 

gain more knowledge and a deeper understanding of all marketing-factors in the theoretical 

framework. This implies that the questions asked were derived from the theoretical 

framework and stayed close to the scientific literature. The results from the qualitative 

research were analysed and tested in the questionnaire.  

In order to get as much in-depth information, the interviews were semi structured, since this 

makes sure that there is room for the interviewee and interviewers to go deeper into detail 

(Saunders et al., 2012). This structure allows researchers to ask questions that have not 

necessarily been prepared, besides the prepared structure of the research (Wengraf, 2001). 

According to Mosley (2013), all questions have to be linked to the aim of the study. The 

questions asked were all reflected in the aim of the study, which is shown by the variables 

researched in each question in appendix 1. A quantitative study is for this part of the research 

not applicable, since numbers will not be a sufficient substitute for the view of the club on 

branding, but the more thorough results from a qualitative study will cover this entirely (Gray, 

Williamson, Karp and Dalphin, 2007). 

3.6.2 Qualitative Sample 

At Brynäs IF, there are four employees full-time employed with the branding and marketing 

of the club, and all of them have been interviewed. As shown in Table 3.1, the interviewees 

were the Head of Marketing: Kari Litmanen, the Head of Communication: Catarina Carlsson, 

and two sales representatives: Peter Strömsten and Larsa Lindberg. The interviews with Mr. 

Litmanen, Strömsten and Lindberg were held on April 14, 2016 and the interview with Ms. 

Carlsson was held on April 21, 2016. The interviews lasted between 45 and 60 minutes each. 

Two of the interviews were in the situation with two interviewers and one interviewee. Since 

the sales representatives were not that comfortable with doing an interview in English by 

themselves, they did the interview together, so there were two interviewers and two 

interviewees at the same time. The questions on which the interview was based is shown in 

appendix 1, but the semi structured interviews allowed the authors to have a discussion and 

dialogue in the interview in order to improve the quality of the interviews (Sullivan, 2012).  
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Table 3.1. Overview of qualitative sample. Source: Own Construction 

Name Job Title 

Kari Litmanen Head of Marketing 

Catarina Carlsson Head of Communication 

Peter Strömsten Sales representative 

Larsa Lindberg Sales representative 

3.6.3 Quantitative Research Techniques 

Since the goal of this research is to test the theories and views of the marketer, a quantitative 

approach is very applicable (Creswell, 2014). An additional reason for using a qualitative 

approach are that it allows one to systematically examine communication symbols and 

analysing the relations between different elements, which is done in this research (Riffe, Lacy 

and Fico, 2005). Finally, qualitative approaches are used in order to get the most objective 

results (Kerlinger, 1973).  

There are two main ways of doing qualitative research: it can be done by for instance asking 

random people on the streets a set of questions or by sending the questionnaire online. The 

latter has the advantage of being more time effective and having access to unique and specific 

populations and has therefore been chosen for this research (Wright, 2005).  

The questionnaire consisted of the three main parts: firstly, some general questions, secondly 

statements were made to which the respondents could agree or disagree with on a 1 to 5 Likert 

scale, ranging from “Håller inte med” to “Håller med”, Swedish for “completely disagree” 

and “completely agree”. Finally, the Swedish translations of the 40 traits from Caprara et al. 

(2001) were used in the research to brand personality. The reason for this is to gain a 

complete overview of the brand personality, which the respondents could select. This 

approach has been chosen, since while it is a complete list, it is not too extensive, making it 

easier for the respondents to make their choices. The complete questionnaire is shown in 

appendix 2 and the variables questioned are shown in appendix 3.  

The 40 traits from Caprara et al. (2001) were used in the research to brand personality. This 

has been done in order to gain a complete overview of the brand personality, which the 

respondents could select. This approach has been chosen, since while it is a complete list, it is 

not overly detailed, making it easier for the respondents to select their preferences.   



26 

 

3.6.4 Quantitative Sample 

For the quantitative part of this research, a questionnaire has been sent via the mailing list 

from Brynäs IF. With this email only those who live in or close to Gävle were selected, since 

this would give the most applicable results to this research, because the focus was on the left 

side of the theoretical framework in Figure 2.2. Fans from outside of Gävle would mostly 

become fan of the club because of the historical results, and would therefore now give any 

relevant . Using the database of Brynäs IF makes sure that the respondents are all aware of the 

club and have some knowledge of the branding and marketing activities of the club. The focus 

on respondents from Gävle is used since it was found during the interviews that fans outside 

Gävle often only support the club because of the rich history, which would not contribute to 

the research questions of this study. It is thought that using the email database would be a 

much more effective approach than approaching people on the street, who might not have any 

knowledge of the club and whose answers would not add to the value of this research. As 

shown in Table 3.2, the total number of questionnaires that have been sent out is 5 571, out of 

which 363 responded, meaning there has been a 6,51% response rate. While this is not a high 

number, this is an amount that is to be expected, since a lot of email addresses on the Brynäs 

IF database might not be used anymore or have other problems. The questionnaire was 

available online from April 15, 2016 until April 22, 2016. 

Table 3.2. Overview of quantitative sample. Source: Own construction 

Number of recipients 5 571 

Number of respondents 363 

Response rate 6,51% 

3.7 Data Processing and Analysing  

If data is not processed and analysed in the right manner, it cannot be of academic use. 

Therefore, the ways the different sorts of data are processed and analysed is crucial. Doing so 

will make the results clear and presented in a logical manner. The way this has been done is 

explained in the following paragraphs.  

3.7.1 Qualitative Data 

The results from the interviews have been written out in essay form, where the results are 

presented per topic that has been covered. The data from the qualitative research have been 

presented separately from the data from the quantitative research, since this will enhance the 

clarity for the reader (Saunders et al, 2012). Since the interviews were semi structured, some 
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topics were covered in different ways throughout the interviews, meaning that in the one 

interview the question was asked independently, while in others it might have been a follow 

up question or it was already answered in another question. These differences have been 

solved by using the essay form of presenting the data. 

The qualitative data has been analysed by focusing on the factual answers given by the 

interviewees. The factual answers were analysed in their context and afterwards related to the 

theory, in which similarities and dissimilarities were found.  

3.7.2 Quantitative Data 

The questionnaire has been sent via the program that Brynäs IF uses for all its newsletters and 

other correspondence with consumers. This program is called APSIS and was also used to 

gather the data. The data that has been received from APSIS is processed in Microsoft Excel, 

where the charts and graphs have been made. Both of these will improve the easiness in which 

readers can comprehend the large amount of data that has been gathered.  

The quantitative data has been analysed in different manners. The statements with Likert scale 

are analysed by focusing on the highest score in percentages and an evaluation is made about 

it. The highest score in percentages was compared to the theory and consequently it was 

identified whether the score differed from what was expected. The question in which the 

respondents were asked about picking five personal traits that they relate to Brynäs IF, has 

been analysed by dividing the personal traits in groups and highlighting the group with the 

highest score in percentages. For this focus on the relative amount of respondents who chose 

each variable, pie charts are highly suitable, since it clearly shows the relative amounts. 

However, some statements required a bar chart, since there were multiple options possible in 

these questions, and pie charts do not show this clearly. 

3.8 Validity and Reliability 

This section will discuss the concepts of validity and reliability in doing research. After the 

explanation of each concept, it will be stated how this study has safeguarded the validity and 

reliability. 

3.8.1 Validity 

Validity can be described as the extent to which the study measures what is actually attempted 

to be measured. The validity identifies to what extent a measure represents a concept 

according to the truth (Zikmund et al., 2010). In other words, a study is valid when it 
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measures what is attempted to be measured in order to support the aim of the study (Cooper 

and Schindler, 2014).  

In general, two forms of validity can be identified: the external and internal. The external 

validity of a study refers to the ability of generalization of the data. The greater the external 

validity, the better it can be generalized across persons, settings and times. The internal 

validity of a study identifies whether the instrument actually measures what is attempted and 

claimed to be measured (Cooper and Schindler, 2014). The achievement of validity is a 

complicated task, as it is difficult to clearly define and actually measure what is tried to be 

measured (Zikmund et al., 2010).  

To relate this to this study, Yin (2009) states that in order to achieve validity, the research 

should define the research questions extremely carefully. In addition, the research questions 

should be defined before the actual study, rather than during the study. The research questions 

of this study have been thoroughly defined in advance of the study. There has been an 

extensive research of academic articles to formulate the research questions and these 

questions have been critically opposed by both teachers as students, which adds to the validity 

of this research. In addition, the internal validity is safeguarded by linking the interviews and 

questionnaire to the theoretical framework and the questionnaire have been translated into 

Swedish to overcome the language barriers. However, because this study only researches one 

professional ice hockey club with fans nationwide, it is arguable whether the results can be 

generalized for all ice hockey clubs, which does not add to the external validity of the 

research.  

3.8.2 Reliability  

Cooper and Schindler (2014) state that the reliability of a study deals with the accuracy and 

precision during the procedure of measurement. The more reliable a study is, the higher the 

degree of consistent results. It can be seen as an indicator of the internal consistency of a 

measurement (Zikmund et al., 2010). There should be no random or unstable errors. 

Situational factors should for example have no influence on the results. The measurements 

should be similar at different times and under different conditions (Cooper and Schindler, 

2014).  

As a result, the concept of reliability is built upon whether the results are consistent, it shows 

how consistent a measure is (Zikmund et al., 2010). The main objective of reliability is to 

minimize the errors and biases in the research. In order to be able to judge a research on its 
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reliability, all the processes in the research should be documented properly. Otherwise, the 

whole research cannot be repeated and consequently cannot be judged on consistency (Yin, 

2009). In addition, consistency should be established through all procedures (Wolcott, 2005). 

The focus of this study is to document all processes carefully, so that information is always 

clearly defined and easy to find back. In addition, all processes are executed consistently, by 

always keeping the research questions in mind, as they are the basis for every executed 

activity.  

