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Abstract: 

Background:  Nowadays, football is much more than just a sport. In fact, football is a global 

industry contributing to many countries’ economic and social wealth. Football 

leagues are deeply involved in globalization processes and follow international 

marketing strategies while aiming for growth in foreign markets. In that 

context, it is essential for any football league to know its brand equity and the 

interest in the league in the desired market, to be able to make strategic 

decisions which lead to internationalization and marketing management 

success.  

Purpose:  The purpose of this study is to examine the Brand Equity of the Bundesliga 

including Brand Interest. The current research extends Shuv-Ami's (2016a) 

market brand equity model within sport organizations with Machleit et al.'s 

(1990) concept of brand interest and is applied to the Bundesliga in the Swedish 

market. 

Research Question:  What is the perceived Brand Equity including Brand Interest of the Bundesliga 

in Sweden? 

Methodology:  The chosen approach for this study was a deductive approach with a theory 

and context extension of Shuv-Ami's (2016a) market brand equity model. A 

quantitative data collection through online survey was conducted and collected 

805 survey answers from Swedish football fans which were used for the 

analysis.  

Conclusion:  The findings showed that the perceived Brand Equity including the brand 

interest of the Bundesliga in Sweden was very positive. The Bundesliga was 

especially highly ranked in terms of Brand Knowledge, Brand Image, Brand 

Personality, Brand Satisfaction, and Brand Interest. Further, the proposed 

Brand Equity model including Brand Interest as a new variable has been 

successfully confirmed by this study as Brand Interest had been identified as 

a significant contributor to Brand Equity. 

Keywords:  Brand Equity, Brand Interest, Bundesliga, Sports Marketing, Football, Brand 

Equity of a Football League, Football Marketing. 
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1. Introduction 
This chapter begins with introducing the background of football in regard to business and marketing. 

Next, follows the problematization of this study, the purpose of this research, the research questions, 

the delimitations of this study, and lastly an outline of this study which describes how this research 

will proceed. 

1.1 Background  

Some people claim that football is the most beautiful thing in the world, but football is much more 

than just that. Football has gained so much popularity, that it has created an entire global industry, 

which creates a large amount of employments, contributes to local infrastructure and regional wealth 

(Bridgewater, 2010; McKinsey, 2015). Nowadays, professional football clubs are run like modern 

businesses, working profit oriented, being publicly traded (Bridgewater, 2010; Roberts et al., 2016). 

Hence, it is of high importance for a club to assure constant economic and sportive success 

(Bridgewater, 2010). For assuring constant economic success, the development and establishment of 

brand equity is essential for professional football league- and club organizations (Blumrodt et al., 

2012; Biscaia et al., 2014; Shuv-Ami, 2016a), as the brand is considered to be the most important 

asset of the football organization (Blumrodt et al., 2012). Hereby brand equity represents "[…] a set 

of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the 

value provided by a product or service to a firm and/or to that firm's customers" (Aaker, 1991, p.15). 

At present, it is very common for football clubs to represent themselves, not only as a club, but also 

as a brand (Shuv-Ami, 2016a; Bridgewater, 2010). Derived from that, football leagues share similar 

brand characteristics than football clubs. Football leagues built the basis for football clubs to compete, 

gain attractiveness, become successful, and they are highly involved in globalization processes 

(Bridgewater, 2010). Hence, the current research considers football leagues as brands.  

As mentioned, football is deeply involved in globalization processes. Tournaments such as the FIFA 

world cup, the UEFA Champions League, the English Premier League, or the German Bundesliga 

are attracting millions of visitors and watchers worldwide (Bridgewater, 2010). The FIFA world cup 

reached a total of 3.2 billion viewers when the tournament was held in 2014 (FIFA, 2015), while the 

UEFA Champions League final in 2015 reached an estimated total of 400 million viewers (UEFA, 

2015). This shows the incredible popularity of football as a sport. Marketing has become a core 

functionality of football clubs and leagues (Richelieu, 2008). Clubs are more viewed as brands of the 

sport, where football is instead seen as the actual entertainment (Bridgewater, 2010; Dobson & 

Goddard, 2001; Ratten & Ratten, 2011). Today, the success of a football club as a business is also 



     
 

2 

dependent on the clubs’ approaches to raising awareness of the club all over the world (Richelieu, 

2008). Selling club merchandise items is very common in football to spread the brand with apparel, 

and clubs may even buy specific players just to raise the awareness of the club (Desbordes, 2006).  

According to an annual review made by the accounting firm Deloitte (2016), it is expected that the 

European football market will exceed €25 billion in season 2016/2017. With the ceaseless growing 

commercialization in the sport, revenues for the football clubs and leagues are continuously 

increasing year after year, and the importance for management professionalization within the club is 

therefore highlighted (Söderman, 2013). Leagues play a major role for clubs as they built the 

organizational infrastructure for them, by creating sportive and financial rules (Bauer et al., 2005). 

The top five leagues in revenue are built of the English Premier League (1), German Bundesliga (2), 

Spanish La Liga (3), Italian Serie A (4), French League 1 (5), and stand for a combined revenue of 

€15 billion out of the total €25 billion revenue in the European football market (Deloitte, 2016). In 

2016, the Bundesliga generated a total revenue of €3.24 billion for the first time (Bundesliga, 2017b). 

This record-breaking number meant a revenue increase of 23.7% in 2016 compared to the previous 

year for the Bundesliga (Bundesliga, 2017b). Usually, the biggest percentage of the club's incomes is 

created through the marketing of the TV rights (Woratschek et al., 2008). The marketing of TV rights 

varies from league to league, in England for example, every club can market their TV rights 

independently from the league, whereas in Germany the clubs are all subordinated to the Deutsche 

Fußball Liga GmbH (DFL) (Bauer et al., 2005; Bundesliga, 2017a; Woratschek et al., 2008).  

The Bundesliga, being second in total revenue among the other leagues, has the highest average 

attendance in games in the world of football (Deloitte, 2016). In 2015, the German football league 

Bundesliga offered employments for more than 150.000 people, with an actively growing tendency 

(McKinsey, 2015). In 2014, the Bundesliga created a value of €7.9 billions, which was an increase of 

55% compared to 2008. This value describes the contribution of the Bundesliga to the German gross 

domestic product (McKinsey, 2015). Moreover, the contribution to the German state and society 

regarding net taxes and social insurances lay by €2.3 billions in 2014, which represented an increase 

of 53% compared to 2008 (McKinsey, 2015). These numbers show the immense importance the 

football industry can have for a country. The football leagues build the roof-organizations for the 

national clubs, having varying tasks depending on each country. In Germany, the Bundesliga is run 

by the DFL, who organizes and controls the marketing activities of the Bundesliga (Bundesliga, 

2017a).  
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This study will focus on elaborating Sweden as a potential market for the Bundesliga. The Swedish 

football league is rather small compared to other football leagues like the Bundesliga or Premier 

League. However, Swedish people show great interest in international leagues and consume a lot of 

international football from foreign leagues. This is propped by the fact that the Premier League signed 

a TV contract with the Swedish TV channel Viasat, which is currently owned by the Modern Times 

Group (MTG, 2016), which creates a yearly income of £50 million for the league prior to the start of 

the season 2016/2017 (Dagens Industri, 2015). This also shows the financial potential in the Swedish 

market as well as the great demand for football in the country. Other leagues like La Liga, Serie A, 

and Ligue 1 are also part of the TV programme of the Swedish sports channel Viasat. As previously 

mentioned, the Bundesliga is the second biggest league worldwide (Deloitte, 2016), but it is neglected 

by difficult access or unavailability on the Swedish market. A recent report by McKinsey (2015) 

shows that the Bundesliga lacks in monetizing their international TV rights, as the Bundesliga made 

only €70 million with selling foreign TV rights, which is relatively low compared to the Premier 

League who made more than €500 million. These numbers show that there is a lot of room for growth 

in international marketing activities of the Bundesliga.  

	

1.2 Problem Discussion  

Competition among football clubs and football leagues is steadily increasing on sportive as well as 

financial levels (Bodet & Chanavat, 2010). Teams from national leagues are competing on 

international levels like the UEFA Champions League or the Europe League. However, the strengths 

among national leagues vary massively due to several reasons. One of the primary influencers for 

staying competitive among clubs on an international level is the financial power of a club, which is 

not only created by direct club sponsorships but also dependent on the financial support of the national 

league. In general, the national markets for football clubs are limited for growth since there are only 

a limited number of fans attending the home matches at the stadium, a limited amount of revenue 

through marketing of TV rights, a limited sales of merchandise products, and a limited number of 

sponsorships on a local level available (Bridgewater, 2010). Hence, successful football organizations 

need to follow the call of internationalization and implement international marketing strategies on a 

global scale (Bridgewater, 2010; Desbordes, 2006; Dobson & Goddard, 2001; Ratten & Ratten, 2011; 

Richelieu, 2008; Roberts et al., 2016; Woratchek et al., 2008). Regarding the international popularity 

of clubs, the national leagues play a key role because they set the framework for national competition 

among clubs. Their responsibilities include establishing rules and regulations among clubs, or the 



     
 

4 

marketing of TV rights, which are one of the main contributors to the income of the national leagues 

(Bridgewater, 2010; Deloitte, 2016; McKinsey, 2017).  

Also, the advanced stage of today's globalization offers excellent conditions for successful 

internationalization of football clubs and leagues in terms of reaching a worldwide fan base. Due to 

advanced technology like live internet streams available at any time and any place worldwide, and 

convenient travel possibilities for fans, it is easier than ever to acquire fans on a global scale 

(Bridgewater, 2010; Deloitte, 2016; Roberts et al., 2016). International markets offer the potential for 

football clubs and leagues to grow as a business (Bridgewater, 2010; Roberts et al., 2016), and if a 

professional club or league is not evaluating its options of becoming internationally active, it might 

lose money every day of being not represented abroad. However, it is not easy to become an 

internationally accepted football brand. The international establishment of a football club or league 

cannot be equated to the release of any other product, as they are mostly objects with emotional 

involvement. Football clubs and leagues can be seen as brands, but the core function of football is 

still entertainment and emotional involvement (Bridgewater, 2010). Some core value drivers like top 

international stars, historical relations, local heroes, international sportive achievements, or even 

already the availability of high-quality streams can help achieving international success (Desbordes, 

2006; Woratchek et al., 2008).  

Recent academics continue to highlight the importance of brand equity and mention that any 

organization with marketing activities operates to manage brand equity (Li & Ellis, 2014; 

Christodoulides et al., 2015; De Oliveira et al., 2015; Tanveer & Lodhi, 2016). Therefore, as football 

organizations operate as modern businesses (Bridgewater, 2010; Ratten & Ratten, 2011; Richelieu, 

2008; Roberts et al., 2016), the understanding of brand equity within sports organizations is becoming 

more and more important. To understand this, relevant research from Bodet and Chavanat (2010) and 

Shuv-Ami (2016a), who investigated the field of football clubs expanding to foreign markets, looked 

into brand equity in the context of football clubs. Bodet and Chanavat's (2010) research was built on 

the brand equity model of Keller (1993) and aimed to investigate the perspectives and the potential 

benefits of a club, based on the attitudinal mind-set of the consumer in relation to the club. In a more 

recent study within the field, Shuv-Ami (2016a) combines the brand equity models from Keller (1993, 

2008), Aaker (1991, 1996) and Keller and Lehmann (2006) models to present and include the aspects 

of market and company performance stage, customer attitudinal mind-set, and customer performance. 

As Shuv-Ami (2016a) successfully tested and established a new model for measuring brand equity 
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for sports organizations, the current paper applies his brand equity framework in a new context on a 

football league level and extends the model with Machtleit et al.’s (1990) model of brand interest.  