One major factor considering the reliability of data is stability, which refers to the question 

whether the measure is stable over time (Bryman and Bell, 2015). The stability of this 

research is safeguarded by conducting interviews and collecting many questionnaires close 

after the ending of the season. Consequently, the experience with Brynäs IF is fresh in their 

minds and they have time to reflect upon the club. The feelings of euphoria of sadness are 

diminished, which would be present if the data was collected straight after a game.  

3.9 Method Critique 
There are four remarks on the method of this study. First of all, the questionnaires were 

spread via e-mail and the respondents filled in the questionnaire at the computer. 

Consequently, it was not possible to interact with the respondents, as there was no face-to-

face contact. However, the respondents were able to fill in the questionnaire in a quiet and 

comfortable environment, which improves the quality of the data.  

Furthermore, the decision was made to distribute the questionnaire only among supporters of 

Brynäs IF in Gävle. The comment might be made that the quantitative sample only consists of 

people with a similar background and that the questionnaire should as well have been 

distributed among people living outside Gävle and people who are not supporter. However, 

this sample has been chosen, as it is certain that the respondents have knowledge about 

Brynäs IF and can give a well-founded judgement on the branding activities of the club. The 

focus is only on supporters in Gävle as it was found during the interview that the supporters 

outside of Gävle usually support Brynäs IF only because of their successful history, which is 

less useful for our research.  

In addition, the information collected about the branding activities of Brynäs IF was done via 

semi-structured interviews. Diefenbach (2009) states that the interview situation can have 

influence on the collected data, as the environment in which the interview takes place can 

unconsciously ‘spoil’ the data. It was attempted to avoid the spoiling of data by conducting 
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the interviews at the location of the Brynäs IF stadium. This created a comfortable, 

confidential environment for the interviewees. Moreover, the two interviewed sales 

representatives did not like the idea of being interviewed alone in English and consequently 

the interview with the two sales representatives were conducted together to create a 

comfortable environment for them.  

Finally, this research is a case study. It is claimed that it is not possible to generalize from an 

individual case, which has the result that it cannot contribute to scientific development 

(Flyvbjerg, 2006). However, as Brynäs IF is an established ice hockey club and is well-known 

throughout Sweden, the club functions as a good example for the research on how to build a 

brand for a professional ice hockey club with fans nationwide. Flyvbjerg (2006) states that the 

“force of example” should not be underestimated, the case study can function as supplement 

for the scientific development via generalization.  
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4 Empirical Findings 
In this chapter, the empirical findings of our research is shown. The chapter starts by 

showing the results from the interviews conducted with employees from Brynäs IF, which is 

structured based on the factors from our theoretical framework that can be used by 

marketers. Afterwards the results of the questionnaire will be shown and explained in a 

structure similar to the results of the interviews. 

4.1 Club Overview 

Brynäs IF is a sports club from the city of Gävle. Founded as a multi-sports club, the hockey 

branch is the most successful, playing in the highest professional league in the country (SHL, 

2016a). It is one of the oldest professional hockey clubs in Sweden, founded in 1912 (Alsiö, 

2004). Not only is it a very old club, but it is also a highly successful club in term of 

championships, having won the second most amount of titles in club history nationwide 

(SHL, 2016b). The club plays the home games in the recently renovated Gävlerinken Arena, 

with a capacity of 7909 (Gavlerinken Arena, n.d.). 

4.2 Brynäs IFs Perspective on Branding 

The following section describes the perspective of the employees that were interviewed and 

work at Brynäs IF. The questions that were asked are shown in Appendix 1. Following are the 

most informative and relevant statements made during these interviews. 

4.2.1 General PODs 

The main POD of Brynäs IF underlined by all the interviewees was the history of the club. 

Brynäs IF has won the SHL 13 times, which is only surpassed by Djurgården Ice Hockey. 

Djurgården Ice Hockey is located in Stockholm, the capital of Sweden, while Brynäs IF is 

located in Gävle, which is a relatively small city. Despite this, Brynäs IF has still been 

extremely successful in the past, which has created sympathy. Consequently, Brynäs IF has 

supporters throughout the whole country.  

However, despite having a rich history, the focus is not solely on the past. Much attention is 

also given to the youth and the future, as Brynäs IF is looking forward. It was explained by 

Kari Litmanen, head of the marketing department, that there is a program within the club, 

which focuses on the development of the Brynäs IF player from tomorrow. The youth is the 

basis for the future; the club cannot keep depending on the history.  
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Furthermore, it was stated that the friendly and humble reputation of Brynäs IF is a distinctive 

aspect. Brynäs IF is deeply involved in the community, as the club does a lot of social work. 

Catarina Carlsson, head of the communication department, stated that an example of this is 

the program ‘En Bra Start’. This is a collaboration between UNICEF and Brynäs IF, which 

has the aim to give children a good start in life. This is for example done by players visiting 

schools to inspire the students. Moreover, the only ‘sponsor’ Brynäs IF has on their jersey is 

UNICEF, which is unique in the SHL. Brynäs IF has accepted the missed sponsor money for 

this, because UNICEF does not pay for appearing on the jersey. However, having only 

UNICEF on the jersey will improve their image, which can gain money back indirectly.  

4.2.2 Brand Image 

Brynäs IF was described as the biggest brand in Gävle and inhabitants from Gävle are usually 

proud of the club. It is a club of the hard-working people. This image has been created by two 

main factors: the historical success of the club despite being located in a small city and the 

involvement in the community of the club.  

Brynäs IF is one of the oldest clubs in Sweden, founded in 1912. The long and successful 

history is being used in the marketing activities to create the image of a classic club. The aim 

of the marketing activities is to connect the history to the present. The interviewed sales 

representatives, Peter Strömsten and Larsa Lindberg, stated that the successful history is for 

example useful in the obtaining of sponsors. The owners of the companies have often been 

raised with watching Brynäs IF games and consequently have a strong feeling of affection 

with the club.  

As previously stated, Brynäs IF does a lot of social work. This is done in collaboration with 

both UNICEF and the municipality of Gävle. Letting players visit schools for example makes 

an impression on the students as the players are stars and social messages can be brought 

across to the students. By doing this, Brynäs IF tries to develop good people, not only good 

hockey players. Furthermore, Brynäs IF has never bragged about their success. The club has 

always stayed humble, also during their glory days. This has led to a friendly and humble 

image around the club. This has the consequence that people throughout Sweden have 

sympathy for Brynäs IF, they do not begrudge it when Brynäs IF is successful.   

Furthermore, Kari Litmanen stated that Brynäs IF has got a different image in the region in 

comparison with the overall image in Sweden. Regionally, Brynäs IF is perceived as the 

biggest ice hockey club. Consequently, the inhabitants from Gävle are not easily satisfied with 
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the results leading to extremely high expectations. On the contrary, in the rest of Sweden 

Brynäs IF is being perceived as the club of the people and generally, people have a lot of 

sympathy for the club. Brynäs IF is one of the most famous things coming from Gävle, which 

is important promotion material.   

4.2.3 Brand Awareness  

There are several channels used to create awareness for Brynäs IF. The club uses newspapers, 

TV and radio, social media, newsletters via e-mail, Google Advertisements, their website, an 

app and advertisements throughout the city. The use of these channels focuses on getting 

people to know the club and keeping people up-to-date with the club.  

The use of social media is one of the major advertisement channels of Brynäs IF and turned 

out to be successful, as Brynäs IF scored third of the SHL in a research to the use of social 

media to attract supporters to the stadium. It was stated during the interview that social media 

is a useful tool, as people get information from it voluntarily. People choose by themselves to 

Like a page on Facebook for example. Social media is important to attract new fans, 

especially a younger audience. This is necessary, as the average age of Brynäs IF supporters is 

relatively high. It was found out by a survey that the average supporter in the stadium is 

between 50 and 60 and gets information via newspapers. Peter Strömsten and Larsa Lindberg 

stated that it is consequently important to let players visit schools, to create awareness for 

Brynäs IF among the younger fans.  

In addition, it was stated there is no strategy in order to get people to the ice hockey stadium, 

rather than the football stadium for example. As football is a summer sport and ice hockey a 

winter sport, there is hardly any competition between the football club Gefle IF and Brynäs 

IF. Consequently, there are no major direct competitors for Brynäs IF in Gävle. 

Furthermore, Kari Litmanen stated that the club has a regional and a national strategy for the 

marketing. Regionally, Brynäs IF tries to be more than an ice hockey club to create 

awareness. The club is involved in the community with initiatives like “En Bra Start”, which 

translates to “A Good Start”. The club attempts to profile itself as the good big brother in 

Gävle. Consequently, it is not attempted to compete for customers with other leisure 

organizations in Gävle. The focus is rather on helping and collaborating with the other leisure 

organizations. Nationally seen, the brand Brynäs IF is solely communicated to the people as 

an ice hockey club.  
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4.2.4 Brand Reputation 

The successful history plays a major role in the reputation of Brynäs IF. All the interviewees 

stated that the history is both an advantage as a disadvantage. The advantage is that Brynäs IF 

is well-known throughout the country, most people in Sweden will know what Brynäs IF is. 

Consequently, the history can be used as a foundation for the marketing activities. Another 

result of the rich history of Brynäs IF is that there are many older fans in comparison with the 

younger fans. These older fans have experienced the successful times and are not easily 

satisfied with the results, which can be seen as a burden of the history. People always 

compare the achieved present results with the successful past.  

4.2.5 Brand Personality  

The interviewees ascribed several similar personal traits to Brynäs IF. The club was described 

as a balanced, humble and hard-working club. Brynäs IF being balanced can be explained by 

the fact that the club can both be seen as friendly and rough. It was stated that it is important, 

but difficult to find a balance between these two personalities. In addition, the performance of 

Brynäs IF is balanced. Kari Litmanen described the club as “mellanmjölk”, which can be 

translated to “skimmed milk”; the team is neither spectacularly good, nor bad.  

The humble and friendly image can partly be explained by the involvement in the community. 

In addition, Brynäs IF tries to bring across their marketing messages in a humble way. For 

example, in order to advertise for tickets to the stadium, Brynäs IF says “come to the stadium 

to see Brynäs IF play”, rather than “come to the stadium to see Brynäs IF win”. However, 

there is some debate among the interviewees whether the club has to be communicated as 

tough or humble. It is difficult to find the right balance between these two personality types. 

On the one hand, ice hockey is a rough sport and a club should profile itself as tough. On the 

other hand, ice hockey should be kept approachable for everyone and a club should show 

itself as a friendly club. 

Hard-working can be explained by the fact that Brynäs IF is located in the relatively small 

city Gävle, but has still been successful. The club is described as a local club for the ordinary 

people.  

Furthermore, the sales representatives mentioned the traits skilful, open and polite. These 

personal traits are confirmed by Kari Litmanen and can be considered as important, as they 

are found throughout the whole organization.  
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4.2.6 Brand Values 

Kari Litmanen stated that the four values that are present in the whole Brynäs IF organization 

are Hunger, Engagement, Involvement and Pride. All the activities of Brynäs IF are based on 

these four values. Consequently it is attempted to build a “family” with the club and their 

supporters. The values are communicated to the supporters by using social media for example, 

on which many pictures of Brynäs IF are posted.  

4.2.7 Brand Identity  

There were several visual aspects mentioned that came to mind when thinking about Brynäs 

IF. First of all, the logo is a strong and recognizable aspect of Brynäs IF. Secondly, both Kari 

Litmanen as Catarina Carlsson mentioned the “fifth element”. The fifth element is the red and 

yellow strips that can be found on many Brynäs IF accessories, see Figure 4.1. It was stated 

that many people would instantly link the fifth element to Brynäs IF. Finally, the “clean shirt” 

without sponsors is unique and can be linked specifically to Brynäs IF.  

   

Figure 4.1 “Fifth element” of Brynäs IFs brand identity. Source: Brynäs IF (2014) 

4.2.8 Brand Attachment 

It was declared that there is a close relationship between the players, the employees and the 

supporters. The club claimed to be open and that it is easy to approach the players. The close 

relationship is fostered by the social activities that Brynäs IF does. For example, if the Brynäs 

IF players visit a school, the kids will have a special experience with the club and can 

consequently become fans in the future. In addition, there is a close collaboration between the 

club and the supporter clubs. It was stated that the supporters’ clubs are extremely important 

in creating a nice atmosphere in the stadium, which is an important reason to involve them. 

Together with everyone who is somehow dealing with Brynäs IF, the club tries to build a 

family.  
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It is a challenge to get fans to the stadium, as it is easier and cheaper to watch a game at home. 

On top of that, the supporter gets to see statistics and replays when watching television, which 

is more difficult in the stadium. Nevertheless, there were several reasons stated for people to 

come back to the stadium. First of all, the atmosphere in the stadium, as it was declared that 

there is a social element in going to the stadium. For many people it is a way to see their 

friends and it sometimes has been a long tradition. Another reason is simply the love for the 

team and the love for the sport. A final reason to be attached to Brynäs IF is for doing 

business. There are many sky launches in the stadium, in which the sponsor can show the 

game to their clients. However, one major requirement for people to go to the stadium is 

success on the ice. Decreases in attendance levels can be seen as the results start to decline.  

4.3 Overview of Brynäs IFs Perspective on Branding 

One of the major factors with an influence on the brand Brynäs IF is the history of the club, as 

the club has had a long and successful past. It is a club of the hard-working people, with a 

friendly and humble image, which is a consequence of the involvement in the community of 

the club. As Brynäs IF has many older fans, the club perceives social media as an important 

tool to attract new, younger fans. The values Brynäs IF stands for are Hunger, Engagement, 

Involvement and Pride, which are implemented throughout the whole organization. 

Consequently, Brynäs IF attempts to build a family between the supporters, employees and 

players. An overview of the results from the interview can be found in Table 4.1.   
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Table 4.1. Overview of Brynäs IFs marketing strategies and actions. Source: Own construction 

Brynäs IFs marketing strategies and actions 

General PODs  History 

 Focus on youth 

 Involvement in society 

o “En Bra Start” 

o No sponsors jersey 

Brand Knowledge  Club of the hard-working people 

 Classic club with rich history  

 Friendly and humble image 

 Different image nationally and 

regionally 

 Many different channels 

o Social media 

o Television and radio 

o Newsletters via e-mail 

o Google Advertisements 

o Website 

o Mobile app 

o Advertisement throughout 

city 

 Social media important to attract 

young fans 

Brand Reputation   Successful history 

 Mostly older fans  

Brand Personality  No unanimous answer, but 

mentioned are:  

o Hard Working 

o Skilful 

o Polite 

o Open 

Brand Values  Hunger 

 Engagement 

 Involvement 

 Pride 

Brand Identity   Logo 

 “Fifth element” 

 Clean shirt 

Brand Attachment    Close relationship between: 

o Players 

o Employees 

o Supporters 

 Reasons to go to stadium: 

o Atmosphere 

o Love for the team and sport 

o Doing business 
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4.4 Fans’ Perception of Brynäs IF 
The interviews were followed by a questionnaire, as described in the methodology chapter. 

The questionnaire is shown in appendix 2 and the questioned variable is shown in appendix 3. 

In all results with five variables are on a Likert scale where a result of “1” means “completely 

disagree”, “3” is “neutral” and “5” is “completely agree”. 

4.4.1 Age 

From the 363 respondents, the most were between the age of 41 and 55. As visible in Figure 

4.2 and Table 4.2, there was only a small proportion of young age, being under the age of 25.  

 

Figure 4.2. Pie chart of the age of the respondents 

4.4.2 Attendance behaviour of the respondents 

As shown in Figure 4.3 and Table 4.3, most respondents do not visit half of the home games. 

Over 40% is only attending games on a sporadic basis.  

 

Figure 4.3. Pie chart of attendance behaviour 

1-15 
0,3% 

16-25 
4,7% 

26-40 
22,0% 

41-55 
39,7% 

55-65 
21,2% 

66+ 
12,1% 

How old are you? 

1-15

16-25

26-40

41-55

55-65

66+

None 
1,7% 

1-5 
40,5% 

6-10 
22,3% 

11-15 
8,8% 

16-26 
26,7% 

How many home games do you attend 

per season? 

None

1-5

6-10

11-15

16-26

Response Value Percentage 

1-15 1 0,28% 

16-25 17 4,68% 

26-40 80 22,04% 

41-55 144 39,67% 

55-65 77 21,21% 

66+ 44 12,12% 

Total 363  

Table 4.2. Age of the respondents 

Table 4.3. Attendance behaviour 

Response Value Percentage 

None 6 1,65% 

1-5 147 40,50% 

6-10 81 22,31% 

11-15 32 8,82% 

16-26 97 26,72% 

Total 363  
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4.4.3 Information channels 

Figure 4.4 and Table 4.4 show the channels the respondents use to obtain their information 

about the club. Multiple choices were possible. It is clear that most information is found on 

the club website and in the newspapers. Additionally, respondents often commented that they 

use the online newspaper as well. 

 

Figure 4.4. Information channels 

 

 

 

 

 

 

 

4.4.4 Attitude towards history of the brand 

Figure 4.5 and Table 4.5 show to what degree the respondents agree or disagree with the 

statement: The history of the club is very important to me. It is clear from the pie chart that a 

large majority of the respondents agree with the statement that the history of Brynäs IF is very 

important for them. Only 5,2% are negative towards this statement, since they partly or 

completely disagree.  
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Table 4.4. Information channels 

Response Value Percentage 

www.brynas.se 305 26,20% 

Facebook 137 11,77% 

Instagram 57 4,90% 

Twitter 35 3,01% 

Newspapers 239 20,53% 

TV/Radio 144 12,37% 

Brynäs App 123 10,57% 

From friends 124 10,65% 

Total 1164  
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Figure 4.5. Pie chart of attitude towards history. Source: Own construction 

4.4.5 Social aspect of the ice hockey game 

Figure 4.6 and Table 4.6 show to what degree the respondents agree or disagree with the 

statement: Being with friends is a big reason for me to go to ice hockey games. It is visible 

here that there is a slightly positive attitude towards this statement, since the majority of the 

respondents agrees with this statement. However, the differences here are small and there is a 

large group who are neutral towards this statement. 

  

Figure 4.6. Pie chart of social aspect. Source: Own construction 

"1" 
0,8% 

"2" 
4,4% 

"3" 
12,4% 

"4" 
32,0% 

"5" 
50,4% 

The history of the club is very 

important to me 

"1" 
7,7% 

"2" 
18,2% 

"3" 
33,1% 

"4" 
27,3% 

"5" 
13,8% 

Being with friends is a big reason for 

me to go to ice hockey games 

Response Value Percentage 

"1"  3 0,83% 

"2" 16 4,41% 

"3" 45 12,40% 

"4" 116 31,96% 

"5" 183 50,41% 

Total 363  

Table 4.5. Attitude towards history. Source: 

Own construction 

Table 4.6. Social aspect. Source: own 

construction 

Response Value Percentage 

"1" 28 7,71% 

"2" 66 18,18% 

"3" 120 33,06% 

"4" 99 27,27% 

"5" 50 13,77% 

Total 363  
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4.4.6 Community involvement 

Figure 4.7 and Table 4.7 show to what degree the respondents agree or disagree with the 

statement: Brynäs IFs community involvement is a reason for me to stay a supporter. As 

visible here, this plays only a minor role in the image of the brand, since only few respondents 

agree with this statement, while almost a third completely disagrees.  

 

Figure 4.7. Pie chart of community Involvement. Source: Own construction 

4.4.7 Cooperation with UNICEF 

Figure 4.8 and Table 4.8 show to what degree the respondents agree or disagree with the 

statement: Brynäs IFs cooperation with UNICEF changed the way I think of the club. While 

there is a larger percentage that does agree with this statement than with the previous 

statement, that is highly related since UNICEF is quite similar to community involvement, 

there is still no positive attitude towards this statement. 