The authors of this research noticed that none of the previously mentioned pieces of research 

considered brand interest within their brand equity model. It is accounted to be an important 

component as high brand interest among individuals within the target group can lead to potential 

purchases (Aaker et al., 2011; Armstrong et al., 2015; Kotler & Armstrong, 2015; Machleit et al., 

1990; 1993), where the actual interest can be stimulated into a purchase with the appropriate 

marketing approach (Machleit et al., 1990; 1993). The authors propose that the intangible value of a 

brand should include the interest and curiosity of the consumers towards the brand (Kotler & 

Armstrong, 2015; Machleit et al, 1990; 1993). It can be argued that the consideration of interest of 

the brand is important for evaluating the market situation of the brand in question (Armstrong et al, 

2015; Homburg, 2012), and the curiosity in a brand is important to classify the overall situation and 

the potential for a brand in a target market (Machleit et al., 1990; 1993). As the sport of football has 

a rough estimation of 4 billion followers around the world (Total Sportek, 2017), it shows the vast 

amount of people that have an interest in the sport and the potential market for it. Therefore, the 

authors believe that consumers might have an interest in a brand, even though it is not represented in 

a market, and hence the interest contributes to the brand equity. Adding interest to the model is also 

important because it measures a pre-stage of the demand (Machleit et al., 1993). The current research 

wants to measure the interest in a brand that is currently not represented in a market to evaluate the 

status prior to the demand stage. By definition, demand is a want which is backed up by buying power 

(Armstrong et al., 2015). Therefore, the researchers of this paper believe that it is beneficial to 

research the interest and curiosity in a brand before measuring for demand, and want to investigate 

brand interest to examine if there is an interest for the league in the new market.  

So far, previous research has been done in the context of measuring perceived brand equity of football 

clubs, may it be on national or international levels (Shuv-Ami, 2016a; Bodet and Chavnat, 2010). 

Measuring perceived brand equity of an entire football league addresses a research gap. Since the 

Bundesliga has restrictions for international marketing opportunities of the clubs through the DFL, 

unlike the Premier League where clubs can market themselves individually, the authors find it 

important to focus on the entire Bundesliga and not only on a club (Bauer et al., 2005; Woratchek et 

al., 2008). Another gap was found that not any of the marketing brand equity models has included 

brand interest as a variable. This research is filling both gaps by taking Shuv-Ami's (2016a) brand 
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equity framework and extending the model with Machleit et al.'s (1990) brand interest framework 

and adapting it to the Bundesliga in the Swedish market. 

 

1.3 Purpose  

The purpose of this study is to examine the Brand Equity including Brand Interest of the Bundesliga 

in the Swedish market.  

 

1.4 Research Question  

What is the perceived Brand Equity including Brand Interest of the Bundesliga in Sweden? 

 

1.5 Delimitations 

The delimitation of this study can be found in the fact that the quantitative data collection through a 

survey only considered football fans. This delimitation was set due to the purpose of the study, which 

focuses on examining the Swedish football market. Another delimitation is that this study is entirely 

based on quantitative data collection and analysis and does not consider any qualitative data 

collection.  

 

1.6 Outline of the study 

The following structure of the paper will proceed with a literature review regarding brand equity, 

consumer based brand equity, and the theoretical overview of the topic of brand equity in football. 

Followed by that is the conceptual framework, where the constructed model from the theoretical 

findings is presented, as well as the formulated hypotheses of the current study are presented in 

relation to the relevant previous research- and theoretical material of the study. The methodological 

chapter follows, where the authors discuss the choices of approach and justifications for these 

undertakings. The chapter includes the research approach and research design, data sources and 

sampling, and data collection method. Moreover, the operationalization that regards the 

methodological approach can be found in Appendix 2. It contains the developed items for the data 

collection for this research, as well as the original questions the developed items were originally 

derived from. Further, the chapter contains pre-tests, data analysis method, and quality criteria of the 

study. Finally, the chapter rounds off with a part about ethical considerations, which includes 
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information about ethical reflections that might arise in a study of similar nature. The methodology 

chapter is followed by the analysis and results, where the results of the survey are presented and 

analyzed. The chapter presents the result of the descriptive analysis, reliability tests, construct 

validity, hypothesis testing, and additional findings which include general interesting findings about 

the Bundesliga in the Swedish market. Afterwards follows the discussion of the research findings 

followed by the conclusion of this research. Finally, the last part of this study includes limitations, 

managerial implications, theoretical implications, and propositions for further research.  
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2. Literature Review 
The following chapter starts with the undertaken method for the literature review. An extensive 

literature review of previous knowledge within brand equity and brand equity in regard to football 

organizations is followed by that. Lastly, the chapter introduces the theoretical contribution to the 

research. 

2.1 Method of Literature Review 

This study is based on a thoroughly conducted systematic literature review. A systematic literature 

review had the advantage to provide a transparent process description of the conducting of the 

literature review which allows other researchers to replicate it respectively (Bryman & Bell, 2015). 

The authors made use of the search engines Google Scholar and OneSearch to find relevant scientific 

articles and books which discuss the topic of this research. The keywords which were used to find 

articles were: Brand Equity, Brand Interest, Bundesliga, Sports Marketing, Football, Brand Equity 

of a Football League, Football Marketing. The main focus was on peer-reviewed scientific journals, 

to assure a high-quality level of sources. Also, the authors mainly used recent literature which had 

been published between 2005 and 2017 mostly. This guaranteed to grasp the current developments in 

the fields of brand equity, brand interest, and sports marketing. However, some articles were found 

before this time period and were used to explain some important phenomenon in this study. The 

screening of the articles was done in several steps. First, the headlines of the search results were 

screened. Second, if a headline of an article was found appropriate, then the abstract of the article was 

read. Third, if the abstract showed that the article could be of importance for this study, then the 

authors read the whole article in detail. A detailed list of all articles and their related journals which 

were used in the literature review can be found in Appendix 1. A total of 43 scientific articles from 

relevant journals served the literature review.  