 

Figure 4.8. Pie chart of UNICEF cooperation. Source: Own construction 
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 Brynäs IFs cooperation with UNICEF 

changed the way I think of the club 

Response Value Percentage 

"1" 116 31,96% 

"2" 102 28,10% 

"3" 92 25,34% 

"4" 33 9,09% 

"5" 20 5,51% 

Total 363  

Table 4.7. Community Involvement. Source: 

Own construction 

Table 4.8. UNICEF cooperation. Source: Own 

construction 

Response Value Percentage 

"1" 86 23,69% 

"2" 81 22,31% 

"3" 116 31,96% 

"4" 46 12,67% 

"5" 34 9,37% 

Total 363  
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4.4.8 Brynäs IF like a family 

Figure 4.9 and Table 4.9 show to what degree the respondents agree or disagree with the 

statement: I think of Brynäs IF as a family. According to the respondents, the fans are not 

overly connected in a familiar way with the club. This might sound obvious, since it is no 

biological family, but having a feeling of a family among consumers is the highest 

engagement with the brand that is possible.  

 

Figure 4.9. Pie chart of club as a family. Source: Own construction 

4.4.9 Connection to the brand 

Figure 4.10 and Table 4.10 show to what degree the respondents agree or disagree with the 

statement: I feel like I am part of Brynäs IF. This question is similar to the previous question, 

but does this to a lesser extent. Over a third of the respondents feel as if they are really a part 

of the club, meaning that Brynäs IF is a club that enables fans and supporters to connect to the 

brand. Examples of this are that the more avid supporters feel like they contribute to the 

results by creating atmosphere. However, the distribution to this statement is more or less 

equal, since around a third disagrees to different extents, around a third is neutral and around 

a third is agreeing to different extents. 
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I think of Brynäs IF as a family 

Table 4.9. Club as a family. Source: Own 

construction 

Response Value Percentage 

"1" 59 16,25% 

"2" 65 17,91% 

"3" 140 38,57% 

"4" 66 18,18% 

"5" 33 9,09% 

Total 363  
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Figure 4.10. Pie chart of connection to the club. Source: Own construction 

4.4.10 Connection to the team 

Figure 4.11 and Table 4.11 show to what degree the respondents agree or disagree with the 

statement: I feel close to the team. A large share of 27% of the respondents disagrees with this 

statement and 15,43% completely disagree with this statement.  This means that the efforts of 

the club to be open to the fans with offering interviews and all other kinds of fan involvement 

to the team have not shown their effectivity at this point in time. The players are still 

intangible, while the club tries to make them more tangible for the fans. 

 

Figure 4.11. Pie chart of connection to the team. Source: Own construction 
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"2" 
17,4% 

"3" 
33,9% 

"4" 
24,8% 

"5" 
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I feel like I am part of Brynäs IF  

Response Value Percentage 

"1" 45 12,40% 

"2" 63 17,36% 

"3" 123 33,88% 

"4" 90 24,79% 

"5" 42 11,57% 

Total 363  

Table 4.10. Connection to the club. Source: 

Own construction 

Response Value Percentage 

"1" 56 15,43% 

"2" 98 27,00% 

"3" 119 32,78% 

"4" 64 17,63% 

"5" 26 7,16% 

Total 363  

Table 4.11. Connection to the team. Source: 

Own construction 
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4.4.11 Proximity of the club 

Figure 4.12 and Table 4.12 show to what degree the respondents agree or disagree with the 

statement: I support Brynäs IF because they are from Gävle. Almost half of the respondents 

completely agree with this statement, and another 27,5% somewhat agree. This could mean 

that only a small proportion of the respondents support Brynäs IF because of the way they 

play ice hockey and position themselves. However, it could also be the primary reason to 

begin supporting the club, but that those who agree stayed because of the way of playing and 

the way the brand is positioned. 

 

Figure 4.12. Pie chart of proximity of the club. Source: Own construction  

4.4.12 Toughness of the brand 

Figure 4.13 and Table 4.13 show to what degree the respondents think Brynäs IF should have 

a friendly image or a tough image. This statement has only four options instead of the regular 

five options, since this would force respondents to show a preference between the two 

options. It is clearly visible that the majority of the respondents are not in favour of a strong 

tough or a strong friendly image, but the image should nevertheless be more tough than 

friendly according to this questionnaire.  
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Table 4.12. Proximity of the club. Source: 

Own construction 

Response Value Percentage 

"1" 34 9,37% 

"2" 17 4,68% 

"3" 46 12,67% 

"4" 100 27,55% 

"5" 166 45,73% 

Total 363  
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Figure 4.13. Pie chart of toughness or friendliness of the brand. Source: Own construction 

4.4.13 Uniqueness of the club 

Figure 4.14 and Table 4.14 show to what degree the respondents agree or disagree with the 

statement: I support Brynäs IF because it is a unique club. Almost half of the respondents 

agree with this statement, which means that it could be attractive for Brynäs IF to focus the 

marketing activities on how unique of a club they are. This can be done by showing the PODs 

and how these PODs are beneficial for the supporters. 

 

Figure 4.14. Pie chart of uniqueness of Brynäs IF. Source: Own construction 

4.4.14 Proudness of the history 

Figure 4.15 and Table 4.15 show to what degree the respondents agree or disagree with the 

statement: I support Brynäs IF because the club is proud of their history. This question differs 

from the question The history of the club is very important to me, since this one covers the use 

of the history, instead of just the presence of the history. Apparently, the respondents think 
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Response Value Percentage 

"1"  

Friendly 

68 18,73% 

"2" 80 22,04% 

"3" 144 39,67% 

"4"  

Tough 

71 19,56% 

Table 4.13. Toughness or friendliness of the 

brand. Source: Own construction 

Table 4.14. Uniqueness of Brynäs IF. Source: 

Own construction 

Response Value Percentage 

"1" 36 9,92% 

"2" 46 12,67% 

"3" 101 27,82% 

"4" 98 27,00% 

"5" 82 22,59% 

Total 363  
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Brynäs IF is really working on showing the history in their marketing, and see this as a large 

part of their support for the club. It is a clear indicator that Brynäs IF should keep using the 

historical success in their branding activities. 

  

Figure 4.15. Pie chart of proudness of history. Source: Own construction 

4.4.15 Brynäs IF being one of the biggest clubs 

Figure 4.16 and Table 4.16 show to what degree the respondents agree or disagree with the 

statement: I go to Brynäs IF home matches because it is one of the biggest clubs in Sweden. 

Again, a majority of the respondents agree with the statement. This majority could partly be 

accredited to the idea that bigger clubs can be successful easier, since they would have more 

money to spend and are more attractive for bigger players to join. Moreover, it is also a clear 

indicator that marketers could use this in their marketing activities.  

 

 

 

 

 

 

 

Figure 4.16. Pie chart of Brynäs IF being one of the biggest clubs. Source: Own construction 
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Table 4.15. Proudness of history. Source: Own 

construction 

Response Value Percentage 

"1" 26 7,16% 

"2" 37 10,19% 

"3" 74 20,39% 

"4" 124 34,16% 

"5" 102 28,10% 

Total 363  

Table 4.16. Brynäs IF being one of the biggest 

clubs. Source: Own construction 

Response Value Percentage 

"1" 41 11,29% 

"2" 40 11,02% 

"3" 95 26,17% 

"4" 103 28,37% 

"5" 84 23,14% 

Total 363  
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4.4.16 Brynäs IF Being Different than Other SHL Teams 

Figure 4.17 and Table 4.17 show to what degree the respondents agree or disagree with the 

statement: Brynäs IF is unlike any other club in the SHL. This question differs from the 

question I support Brynäs IF because it is a unique club, because unique is compared to any 

other club, while this question focuses on the SHL. Surprisingly, the respondents find that 

Brynäs IF is more unique than it is unlike any other SHL team. Comments on this 

questionnaire showed that this is largely due to the fact teams are not unlike each other, since 

they all play the same sport.  

 

Figure 4.17. Pie chart of Brynäs IF being different than other SHL-teams. Source: Own construction 

4.4.17 Marketing of the club 

Figure 4.18 and Table 4.18 show to what degree the respondents agree or disagree with the 

statement: Brynäs IFs marketing appeals to me. The respondents are quite neutral to this 

question, which causes it to be quite hard to be of use for an analysis. However, the marketing 

is something that Brynäs IF wants to do better than averagely, as shown in the qualitative 

findings, so there is room for improvement on this issue.  
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Response Value Percentage 

"1" 31 8,54% 

"2" 81 22,31% 

"3" 99 27,27% 

"4" 83 22,87% 

"5" 69 19,01% 

Total 363  

Table 4.17. Brynäs IF being different than other 

SHL-teams. Source: Own construction 
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Figure 4.18. Pie chart of appreciation of the marketing. Source: Own construction 

4.4.18 Four Values of the Brand 

The four values that were identified in the interviews were Hunger, Engagement, Pride and 

Community. All actions performed by every single employee within the organisation have to 

be in line with these values of the brand. It is therefore highly interesting how these personal 

traits are seen by the consumer. The extent to which the respondents agree with the values are 

shown in Figures- and Tables 4.19, 4.20, 4.21, and 4.22. What is visible from all these values 

is that except Hunger, the respondents clearly agree with Brynäs IF standing for this particular 

value. However, Hunger is something that in sports can be related to the desire to which one 

wants to succeed. Since the questionnaire was held shortly after the rather disappointing 

season, supporters might be influenced by the lack of success, which they blame on the lack 

of hunger. Engagement, Pride and Community are all agreed upon by a majority of the 

respondents, meaning that Brynäs IF does well in showing those values in their activities.  
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Response Value Percentage 

"1" 41 11,29% 

"2" 80 22,04% 

"3" 163 44,90% 

"4" 57 15,70% 

"5" 22 6,06% 

Total 363  

Table 4.18. Appreciation of the marketing. 