 

2.2 Brand Equity 

Brand equity is a central topic in marketing which has been researched for many years (Nikabadi et 

al., 2015; Veloutsou et al., 2013). It is highly regarded to be the most privileged asset of a company 

(Christodoulides & de Chernatony 2010; Christodoulides et al., 2015). Positive or high brand equity 

may result in high customer preferences, customer choices and customer buying behavior which 

favors competitive advantage for a firm (Aaker, 1991; Wang & Li, 2012; Su & Tong, 2015; Tanveer 

& Lodhi, 2016). One of the early researchers in the field of brand equity was Farquhar (1989), who 

viewed brand equity as the value that a brand adds to a product. Shortly after, Aaker (1991) researched 
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brand equity and conformed with the approach of brand equity being an asset that adds value to a 

product or firm. After that, Keller (1993) examined the concept of brand equity and received wide 

attention by defining the major components of brand equity. In his point of view, brand equity is 

created by the core factors brand awareness and brand image from a customer perspective. At a later 

stage, Keller and Lehmann (2006) describe that brand equity can be seen from three different 

perspectives, namely customer-based, company-based, and financial-based. To sum up, brand equity 

is considered to be the sum of the entire value of a brand (Aaker, 1991; Farquhar, 1989; Keller, 1993). 

Table 1 shows the most relevant academic definitions of brand equity in chronological order to 

present the evolvement of the topic over the years. 	

Author, Year Definition 
Farquhar, 1989 "Brand equity is the "added value" with which a brand endows a product; this added value 

can be viewed from the perspective of the firm, the trade, or the consumer" (p.24). 
Aaker, 1991 "[…] a set of brand assets and liabilities linked to a brand, its name and symbol, that add 

to or subtract from the value provided by a product or service to a firm and/or to that 
firm's customers" (p.15). 

Keller, 1993 "[…] as the differential effect of brand knowledge on consumer response to the marketing 
of the brand" (p.1). 

Bauer et al., 
2005 

"To measure the added value a brand contributes to a product or service several 
conceptual frameworks have been developed and referred to as “brand equity”" (p.498). 

Keller and 
Lehmann, 2006 

"[…] brands manifest their impact at three primary levels – customer market, product 
market, and financial market. The value accrued by these various benefits is often called 
brand equity" (p. 740). 

Khan et al., 
2009 

“the value attached to a brand because of the powerful relationship that has been 
developed between the brand and customers and other stakeholders over time” (p. 13). 

Table 1: Definitions of Brand Equity 

Also, brand equity can be used to evaluate the total value of firms, as its different metrics do not only 

offer to measure tangible but also intangible assets of a brand or firm (Farris et al., 2010; Li & Ellis, 

2014). It is strategically crucial to be aware of brand equity for managers, even though it is known 

for its difficulty. Brand equity is a topic that already gained a lot of attention from many researchers 

who created brand equity measuring tools, but there is no universally agreed concept (Farris et al., 

2010). It is agreed among scholars that brand equity is of high importance for firms as they can gain 

several benefits such as higher profits, higher revenue, less costs, competitive advantage, higher 

preferences by customers, and the overall efficiency of the brand by establishing and attempting to 

endeavor high brand equity (Aaker, 1991; Yoo & Donthu, 2001; Atilgan et al., 2005; Pappu et al., 

2005; Su & Tong, 2015; Tanveer & Lodhi, 2016). 	

In general, brand equity has been mostly researched from a customer-based, company-based, and 

financial-based perspective. In the context of sports marketing research, the customer-based approach 

is dominant (Shuv-Ami, 2016a). Since the current research takes place in the field of sport marketing, 

the authors are going to explain the customer-based approach in the following.   	
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2.3 Customer-Based Brand Equity (CBBE)  

By establishing brand equity, a firm can gain competitive advantage in the sense of increased 

customer preferences, customer choices, and higher brand recognition, and it is regarded to be an 

important aspect of building and maintaining a successful brand (Pappu et al., 2005; Christodoulides 

& de Chernatony, 2010; Christodoulides et al., 2015; Su & Tong, 2015). Researchers such as Aaker 

(1991) and Keller (1993) mention the concept as intangible (Aaker, 1991; Keller, 1993) and it is 

considered as a direct result of the branding approach (Veloutsou et al., 2013). Researchers of 

customer-based brand equity (CBBE) define the concept in various manners, and authors have 

different viewpoints when discussing the topic, as presented in table 2. The concept is considered to 

be the linkage between stakeholders and the firm (Khan et al., 2009; Veloutsou et al., 2013). 

Moreover, researchers state that the concept of CBBE can be viewed from two perspectives namely 

the company perspective and the customer perspective (Yoo & Donthu, 2001; Washburn & Plank, 

2002; Veloutsou et al., 2013). The company perspective, or as it is referred to as company-based 

brand equity, is considered to cover the financial aspects in the sense of collecting accounting data, 

financial reports, and the overall financial values of the brand (Yoo & Donthu, 2001). The CBBE 

intends to capture the value of the brand of the customers by measuring the perceptions and attitudes 

towards the firm (Veloutsou et al., 2013; Smutkupt et al., 2012; Shuv-Ami, 2016a), as well as 

purchase intentions (Fayrene & Lee, 2011). De Oliveira et al. (2015) mention that measuring brand 

equity should begin with estimates of the customer perspective. Even though company-based brand 

equity is important for a firm, the CBBE perspective is stressed to be of higher importance as it covers 

the customer aspect, which is crucial for successful brand management businesses (Farjam & Hongyi, 

2015), while the company-based brand equity ignores the customer context (Tong & Hawley, 2009). 