Source: Own construction 
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Figure 4.19. Pie chart of perception of "Hunger". Source: Own construction 

  

Figure 4.20. Pie chart of perception of "Engagement". Source: Own construction 

 

Figure 4.21. Pie chart of perception of "Pride". Source: Own construction 
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Table 4.19. Perception of "Hunger". Source: 

Own construction 

Response Value Percentage 

"1" 29 7,99% 

"2" 77 21,21% 

"3" 151 41,60% 

"4" 77 21,21% 

"5" 29 7,99% 

Total 363  

Table 4.20. Perception of "Engagement". Source: 

Own construction 

Response Value Percentage 

"1" 7 1,93% 

"2" 34 9,37% 

"3" 125 34,44% 

"4" 138 38,02% 

"5" 59 16,25% 

Total 363  

Table 4.21. Perception of "Pride". Source: 

Own construction 

Response Value Percentage 

"1" 6 1,65% 

"2" 21 5,79% 

"3" 58 15,98% 

"4" 156 42,98% 

"5" 122 33,61% 

Total 363  
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Figure 4.22. Pie chart of perception of "Community". Source: Own construction 

4.4.19 Personifications According to Interviewees 

During the interviews, the interviewees were asked if they could describe the brand 

personality of Brynäs IF. The words that came up were Polite, Hard Working, Skilful, and 

Open. These values were tested in the questionnaire, by asking respondents to what degree 

they agree that Brynäs IF stands for the value in question. In Figures- and Tables 4.23, 4.24, 

4.25, and 4.26, the results from these questions are visible.  Hard working and Skilful get the 

most agreement, which can largely be accredited to the fact that those traits are easily linked 

to playing ice hockey. The respondents also agreed with Brynäs IF being polite. Polite in this 

case stands more for hospitality than being actually polite in communication. While it scores 

the lowest of the four, openness is still quite well perceived by the respondents, since over 

40% agrees that Brynäs IF stands for this trait. 

 

Figure 4.23. Pie chart of perception of "Politeness/Hospitality". Source: Own construction 

"1" 
4,4% "2" 

7,7% 

"3" 
33,3% 

"4" 
37,2% 

"5" 
17,4% 

Community 

"1" 
3,6% 

"2" 
9,4% 

"3" 
38,3% 

"4" 
34,4% 

"5" 
14,3% 

Politeness / Hospitality 

Table 4.22. Perception of "Community". Source: Own 

construction 

Response Value Percentage 

"1" 16 4,41% 

"2" 28 7,71% 

"3" 121 33,33% 

"4" 135 37,19% 

"5" 63 17,36% 

Total 363  

Table 4.23. Perception of "Politeness/Hospitality". 

Source: Own construction 

Response Value Percentage 

"1" 13 3,58% 

"2" 34 9,37% 

"3" 139 38,29% 

"4" 125 34,44% 

"5" 52 14,33% 

Total 363  
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Figure 4.24. Pie chart of perception of "Hard Working". Source: Own construction 

 

Figure 4.25. Pie chart of perception of "Skilful". Source: Own construction 

 

Figure 4.26. Pie chart of perception of "Openness". Source: Own construction 
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Table 4.24. Perception of "Hard Working". 

Source: Own construction 

Response Value Percentage 

"1" 11 3,03% 

"2" 36 9,92% 

"3" 103 28,37% 

"4" 162 44,63% 

"5" 51 14,05% 

Total 363  

Table 4.25. Perception of "Skilful". Source: Own 

construction 

Response Value Percentage 

"1" 9 2,48% 

"2" 35 9,64% 

"3" 121 33,33% 

"4" 159 43,80% 

"5" 39 10,74% 

Total 363  

Table 4.26. Perception of "Openness". Source: 

Own construction 

Response Value Percentage 

"1" 19 5,23% 

"2" 46 12,67% 

"3" 151 41,60% 

"4" 108 29,75% 

"5" 39 10,74% 

Total 363  
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4.4.20 The 40 Traits of the Brand 

For the last question, the 40 traits from Caprara et al. (2001) were used. Since calm and 

tranquil have the exact same meaning in Swedish, tranquil was removed from the list, leaving 

39 traits on the list. From these 39 traits, the respondents chose the five traits they thought 

most fitting with the brand. The results of which percentage of the respondents chose each 

characteristic are visible in Figure 4.27 and Table 4.27. In Table 4.27, the colours of each 

characteristic is linked to the category to which it belongs, shown in Table 4.28. There are six 

characteristics that have been chosen by more than 25% of the respondents: Genuine, Active, 

Strong, Stable, Competitive, and Creative. Since the percentage of respondents that chose 

each characteristic has been investigated, while they had five options, the total percentage in 

the table and figure mount up to 500% (5 times 100%). According to Caprara et al. (2001), all 

these 40 characteristics can be put into five categories: Emotional Stability, Openness, 

Extroversion, Agreeableness, and Conscientiousness. The totals per category indicate that the 

respondents see Brynäs IF as scoring high on Extroversion and Agreeableness, since 

respectively 27,64% and 24,34% of the chosen characteristics were from these categories. 

 

Figure 4.27. Five characteristics that suit Brynäs IF best 
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Table 4.27. Characteristics that fit Brynäs IF best 

Label Value Percentage 

Genuine 130 35,81% 

Active 113 31,13% 

Strong 102 28,10% 

Stable 101 27,82% 

Competitive 96 26,45% 

Creative 91 25,07% 

Modern 83 22,87% 

Cordial 82 22,59% 

Loyal 79 21,76% 

Faithful 76 20,94% 

Regular 76 20,94% 

Energetic 66 18,18% 

Patient 60 16,53% 

Productive 51 14,05% 

Recent 49 13,50% 

Original 44 12,12% 

Resolute 43 11,85% 

Reliable 39 10,74% 

Happy 37 10,19% 

Calm 36 9,92% 

Innovating 33 9,09% 

Conscientious 33 9,09% 

Constant 28 7,71% 

Efficient 25 6,89% 

Scrupulous 24 6,61% 

Relaxed 23 6,34% 

Up-to-date 23 6,34% 

Generous 23 6,34% 

Altruist 22 6,06% 

Light-Hearted 19 5,23% 

Authentic 19 5,23% 

Level-Headed 18 4,96% 

Fanciful 15 4,13% 

Serene 14 3,86% 

Informed 14 3,86% 

Affectionate 12 3,31% 

Precise 8 2,20% 

Dominant 7 1,93% 

Lively 6 0,33% 

4.5  Overview of Fans’ Perception of Brynäs IF 
According to the respondents, the history and the proximity are very important in their 

reasons to support Brynäs IF. Furthermore, the involvement in the community is seen as less 

important. The club is seen as being unique and as a big club in Sweden, attracting a lot of the 

respondents to the games. The values that Brynäs IF stands for are highly agreed upon by 

 

Table 4.28. Total values per categorical characteristics 

Response Value Percentage 

Extroversion 503 27,64% 

Agreeableness 443 24,34% 

Openness 352 19,34% 

Conscientiousness 269 14,78% 

Emotional Stability 253 13,90% 
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respondents, where only Hunger scores lower. Brynäs IF is mostly personified by traits in the 

categories of Extroversion and Agreeableness. The complete overview is visible in Table 4.29 

Table 4.29. Overview of fans' perception of the brand 

Brynäs IFs marketing strategies 

Brand Knowledge   History is very important 

 Brynäs IF involved in community is 

less important 

 Brynäs IF is preferably seen as tough 

rather than friendly 

Brand Reputation   Brynäs IF is seen as a unique club, 

unlike the rest of the SHL 

 Brynäs IF is a club proud of its 

history 

 Brynäs IF being a big club is reason 

to visit games 

 There is neutral satisfaction with 

marketing activities from Brynäs IF 

Brand Personality  Brynäs IF is mostly related with 

Hard working and Skilful, and less 

with Polite and Openness 

 Six chosen characteristics of Brynäs 

IF: 

o Genuine 

o Active 

o Strong 

o Stable 

o Competitive  

o Creative 

 Most characteristics fall in categories 

of Extroversion and Agreeableness 

Brand Values  Brynäs IF is highly related with 

Engagement, Pride and Community, 

but hardly with Hunger 

Brand Identity  Not tested in questionnaire 

Brand Attachment  Brynäs IF was hardly seen as a 

family, no close connection to team 

 Location of club is major reason to 

become fan 

 Social aspect of hockey games is 

averagely important  
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4.6 Comparison of All Results 
In Table 4.30, there is a complete overview of all the results combined constructed. The 

results concerning each brand asset from both the interviews and the questionnaire are shown 

and combined.  

Table 4.30. Complete overview of all results 

Comparison of Brynäs IF and respondents 

Brand Knowledge Both the club and the respondents think the history is very important. 

Respondents do not think the community is as important as the club 

does. 

Brand Reputation The respondents see Brynäs IF as being proud of the history, which 

the club expected. Furthermore, people support the club because of it 

being one of the bigger clubs. 

Brand Personality The personifications mentioned by the employees of hard working 

and skilful are recognised more than polite and openness. Most 

personifications of the brand by respondents are related to 

Agreeableness and Extroversion.  

Brand Values Of the four company values, only Hunger is not clearly seen. 

Engagement, Community, and Pride are seen by a majority of the 

respondents. 

Brand Identity Since this was not tested with fans who already know the brand well, 

no comparison can be made 

Brand Attachment The fans do not recognise the close relationships mentioned by 

Brynäs IFs employees. Additionally, fans come more to home games 

because it is close than because they can be with friends, which was 

not expected by the employees. 
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5 Analysis 

In this chapter, the empirical study is analysed. All the interesting findings from the empirical 

study is compared to the existing theories and the theoretical framework. The differences, 

similarities and patterns between our data and the theoretical framework is highlighted.  

5.1 Connections to the Theory 

5.1.1 Brand Knowledge  

Brand knowledge is the sum of the brand image and brand awareness. To increase the 

accuracy of the analyses, they have been separated in this section. 

5.1.1.1 Brand Awareness 

In order to raise awareness for the brand, Brynäs IF uses several channels, both electronic as 

paper sources. It turned out that the supporters mostly get their information from the Brynäs 

IF website and the regular newspapers. Remarkably, social media is hardly used by the 

supporters. The website is used more than twice as much as the Brynäs IF Facebook page, 

which turned out to be the most used social media platform. A possible explanation for the 

lack of use of social media is the average age of the respondents. Almost 75% of all the 

respondents were 41 or older. However, this might be a realistic representation of the 

demographics of the Brynäs IF supporters. During the interviews at Brynäs IF, it was stated 

that the average supporter going to the stadium is between 50 and 60 years old.  

What can be concluded is that the average age of the Brynäs IF supporter is high. This might 

be a consequence of the successful past, which has not been experienced by the younger ice 

hockey fans. As Brynäs IF is located in the relatively small city Gävle, it is difficult to attract 

a big group of new and young fans. It is easier for a club like Djurgården Ice Hockey, located 

in Stockholm, to obtain new fans, as their coverage is considerably bigger.  

In order to attract new and younger fans, the use of social media might be a crucial strategy to 

create awareness among them. Efficient and effective marketing communication is essential. 

It will increase the brand awareness, which is a major goal, as in order to become a supporter, 

an individual should have basic knowledge of the brand (Hoyer and Brown, 1990). The club 

should focus on the attraction of younger fans in order to attract a new generation of fans. 

This is especially relevant in sports, as people usually connect to a sports club on a young age 

and stay connected to the club for a long time (Tapp and Clowes, 2002). Social media could 

play an important role in this. Brynäs IF should focus on the creation of awareness among 
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young people, as people will likely choose the brand they are already familiar with 

(Macdonald and Sharp, 2000).  

5.1.1.2 Brand Image 

One of the main factors that kept coming back about the brand image of Brynäs IF is their 

history. This is also a result of the marketing strategy of Brynäs IF, which focuses on the 

connection between the history and the present. The history is one of the main PODs of the 

club, as Brynäs IF is one of the oldest and most successful ice hockey clubs from Sweden. It 

turned out that the supporters agree with the importance of the history with a large majority. 

What can be deducted from this is that it is important for a professional ice hockey club with 

fans nationwide to use the history in the branding. The history has been the basis for the 

image of the club and should consequently not be forgotten, since it is the factor where 

supporters will identify themselves with. The importance is confirmed by Abosag et al. 

(2012). They state that the heritage and history play a major role in the connection between 

the supporters and club, it can act as a crucial binder. Traditions, attitude and identity of the 

sports club should be recognized in the brand of the sports club (Abosag et al., 2012). 

Another factor important in the branding of Brynäs IF is the involvement in the community of 

the club. Brynäs IF attempts to be more than just an ice hockey club in Gävle, which is a 

POD. The collaboration with UNICEF to establish “En Bra Start” is unique in the SHL. The 

result of this approach is that Brynäs IF has a friendly and humble image.  

However, the supporters of the club do not seem to attach a lot of value to the involvement of 

Brynäs IF in the community. Only a small part of the respondents agreed that the involvement 

of Brynäs IF in the community is a reason to stay supporter of the club. Additionally, the 

collaboration with UNICEF only changed the view on the club by the respondents for a small 

part of them. When these results are evaluated, there are two possible explanations for this. 

First of all, it is possible that the club does not correctly communicate their social activities to 

the supporters. Keller (2013) states that companies should not only carefully establish a POD, 

but also communicate this to the market. It is possible that Brynäs IF does not do this well 

enough. In addition, the supporters might hardly be aware of what is done for the community 

by Brynäs IF. Alternatively, the supporters might be aware of the social activities, but just do 

not attach importance to it.  
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On top of this, the interviews showed that there was some debate in Brynäs IF whether they 

should aim for a tough or friendly image. Ice hockey is a tough sport, which means that the 

club cannot only profile itself as friendly. However, to make the club approachable for 

everyone Brynäs IF should not only be profiled as tough either. Since a majority of the 

respondents prefer a tough image over a friendly image, the argument that ice hockey is a 

rough sport and the club should profile itself as tough seems to be preferred by the supporters, 

which should definitely be taken into consideration when setting-up the marketing strategy.       

What can be deducted from this is that the strategy to communicate the values of the club 

might need changing. The respondents state that the marketing only averagely appeals to them 

and do not attach value to each communicated POD. There are several potential explanations. 

It is possible that the supporters do not like the content of the marketing messages, the 

channels through which they are communicated or the style in which the message is 

communicated. O’Cass and Grace (2003) state that all actions from an organization will 

contribute to the image of a brand, it forms their opinion. The marketing communications the 

brand uses executes a major influence on this opinion. The communicated associations with 

the brand should be positive in order to have a positive brand image (Aaker, 1991). The 

associations should be unique, strong and favourable in order to make the associations 

positive (Mullin, et al., 2014). In order to accomplish this, the club should carefully choose 

their brand image and a strategy to communicate this image.  

5.1.2 Brand Reputation  

A good reputation is essential, as it will increase the value of a brand, which is the result of 

the improved reliability of the brand (Greyser, 2009). The successful history plays a major 

role in the creation of the reputation from Brynäs IF. The club already has an established 

name in Sweden and it was stated in the interviews that it is one of the most famous things 

coming from Gävle. It turned out to be a major reason for supporters to become fan of Brynäs 

IF, since only a small of the respondents stated that the club being one of the biggest clubs in 

Sweden was not a reason to attend the home matches. However, this is not a tool that can be 

used by marketers from every club, as they cannot influence the history and the awareness 

that the history has created.  

Furthermore, Brynäs IF is also a club proud of their history. Supporters attach importance to 

this, as a majority of the respondents support the club because it is proud of the successful 

history. This emphasizes the importance of using the history once again. However, Brynäs IF 
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tries to focus on the future as well. As previously stated, the average age of the Brynäs IF 

supporter is relatively old and consequently the club should not be stuck in the past. In order 

to build a sustainable brand, the focus should also be on the new generation. Abosag et al., 

(2012) state that supporters understand the necessity to focus on the future, as it ensures 

possible achievement. They understand that their club has to be adaptive and progressive in 

order to accomplish this (Abosag et al., 2012). 

In addition, the uniqueness of the brand plays a major role in the forming of the reputation 

(Kapferer, 2004). Brynäs IF thinks and attempts to be a unique club, which is recognised by 

around half of the respondents. What is remarkable is that only less than half of the 

respondents think that Brynäs IF is unlike any other club in the SHL. This can be explained 

by the fact that people do see Brynäs IF as a distinctive club from other leisure organizations, 

but are seen as less unique in comparison with other SHL clubs. This is regretful, as the PODs 

are the benefits, which the fans will associate with the club, since no other club has that 

specific benefit (Keller, 2013; McDowell, 2004).  

This means that there is room for improvement here for Brynäs IF. The question arises on 

how the club can distinct themselves from other SHL clubs. The club already has the program 

‘En Bra Start’. The club could put more emphasis on this project, so the activities can be more 

often communicated to the outside world. The club should look for other valuable PODs and 

use these PODs in order to be different from other SHL ice hockey clubs. The goal for the 

club will be to build positive associations towards these unique PODs (Downer, 2016). The 

chosen brand positioning should be managed proactively in order to gain and keep the 

competitive advantage (Punj and Moon, 2002). 

5.1.3 Brand Personality 

During the qualitative study, the interviewees named several characteristics that they think 

would describe the brand personality of Brynäs IF. The interviewees came up with hard-

working, skilful, polite and openness. In the questionnaire, the respondents mostly agreed with 

hard-working and skilful, probably since those two are easily relatable to actually playing 

hockey, opposed to the more general traits of polite and openness. Still, polite and openness 

are recognized by the respondents, albeit not in the same kinds of majority. This means that 

the judgements of the interviewees about the personifications are quite adequate, since none 

of the four is disagreed upon by the respondents, and two out of the four are highly agreed 

upon.  
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The characteristics the respondents chose from the list of Caprara et al. (2001) were largely 

from the categories of Extroversion and Agreeableness. This means that the personality of the 

club is that it has a preference for being active and having social interactions, but also cares 

about others and is compassion oriented. These personifications by the respondents are 

perfectly in line with what the interviewees described throughout their interviews. Brynäs IF 

wants to have an image that suits a sports club, so it has to be active and give space for social 

interactions between the fans while the club is at the same time trying to improve the quality 

of live for those in the region by being involved in the community. The latter is done by all 

social projects such as “En Bra Start”, where Brynäs IF tries to, as Catarina Carlsson said, 

educate good people, beside educating good hockey players. Extroversion and Agreeableness 

are also closely linked to the problem that Brynäs IF faces internally, since they are not sure if 

they should be more friendly or more tough. The results from the personality are similar to the 

results about the friendly or tough image, saying that the brand has to be a bit more tough. 

This comparison is possible, since Extroversion can be compared to tough and Agreeableness 

to friendly. 

According to Barrena and Sánchez (2009), companies have to use emotional benefits if they 

want to differentiate themselves from the competition when the market is highly saturated. In 

Sweden, where ice hockey has been a big sport for a long time, there are a lot of different 

hockey clubs, who offer basically the same product: entertainment in the form of ice hockey . 

This means that the market is saturated, and their thoughts apply to this case. Brynäs IF 

applies this, by not only differentiating themselves by having the benefits of being an ice 

hockey club with an active image as shown in their extroversion, but try to reach the 

consumers on an emotional level by doing community work and social projects. This is also 

to be linked to the agreeableness. Having all these social projects running in the community 

has an impact on the consumers, which can consequently differentiate the club from the 

competition. Using emotional benefits is also in line with what Kotler (2010) claims, since 

doing so, one can make the consumer see how and why a specific POD of the company is 

beneficial, and instead of just stating, as a company, what the benefit is. 

However, the approach of Brynäs IF towards brand personality differs in another way from 

the theory. Sirianni et al. (2013) claim that the brand personality is the basis for the brand 

positioning. This is not the case at Brynäs IF. The interviewees did not give a conclusive, 

unanimous answer when asked about the brand personality of the club, which could indicate a 

lack of strategy on this part. There is a notion that all actions of the brand have to be in line 
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with the four brand values, so there is one consistent brand personality, but this did also not 

come back in every interview. Since these values are however recognized by the respondents, 

seeing the high degree of agreeing in the survey, Brynäs IF could make those values their 

brand personality. Especially Community and Engagement could be PODs, since no other 

club has these social projects as Brynäs IF does. 