Furthermore, Tong and Hawley (2009) bring up similar points, that if a company cannot bring value 

to its customers, the company-based brand equity would not be of necessity. The measurement of 

brand equity should start with the customer aspects, since the value of a firm derives from customer 

preferences of the brand. This value is delivered from the brand to the customers (De Oliveira et al., 

2015). Although scholars have different viewpoints when defining CBBE, they agree on the fact that 

CBBE indents to cover consumers’ knowledge, perceptions, and the valuation they may have towards 

a brand. Consequently, the authors define CBBE in the context of this paper as the knowledge, 

perception, and valuation of a brand from a consumers’ perspective.  
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Author, year	 Definition	
Aaker, 1991 "The value consumers associate with a brand, as reflected in the dimensions of brand awareness, 

brand associations, perceived quality, brand loyalty and other proprietary brand asset" (p. 15). 
Keller, 1993	 “differential effect of brand knowledge on consumer response to the marketing of the brand” (p. 8).  
Swait et al., 
1993 
 

"The consumer’s implicit valuation of the brand in a market with differentiated brands relative to a 
market with no brand differentiation" (p. 23).	

Lassar et al., 
1995 
 

"The consumers’ perception of the overall superiority of a product carrying that brand name when 
compared to other brands" (p. 13). 

Yoo & 
Donthu, 2001 

"consumers’ different response between a focal brand and an unbranded product when both have 
the same level of marketing stimuli and product attributes" (p. 1). 

Table 2: Definitions of Customer-based-brand-equity 

 

2.4 The Marketing Brand Equity (MBE) Model 

In the context of sport marketing, Shuv-Ami (2016a) created a marketing brand equity model (MBE) 

(Figure 1) that allows to help football organizations to manage their appeal by providing "[…] a 

relative index of brand equity for football club organizations that enables them to competitively 

compare the marketing brand equity of their club to that of their rivals." (Shuv-Ami, 2016a, p.706). 

It is based on the three central MBE models of Aker's (1991) "Brand Equity Ten", Keller's (1993; 

2008) "Customer Base Brand Equity", and Keller and Lehmann's (2006) "Brand Antecedents and 

Consequences". The outcome of combining those three main models is shown in figure 1. It presents 

a value-based brand model which includes the factors (1) brand knowledge, (2) brand image, (3) 

brand personality, (4) brand overall attitude, (5) brand commitment, (6) brand recommendation, (7) 

brand market share, and (8) brand potentials sales and market share (Shuv-Ami, 2016a). The 

definitions of the factors which were used in this study are summarized in the operationalization table, 

which can be found in Appendix 2.  



     
 

12 

 

 

Figure 1: MBE model by Shuv-Ami (2016a, p.712) 

The model of Shuv-Ami's (2016a) is unique because of the three core features it is built upon. First, 

it is the only model that provides a relative index of brand equity which follows the Boston Consulting 

Group strategic planning model for comparing the marketing equity of competing football clubs. 

Second, it uses for the first time commitment as a central component. Third, the model gives a weight 

for each component, which indicates where improvements should be made for reaching a better brand 

equity. So far, research in sport marketing has mainly focused on examining brand equity of sport 

teams from a customer-based perspective (Bauer et al., 2005; Kunkel et al., 2014), but Shuv-Ami's 

(2016a) model presents a company-based brand equity approach, following Keller's (2003) brand 

value chain measures of customer attitudinal mind-set, customer performance outcomes, and market 

performance stage (Shuv-Ami, 2016a). The meanings of the factors included in the MBE model are 

discussed below. 

 

2.4.1 Customer Mind-set 

Brand Knowledge 

Shuv-Ami (2016a) characterizes brand knowledge as being composed of the three components 

identity awareness, information on brand attitudes, and brand performance. This is based on 
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combining Keller (1993, 2005, 2008) and Keller and Lehmann (2006) who talk about brand 

awareness, with Aaker (1991) who stresses the importance of recognition and recall. Moreover, recent 

academics within the field of sport organization highlight the importance of gaining the insights of 

brand knowledge for managing brand equity (Biscaia et al., 2014; Shuv-Ami, 2016a). As a result, 

Shuv-Ami (2016a) defines brand knowledge as "[…] the information that the customer acquired 

about a specific brand." (p.712).  

Brand Image 

"Brand image represents the customer's overall perception of brand attributes" (Shuv-Ami, 2016a, 

p.713). Hereby, attributes are any characteristics that describe a brand. It involves the imagination, 

and is a cognitive factor, of what a customer thinks a brand would deliver in terms of quality, price, 

market position, and expectations (Shuv-Ami, 2016a).   

Brand Personality 

Aaker (1997) sees Brand personality as "[…] the set of human characteristics associated with the 

brand” (Aaker, 1997, p.347). In this approach, the brand is seen and judged as a person. Shuv-Ami 

(2016a) presents the brand personality as the characteristics feelings which the customer and others 

perceive when they use or see the brand.  

Brand Overall Attitude 

Brand overall attitude "[…] represents a single measure that reflects the position customers have 

towards a brand" (Shuv-Ami, 2016a, p.714). Being able to have a position towards a brand requires 

a certain pre-knowledge about the brand. Shuv-Ami (2016a) refers brand overall attitude as a 

summary of the customers’ perceptions and emotions towards a brand. In this case, a summary of 

brand knowledge, brand image, and brand personality. Regarding this, the overall attitude could 

simply be measured by asking for a rating from negative towards positive attitude about a brand 

(Shuv-Ami, 2016a).  

 

2.4.2 Customer Based Brand Equity 

Brand Commitment 

In the study made by Shuv-Ami (2016a), it is argued that brand commitment is the result of the mind-

set of the customers. It is defined as "the degree of overall attachment or bond that customers have 

towards a preferred brand with which they desire to continue a valued relationship by re-using, re-

buying and re-patronizing" (Shuv-Ami, 2016a, p.714). Brand commitment is considered to be an 
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important component when evaluating a firm’s brand equity and value (Shuv-Ami, 2016a). In regard 

to that, Keller and Lehmann (2006) describe brand commitment as consumers’ various attachments 

they have towards a brand. Furthermore, previous research indicates that brand commitment consists 

of the customers’ performance, involvement, satisfaction, and loyalty (Gustafsson et al., 2005; Klein 

et al., 2009; Oriol et al., 2011; Solinger et al., 2008; Shuv-Ami, 2016a). Furthermore, Shuv-Ami 

(2016a) stresses the importance of including these components when conducting a study of the nature 

of brand equity within sports organizations. 

Performance 

In his recent study, Shuv-Ami (2016a) refers to performance as "the functional or evaluation 

attachment due to post-purchase evaluation of brand attributes". In the football context, it is how the 

supporters of the football organization evaluate the relative performance of their team. Consumers 

evaluation of the performance is of high importance in football research, as proper performance can 

increase the initial satisfaction, which eventually can lead to interest, attention, and committing in 

purchasing the product or service (Bridgewater, 2010; Gong et al., 2015). 

Involvement 

Involvement refers to the degree of which the customers are engaged within the brand (Shuv-Ami, 

2016a). In a study made by Popp and Woratschek (2016), it is highlighted that involvement is an 

important aspect for brand managers to consider as it is empirically proven that it has a positive impact 

on the performance of the sports brand they investigated in. There are different ways that customers 

can be considered to be involved. Customers can interact on, for example, sports communities where 

they are involved to create an atmosphere and discuss the topic in question (Popp & Woratschek, 

2016), by attending games, or in the sense of merchandise (Bridgewater, 2010), to name a few 

examples. Moreover, Kunkel et al. (2014) and Shuv-Ami (2016a), who investigated the field of sports 

management, stressed the importance of customer involvement when examining brand equity within 

sports organizations. 

Satisfaction 

Customers with positive experiences in a post-purchase stage, can be recognized as satisfied (Shuv-

Ami, 2016a), and the subject is considered to be important to study within spectator sports as the 

league or club aims to keep the supporters and viewers satisfied (Gong et al., 2015). Shuv-Ami 

(2016a) explains satisfaction as "pleasurable experiences or the experimental post-purchase 

attachment" (p.714). If a customer is satisfied with the product or service, it might generate positive 

word-of-mouth, loyalty, and even improve the financial status of the firm. However, firms might lose 
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the potential financial earnings if other stakeholders are neglected, and if the firm in question solely 

focuses their strategy on currently satisfied customers (Torres & Tribo, 2011).  

Loyalty 

It is argued that brand loyalty is the most important dimension among the components of brand equity 

within CBBE (Atilgan et al., 2005). By building and maintaining a strong brand in the views of the 

customers, it may lead to customer preferences, which consequently may lead to brand loyalty over 

a period of time. Capturing loyal consumers consists if a certain degree of a bond between the brand 

and the consumer is created, and if consumers are unlikely to switch brands, they are considered to 

be loyal (Rosenbaum-Elliott et al., 2015). Furthermore, that bond can be strengthened by maintaining 

consumers’ loyalty over a longer period (Beccarini & Ferrand, 2006). Shuv-Ami (2016a) refers to 

brand loyalty as an emotional attachment, as supporters usually create an emotional attachment 

towards a club or a league organization. In a study made by Beccarini and Ferrand (2006), it was 

concluded that the consequences of loyal customers can lead to different advantages for the 

organization. 

 

2.4.3 Company-Based Brand Equity 

Brand Recommendation 

When Shuv-Ami (2016a) speaks of brand recommendation in his latest study, he refers to it as 

positive word-of-mouth that yields from consumers that speak about the brand. This comes of 

importance as Keller (2008) further states, if consumers are active within a brand and engage 

themselves to speak well about it, it can create stronger ties with other individuals in regards to the 

brand (Balaji, 2011; Veloutsou et al., 2013). Shuv-Ami (2016a) considers the component brand 

recommendation to be a well-needed part of the company market performance (Shuv-Ami, 2016a) as 

positive word-of-mouth influences the potential revenue earnings (Keller & Lehmann, 2006). 

 

Brand Market Share 

It is important to include the aspect of market share when conducting a study of this nature, as it 

provides an overview of the market situation and in what position the brand stands with the consumers 

and competitors (Shuv-Ami, 2016a). It has been found out that the market share of a firm and the 

customer satisfaction are not necessarily positively related with another (Anderson et al., 1994), 
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which means that a high market share of a product does not automatically mean that there is also a 

high satisfaction among the customers.  

 

Brand Potential Sales and Market Share 

As mentioned above, market share stands for the current situation of the brand and how the brand 

positions themselves in regard to the market. Brand potential sales, however, describes the possible 

future earnings and the market position of the brand on the market. When measuring brand equity of 

an organization, it is very relevant and important to consider the aspects of potential sales as it can 

generate forecasts which helps to position the brand on the market (Shuv-Ami, 2016a). 

 

2.5 Brand Interest  

Research within branding discusses the level of interest consumers have to possess to stimulate a 

purchase (Aaker et al., 2011; Armstrong et al., 2015; Kotler & Armstrong, 2015), but the 

conceptualization of brand interest is fairly neglected. The main formative researchers about brand 

interest are Machleit et al. (1990) who introduced a model measuring brand interest. The authors 

define brand interest as the level of interest a customer has in a brand and the level of curiosity to 

learn more about the brand, and is considered to be a pre-demand stage (Machleit et al., 1990; 1993). 

Table 3 below shows the most relevant definitions of brand interest. The literature review has shown 

that brand interest as a topic on its own has been fairly neglected. The researchers Machleit et al. 