5.1.4 Brand Values 

According to Beverland et al. (2006), customer will commit to a brand that stands strongly for 

certain values. It was stated that the four values Hunger, Engagement, Pride, and Community 

have to be visible in all actions of the club. According to the respondents, Hunger is not really 

seen in the brand of Brynäs IF. This could be due to the fact that Brynäs IF has had a 

disappointing season, and the questionnaire was held just after the end of the season. Hunger 

is associated with the “hunger for success”. If there are not a lot of successes to celebrate, 

consumers will not associate Hunger with a club. The other three values are seen well by the 

respondents, where Pride scores the highest by far. The fact that the respondents largely 

perceive the brand to be all of these values says that the efforts marketers do are well enough 

in line with the four values.  

While the respondents see that the club stands for those values as shown in the questionnaire 

where they largely agree with three out of four values, they do not support the club more avid 

because of that. More than half of the respondents do not see the community involvement of 

Brynäs IF as a reason to stay a supporter of the club.  Additionally, for the fans within Gävle, 

the cooperation with UNICEF did not change the way people think about the club, since the 

majority of the respondents does not agree with this statement. This means that the theory on 

brand value does not completely connect to this case, since the values are clearly seen by the 

respondents, but they do not attach a lot of value to two of these values (Beverland et al., 

2006).  

What is notable in the values Brynäs IF follows is that two of the four are not directly related 

to playing hockey. While Pride and especially Hunger can easily be translated to playing ice 

hockey, this does not go for Engagement and Community. These values are part of the 

activities of Brynäs IF off the ice. Since this is something Brynäs IF actively and profoundly 

stands for, it is a good sign for the club that the respondents see these traits as a 

personification of the club. Just like with the personification of the brand, this is highly related 

to the role Brynäs IF plays in the community with their social projects. Pride is not only 
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hockey related, but also related to the proudness on the history of the club. The respondents 

agree with this statement in a large majority. This is also backed up by the responses to the 

statement I support Brynäs IF because the club is proud of their history, where a large part of 

the respondents agree. 

The difference in impact could be explained by the sample that has been chosen. Since people 

in Gävle are likely to be proud of the fact that one of the most successful ice hockey club ever 

is from their town, they would like the club to be proud of this as well. Additionally, having 

the values of Engagement and Community could have added value in the long run, when the 

children they connect with at schools have grown up and are able to make a real judgement of 

the club. These two values could also increase the image of the club on a national basis 

instead of a regional basis, since it will make the club more approachable and likeable for the 

more neutral consumer. 

5.1.5 Brand Identity 

Brand identity is what you want people to see and what people want to see (Keller et al., 

2002). The name, logo and symbols give the club the possibility to distinct themselves from 

similar sport clubs or leisure and entertainment products (Mullin et al., 2014). The identity of 

the Brynäs IF brand was only investigated in the interviews with Brynäs IF and evidence of 

this brand asset having an impact on the perception of the brand was found here. The logo, the 

‘clean’ shirt which is unique in the SHL and the red and yellow stripes, the ‘Fifth Element’, 

turned out to be the most recognizable attributes from the club. As the questionnaires were 

distributed among already existing supporters, the supporters would most likely already be 

familiar with these attributes and it would consequently not add value to ask a question about 

it to the supporters. 

5.1.6 Brand Attachment 

The interviewees stated that they all think there is a close relationship between the players, the 

employees and the supporters. It is a goal of the club to be open towards the fans and do so by 

all the social activities. Players visiting schools should foster relations with students, who 

consequently feel closely connected to the players. Additionally, the club posts videos such as 

interviews of the players in order to give fans the possibility to connect to the players in 

question.  

Having fans that are strongly attached to your brand will increase and stabilise the attendance 

levels in the stadium (Underwood et al., 2001). Additionally, those strongly attached fans will 
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increase revenues because of the fact that they are more likely to buy merchandise from the 

club (Kao et al., 2006). Brynäs IF aims to accomplish this. Not only does the club want to 

connect fans with the team, but they also want to connect the fans closer to the club itself. 

This deeper involvement with the club should increase the brand attachment, making not only 

sure that the fans come to the stadium when the results are bad, but also to make sure that they 

will support the club more avid, leading to a better atmosphere in the stadium. A better 

atmosphere would lead to more consumers coming to home games, which on its turn could 

lead to a better atmosphere and these will keep influencing each other like this.  

However, fans do not feel closely connected to the team, nor to the club. The respondents are 

neutral towards their feeling of being a part of the club, less than neutral to feeling close to the 

team and less than neutral towards the club as a family. This means that there is a lot of 

ground to gain for the club in order to make the brand attachment grow. Furthermore, the 

perception the interviewees have about brand attachment is not accurate according to the 

respondents. All said that they think there is a close connection with the fans, but since this is 

not visible in the questionnaire, there is not an accurate image from the employees towards 

the supporters. However, this is currently being improved, since a closer relationship is being 

formed by meeting with supporters groups to see what they want next year, and how to realize 

this. This is new, since there were no talks between the supporters and the club before and 

could still enhance the connection of the supporters and the club. That there is no strong 

attachment to the brand can also be due to the lack of a clear brand personality. Malär et al. 

(2011) claim that consumers will get attached to a brand if they can identify themselves with 

the personality. The result indicate that this personality does not attract the consumers, or is 

not communicated clearly enough.  

When the interviewees were asked about the reasons fans come to the stadium, they stated 

that the main reasons would be the atmosphere, for doing business and because of love for the 

team or sport. Since the questionnaire was sent out to consumers who were already connected 

to Brynäs IF, it would not give useful results to ask about the love for the club. Additionally, 

there was not a special questionnaire for the sponsors who are likely to do business at the 

club. Since the business partners are only a relatively small group compared to the amount of 

non-business partner fans, it would not deliver representative results in the questionnaire, 

which is why this statement from the interviewees is not tested.  
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What was asked to the respondents is if they come to the stadium to be with friends and what 

role the proximity of the club plays in being a Brynäs IF fan. The respondents stated that 

being with friends is quite an important reason to go to home games of Brynäs IF, since 

almost half of the respondents agree to some extent. This is in line with what Kari Litmanen 

said about reasons to come to the stadium. He said that hockey is better visible on television, 

so the atmosphere and the social part are important reasons to come to the stadium. Secondly, 

almost three quarters of the respondents support Brynäs IF because the club is from Gävle. 

This could be biased however, since the questionnaire was focused on consumers in Gävle. 

Therefore, the marketers could use the location of the club as a focus point in their marketing. 

An important consequence of brand attachment is loyal fans. Since loyal fans are more likely 

to recommend the club to friends, Brynäs IF could not only retain their fans by attachment, 

but also increase the amount of fans (Kao et al., 2006). This might be the case, since the 

respondents indicate that being with friends is an important reason to go to the stadium. This 

could indicate that people have taken their friends with them to games, but it could also be 

because respondents want to meet people they have only met via Brynäs IF. 

5.1.7 Non-Marketing Factors 

Besides the factors that the marketers of Brynäs IF can use to build the brand, there are other 

factors that can have a big impact, but are not done by the marketers. The respondents 

indicated that they strongly feel that the history is very important. Not only do they think it is 

important, but another majority even supports the club because they are so proud of their 

history. A lot of scholars recognise the importance of the results in building a sports brand, 

which is completely in line with the findings of this research (Abosag et al., 2012; Appel, 

2015; Couvelaere and Richelieu, 2005). 

5.2 Link to Theoretical Framework 
As visible in the results and the analyses of these results, the theoretical framework 

constructed earlier was proven to be accurate, as shown in Figure 5.1. All marketing factors 

that have been researched have been proved by the results. Since the complete sample was 

already familiar with the Brynäs IF brand, it had no value to research the Brand Identity, since 

those respondents are likely to have knowledge of this, more than the average consumer. 

However, evidence for it has been found in the interviews held with the employees. 

Furthermore, the stadium atmosphere and non-sport experience was not a focus point of this 

research, but at least part of this element has been proven by the statement on being with 

friends. Here, the results were slightly more than averagely positive, meaning that there is 
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evidence to be found for this element as well. Therefore, all factors in the model have been 

proven by this research, validating the framework constructed based on the existing literature. 

 

Figure 5.1. Validated Brand Positioning Framework. Source: Own Construction 
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6 Conclusion 

In this chapter, the results to the research question shows how the aim has been fulfilled. 

Furthermore, the contributions of this study from a managerial-, theoretical- and societal 

point of view is explained. Recommendations for future research is given based on the 

limitations of this study and finally a reflection of the study is provided. 

6.1 Answer to Research Question 1 
The first of the two research questions to be answered is: “How does a professional ice 

hockey club with fans nationwide position its brand in order to attract and maintain 

supporters?”. This research shows that the positioning of a sports brand consists of two 

aspects: POPs and PODs. The POPs for a professional ice hockey club with fans nationwide 

are clear: playing hockey in a stadium where people can come and watch the game. All 

hockey clubs should have this in order to be recognised as one. The challenge for marketers is 

however to make sure their hockey club is different from any other club. This is done by 

developing clear PODs to position themselves differently than the competition. These PODs 

should be communicated clearly and should fit the needs of the consumers. However, this 

would not attract more fans if the results on the ice do not meet the expectations. It can 

however maintain fans in these lesser periods, because they feel connected to not only the 

team and the results, but also the brand around it. 

What this research shows is the need for clubs to distinct themselves from the competition. 

This is exemplified by the fact that almost half of the respondents support the club because 

they are unique. However, being unique will not guarantee the attraction of new supporters. 

The results do not show that the club attracts many new fans from having this distinctive 

brand. In order to attract more fans, the results need to meet or exceed the expectations. This 

implies that having a successful brand does not influence the attraction of new supporters. 

However, in sports, a team cannot perform consistently as the best. This is why brands of the 

clubs should be able to maintain the fans during times of disappointing results on the field. 