(1990; 1993) were the ones who introduced the concept and subordinated the factor to other concepts 

like e.g. brand attitude or brand awareness. Machleit et al. (1990; 1993) include brand interest together 

with brand attitude to test and compare the concepts, and discuss that positive brand interest motivates 

the individual to perform an action towards the brand. The researchers argue that brand attitude will 

probably not change and will be a firm opinion, whereas brand interest can stimulate an alteration of 

the attitude when considering upon different products or services (Machleit et al., 1990; 1993). On 

the other hand, high brand interest might lead to a purchase where the consumers evaluate their 

attitude towards the brands in question, and therefore might change their previous attitude and 

standpoint (Aaker et al., 2011; Armstrong et al., 2015; Kotler & Armstrong, 2015; Machleit et al., 

1990; 1993). This goes in line with general concepts of consumer demand and consumer motivation 

(Armstrong et al., 2015). The demand for a product derives from the personal needs and wants of a 

consumer. Also, consumer needs can be triggered by internal and external stimuli. Once the consumer 

needs are aroused to a sufficient extent, they become consumer motives (Armstrong et al., 2015).	The 
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brand interest is also important as a contributing factor for analyzing the brand's position and potential 

in a market. When entering a new market, it is necessary for any brand to be aware of the current 

market situation, which involves an evaluation from the consumer standpoint (Homburg, 2012). In 

their study from 1993, Machleit et al., compare two known brands within the same field, and strongly 

relate the marketing activities by the companies together with brand interest rather than brand attitude, 

as the concept of brand interest is considered as a result of the firm’s activities. In the football context, 

with the constant globalization process among football organizations, the latter can make use of a 

framework that includes brand interest as the desired market of entry might already be dominated by 

other football brands. Prior to the measurement of the financial benefits within the target market, the 

authors feel the need to measure the interest first. Here, the difference between brand interest and 

brand potential sales have to be highlighted. Brand interest focuses on the interest and curiosity of an 

individual perception towards a brand (Machleit et al., 1990), whereas the brand potential sales 

include the individual’s willingness to pay (Shuv-Ami, 2016a). However, there might be people who 

have an interest in a brand but are not willing to pay for it. Table 3 shows the two most used definitions 

of Brand Interest.  

Author, Year Definition 
Machleit et al., 
1990 

"the level of interest or intrigue the consumer has in the brand and the level of curiosity s/he has 
to inquire or learn more about the brand" p. 223 

Machleit et al., 
1993 

"[…] brand interest as a construct involving a motivational, action tendency […]" p.73 

Table 3: Definitions of Brand Interest 

The researchers of the current study explicitly do not present brand attitude as separate concept 

because brand attitude is already included in the brand equity framework previously introduced by 

Shuv-Ami (2016a).  
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3. Conceptual Framework  
This chapter presents the constructed model for this study, the developed hypotheses based on 

relevant theory within the field, as well as the argumentation for them. 

The conceptual framework used in this study is a new MBE model which is presented in figure 2 

below. The new MBE model is based on the previously described MBE model from Shuv-Ami 

(2016a), and it is extended with Machleit et al.'s (1990, 1993) concept of Brand Interest. The authors 

intentionally combine the two models to create a new MBE model for football leagues which 

measures Brand Equity including Brand Interest as a variable, as consumers with a high interest in 

the brand in question can turn into potential purchasers (Aaker et al., 2011; Armstrong et al., 2015; 

Kotler & Armstrong, 2015; Machleit et al., 1990; 1993), which eventually can yield economic profit 

for the organization. 

Also, the model examines the effect the new Customer mind-set including Brand Interest has on the 

Customer based brand equity and thereafter the effect the Customer based brand equity has on the 

Company based brand equity. Shuv-Ami's (2016a) MBE model offers a suitable basis for this, as it 

summarizes and conceptually combines the most relevant brand equity models of Aaker (1991, 1996), 

Keller (1993, 2008), and Keller and Lehmann (2006), which allows football clubs to measure their 

brand equity and compare their market position to other football clubs.  

In the new MBE model, the authors measure brand equity by investigating the Brand Knowledge, 

Brand Image, Brand Personality, Brand Commitment, Brand Recommendation, and Brand Potential 

Sales. In addition, the new MBE also measures Brand Interest, which was not part of the original 

MBE model by Shuv-Ami (2016a). In the new MBE model, the Customer mind-set is built of Brand 

Knowledge, Brand Image, Brand Personality, and Brand Interest. Since Shuv-Ami (2016a) has 

already empirically tested that Brand Knowledge, Brand Image and Brand Personality positively 

contribute to measuring Brand Equity in the sport organizational context, it is assumed that the new 

MBE model of this study shows similar results including Brand Interest, as Machleit et al. (1990; 

1993) mention that it regards an attitudinal standpoint the individuals have towards the brand.  

Below, the authors present the new MBE model combining Shuv-Ami's (2016a) brand equity 

framework with Brand Interest. In contrast to previous research from Shuv-Ami (2016a), this model 

contributes by applying Brand Equity on a league level and not on a club level only. This new MBE 

model allows football leagues to evaluate their current perception, position, and potential in any 

market. 
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Figure 2: Conceptual Framework 

3.1 Customer Mind-Set 

The Customer mind-set includes four variables, namely Brand Knowledge, Brand Image, Brand 

Personality and Brand Interest. In contrast to Shuv-Ami's (2016a) MBE model, this new MBE model 

does not include Brand Overall Attitude, that originally was a concept of the Customer mind-set in 

his study, but it includes Brand Interest as a variable. Machleit et al. (1990; 1993) argues that Brand 

Interest is closely related to brand attitude, and considers the concept to be a pre-demand stage, 

placing the concept as a mind-set generated from attitudes. Hence, the authors assume that Brand 

Knowledge, Brand Image, and Brand Personality have a positive impact on Brand Interest. 

Consequently, the following hypotheses are developed: 

H1: The Brand Knowledge of the Bundesliga has a positive impact on the Brand Interest. 

H2: The Brand Image of the Bundesliga has a positive impact on the Brand Interest. 

H3: The Brand Personality of the Bundesliga has a positive impact on the Brand Interest. 