Since it is hard to attract new fans in those periods, clubs should try to maintain their current 

supporters. The brand of a club can help with this, if it fits the needs from the supporters.  

6.2 Answer to Research Question 2 
The second research question to be answered is: “What do consumers perceive as important 

in the brand positioning of a professional ice hockey club with fans nationwide?” There are 

three aspects in the brand positioning of a professional ice hockey club with fans nationwide 
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that are perceived as important by consumers. These are being unique, showing the history of 

the club in the branding, and a focus on a more tough instead of friendly image. 

Consumers have several ice hockey clubs between which they can choose to visit. The 

challenge for a brand is to be unlike any other team, so supporters will come to their club. 

This uniqueness turns out to be a major reason to become fan of the club and should 

consequently be the aim of all branding activities of a professional ice hockey club with fans 

nationwide. In order to build a distinctive brand, the history of the club is essential. The 

research shows that supporters consider the history of the club and the club being proud of 

this history as being very important for them. The history is the identity of the club and it is 

what sets the club apart from the rest of the ice hockey clubs.  

In addition, this research shows that consumers think it is important that professional ice 

hockey club with fans nationwide profiles itself as having a tough personality, while trying to 

combine this with being friendly to a lesser extent at the same time. As ice hockey is known 

as a relatively rough sport, known for fights and body checks, a tough identity should be the 

focus. However, as the club should remain approachable for a wide audience, the club should 

remain friendly and humble as well. This friendly image can be achieved by having PODs 

that attract the consumers and focus on the friendly side of the club. The tough part of the 

image is partly a POP since it is part of the ice hockey image. Additionally clubs can develop 

and communicate PODs that highlight the toughness of the brand if this is necessary. 

6.3 Implications 
This work has implications on a managerial level, a theoretical level, and a societal level. In 

this section all implications will be explained. 

6.3.1 Managerial Implications 

The brand is regularly considered as the most important asset of sports clubs (Bauer, et al., 

2005). This research suggests the following two managerial implications, which are the 

importance of accurate PODs and that marketers should focus on the maintaining of 

supporters rather than on the attraction of supporters.  

The PODs a sports club chooses have to be in line with what the supporters really want. 

Therefore, marketers should do thorough researches on the needs of each target group they 

have. The PODs of a brand could be strong, but if they are not in line with what the 

consumers really need, they will not make a difference in the strength of the brand. Therefore, 

marketers should always be aware that all actions of the club will influence their brand, so all 
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actions have to be in line with strengthening the PODs that the consumers need. While the 

focus on PODs is already a regular marketing practice (Keller, 2013), this importance is also 

applicable in the branding of a professional ice hockey club with fans nationwide. 

It turns out that marketers hardly have influence on the attraction of supporters, as success on 

the field is the major determiner for this. However, marketers do have influence on the 

maintaining of supporters by running a successful brand and the focus should consequently be 

on this. This work provides a complete overview of the factors that can influence the brand 

and highlights what marketers should always be aware of when doing so. 

6.3.2 Theoretical Implications 

This research fills several theoretical gaps. First of all, the branding literature for sport clubs 

mainly focuses on globally well-known sport clubs, active in the big sport markets. In 

addition, the branding literature focuses mainly on football, there have only been a few 

researches into internationally well-known ice hockey clubs. The marketing for a professional 

ice hockey club with fans nationwide is considerably different and consequently this research 

gives a fresh insight into this. The theoretical framework that is developed can be used by 

future studies to test this in different situations and business environments. 

However, the results of this research are timely. The branding literature is a constantly 

developing area, as for example new technologies will have an influence on the channels used 

to create Brand Awareness. The use of social media might be outdated in a few years. 

Consequently, the study might need updating in the future. It is thought that the issues 

addressed in this study are relevant and credible, which justifies the importance to develop the 

research further by other researchers in the future.  

The credibility is safeguarded by doing an extensive research into the existing branding 

literature for sports clubs, which has been related to a professional ice hockey club with fans 

nationwide. The strategy used by Brynäs IF has been tested on 363 respondents. By using this 

approach, the difference between the strategy of Brynäs IF, the view on the strategy from the 

supporters and the literature has been compared in a reliable and valid manner.  

6.3.3 Societal Implications 

There are two different societal implications of this research. Firstly, it is related to the 

visitors of hockey games and secondly it is related to the indirect consequences of a stronger 

hockey brand. 



69 

 

Since anyone who is interested in watching a hockey game can do so, the implications of this 

research can affect a large group. This is because a stronger brand could lead to a larger and 

more stable amount of supporters. Having more supporters will ultimately lead to more 

revenues from ticket sales and merchandise. Generally, having more money will make it 

possible to attract better players to play the game with more success, which will lead to even 

more supporters and so on. Having a strong brand could therefore affect a large part of a 

society by being more involved in the sport. 

Secondly, with Brynäs IF it is the case that it is the biggest brand from Gävle according to the 

interviews that were held. Making this brand stronger will improve the image of the city 

likewise, which would lead to more benefits that are indirect for the whole community. 

Examples of this are benefits for hotels who house more fans, restaurants who serve more 

people and a long list of other companies that could benefit of a larger customer base. These 

indirect benefits are not only typical for Brynäs IF and Gävle, but for any club that looks to 

improve their brand. 

6.4 Reflection on the study 

In order to get the most accurate answers to our research questions, we have chosen the multi-

method approach. We think that we could not even come close to the validity of our research 

that we have now if we had not done this. In hindsight, it might have had a minor added value 

to the validity of the research if we had used a statistical analysis program such as SPSS. This 

could be useful, since it easily allows us to filter the results of just the younger respondents 

and see how this differs from the older respondents. However, this had not been done, since 

the APSIS program Brynäs IF uses delivered all the results in Microsoft Excel format. We 

would not have time to change this all into SPSS and this would not be worth the additional 

effort, since we already had them ready to use in Microsoft Excel. 

Furthermore, we have made this research a case study on Brynäs IF. We knew that this club is 

very open to students who are writing a thesis and we are fans ourselves, since it was easy to 

go to home games of the team, not more than 500 meter from our houses. To improve the 

generalisation of this study, a comparison with other clubs could have been made, for instance 

with the football club Gefle IF or another hockey club. However, we have contacted the Gefle 

IF on multiple occasions, but they did not respond. Choosing a club outside of Gävle would 

cost us a lot of time spent travelling. Since time is the limiting factor in this research, we 

chose to focus only Brynäs IF. 
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All taken into account, we are convinced this work has academic value, although we did not 

include above possible additions to the research. We think that the focus on Brynäs IF has 

made sure that we could go more in depth than we could do in a comparison, which is why 

the results are thought to be very precise. 

6.5 Suggestions for Future Research 
During the making of this exploratory research, four possibilities for future research were 

encountered. First thing that was found was that the respondents to the questionnaire were 

mostly above the age of 40. Since this is not an accurate representation of the entire 

population, future researches could focus on doing the same questionnaire on a younger 

audience. This could deliver different results, which could have different implications. 

Secondly, only residents from the city the club is based in were invited to the questionnaire. 

While this was done to limit the influence of the history of the brand on the reasons to become 

a fan, there might be more differences in results when the club is not in the same town as the 

respondents live in.  

Furthermore, this research can be done with other clubs than just Brynäs IF, which would 

make a comparison between clubs possible. This was not done in this study due to the fact 

that there was not enough time to do so and still provide a thorough and complete research. 

Finally, we would like to see the results to the same research in a few years’ time, to see the 

real impact of the community outreach, were mostly young consumers are targeted. 
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Appendix 1 – Variable Table of Interview Questions 
 

Question Variable 

What are the distinctive aspects of Brynäs IF? General PODs 

Could you describe the image of Brynäs IF? Brand Image 

How does the club try to profile itself? Brand Image 

What does the club do on advertising? Brand Awareness 

What aspects make your brand strong? Brand Image 

How do you make Brynäs IF the first thing that comes to 

mind when people want to see a sports match Gävle? 

Brand Awareness 

How do you use the history of the club in your branding? Brand Reputation 

To what extent is having a history like Brynäs IF does an 

advantage for the club? 

Brand Reputation 

If you see the club as a person, what skills and traits would 

you give to it? 

Brand Personality 

How do you communicate these traits to the consumers? Brand Personality 

What are the values that the club Brynäs IF stands for? Brand Values 

How unique or common are these values in the SHL? Brand Values 

What visual elements come to mind when you think about 

Brynäs IF? 

Brand Identity 

What kind of connection is there between the club and the 

supporters? 

Brand Attachment 

How do you make sure people come back to games? Brand Attachment 
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Appendix 2 – Full Questionnaire 
Special thanks to Kari Litmanen for the translation of the questionnaire from English to 

Swedish 
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Appendix 3 – Variable Table of Questionnaire 
 

Question or statement Variable 

How old are you? Description of respondents 

How many home games do you attend per season? Description of respondents 

How do you obtain information about Brynäs IF? (multiple 

options) 

Brand knowledge 

The history of the club is very important to me Brand knowledge 

Being with friends is a big reason for me to go to ice hockey 

games 

Brand knowledge 

Brynäs IFs community involvement is a reason for me to stay 

a supporter 

Brand knowledge 

Brynäs IFs cooperation with UNICEF changed the way I 

think of the club 

Brand knowledge 

I think of Brynäs IF as a family Brand attachment 

I feel like I am part of Brynäs IF Brand attachment 

I feel close to the team Brand attachment 

I support Brynäs IF because they are from Gävle Brand attachment 

I think Brynäs IFs should have a friendly image / tough image Brand knowledge 

I support Brynäs IF because it is a unique club Brand reputation 

I support Brynäs IF because the club is proud of their history Brand reputation 

I go to Brynäs IF home matches because it is one of the 

biggest clubs in Sweden 

Brand reputation 

Brynäs IF is unlike any other club in the SHL Brand reputation 

Brynäs IFs marketing appeals to me Brand reputation 

Four values of the brand (Hunger, Engagement, Community, 

Pride) 

Brand values 

Personifications mentioned by interviewees Brand personality 

Choose 5 characteristics that best describe Brynäs IF Brand personality  

 