 

3.2 Customer Based Brand Equity 

The Customer based brand equity of this study includes all variables of the customer mind-set, as 

well as the Brand Commitment. The Brand Commitment is built on the variables Satisfaction, 

Involvement, Loyalty and Relative Performance (Shuv-Ami, 2016a). The authors assume that 

Customer mind-set have a positive impact on Brand Commitment as it was hypothesized in Shuv-

Ami’s (2016a) original brand equity study in the sport organizational context. Further, as Brand 

Interest is included as a Customer mind-set component, it is assumed that Brand Interest has a positive 

impact on Brand Commitment as well. Consequently, the following hypotheses are developed: 
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H4: The Brand Interest of the Bundesliga has a positive impact on the Brand Commitment. 

H5: The Customer mind-set of the Bundesliga has a positive impact on the Brand 

Commitment. 

3.3 Company Based Brand Equity 

The Company based brand equity of this study includes the variables Brand Recommendation and 

Brand Potential Sales. The company based brand equity is of high importance as it helps to evaluate 

the potential for the Bundesliga in the Swedish market. The Company based brand equity comes of 

importance as it is the financial outcome of the Customer based brand equity. That includes the 

variables Brand Recommendation and Brand Potential Sales (Shuv-Ami, 2016a). It is assumed that 

positive Customer based brand equity yields positive results on the Company based brand equity 

(Aaker, 1991; Kotler & Armstrong, 2015; Shuv-Ami, 2016a). According to Shuv-Ami (2016a), the 

variables from the Customer based brand equity are firstly tested on the Company based brand equity 

variable Brand Recommendation before they are tested on Brand Potential Sales. Therefore, the 

authors assume that Brand Commitment, Customer mind-set and Customer based brand equity have 

a positive impact on the Brand Recommendation. Consequently, the following hypotheses are 

developed: 

H6: The Brand Commitment of the Bundesliga has a positive impact on the Brand 

Recommendation. 

H7: The Customer mind-set of the Bundesliga has a positive impact on the Brand 

Recommendation. 

H8: The Customer Based Brand Equity of the Bundesliga has a positive impact on the Brand 

Recommendation. 

Following the arguments above, it is assumed that Brand Commitment, Brand Recommendation, 

Customer mind-set and Customer based brand equity have a positive impact on Brand Potential 

Sales. This is done since the variable Brand Potential Sales is a part of the Company based brand 

equity, meaning that all variables in the study are ultimately tested on Brand Potential Sales as the 

goal of a company is to generate sales based on the previous components (Shuv-Ami, 2016a). Hence, 

the following hypotheses are developed: 

H9: The Brand Commitment of the Bundesliga has a positive impact on the Brand Potential 

Sales. 
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H10: The Brand Recommendation of the Bundesliga has a positive impact on the Brand 

Potential Sales. 

H11: The Customer mind-set of the Bundesliga has a positive impact on the Brand Potential 

Sales. 

H12: The Customer Based Brand Equity of the Bundesliga has a positive impact on the Brand 

Potential Sales. 

Finally, all components included in this study are tested towards the Company based brand equity 

with the combined components to examine if the customers’ standpoint variables have a significant 

impact on the Company based brand equity. It is assumed that Brand Commitment, Customer mind-

set, Customer based brand equity and Brand Interest have a positive impact on Company Based 

Brand Equity. Lastly, the authors test Brand Interest individually on the Company based brand equity 

as it is the theoretical contribution of this study to examine if the concept has significant impact on 

the Company based brand equity. Therefore, the following hypotheses are developed:  

H13: The Brand Commitment of the Bundesliga has a positive impact on the Company Based 

Brand Equity. 

H14: The Customer mind-set of the Bundesliga has a positive impact on the Company Based 

Brand Equity. 

H15: The Customer Based Brand Equity of the Bundesliga has a positive impact on the 

Company Based Brand Equity. 

H16: The Brand Interest of the Bundesliga has a positive impact on the Company Based Brand 

Equity. 
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4. Methodology   
The following chapter illustrates the methodology of this study. The information contains the choice 

of approaches as well as an argumentation for why the particular choices were made for the purpose 

of this study. The chapter also includes ethical issues that might arise which must be taken into 

consideration in a study of this nature. 

4.1 Research Approach and Research Design 

The research approach undertaken in this study was deductive as it was based on the examination of 

already existing academic literature with the aim to add valuable information to the existing literature 

and theories about brand equity and brand interest of sports leagues (Bryman & Bell, 2015; Malhotra 

& Birks, 2007; Malhotra, 2010). Hereby, the studies conducted by Shuv-Ami (2016a; 2016b) and 

Machleit et al. (1990; 1993) served as the core of the theories being used. The deductive approach 

was conducted in the context of the highest German football league, namely the Bundesliga.  

This approach was chosen as the authors believe that it is important in research to confirm findings 

of other researchers and transform those into actual knowledge. Berthon et al. (2002) define an 

extension of a study "[…] as a duplication of a targeted check in source if target or targeted study in 

which one or more key parameters are altered" (p.419). Berthon et al. (2002) even introduce a deeper 

categorization of extensions, namely the theory/context extension. "This strategy takes an existing 

method, but applies it to a new context and employs a new theory to explain the results" (Berthon et 

al., 2002, p.424). The theory/context extension can be found in this study as this study extends Shuv-

Ami's (2016a) theory of the Brand Equity model with Brand Interest and it is used in the new context 

on a league level.  

A suitable research strategy for this study was found in a quantitative approach consisting of data 

collection through a self-administered survey. The quantitative research strategy was chosen as it 

allows the collection of a large amount of numerical data with the aim to examine relationships among 

variables and test theories (Bryman & Bell 2016; Creswell 2014; Ghauri & Grønhaug, 2005), which 

suited the purpose of this study to examine the brand equity of a football league. Further, having 

chosen quantitative data collection increased the generalizability of the findings (Saunders et al., 

2016).  

Malhotra (2010) classifies the research designs in marketing research in two categories namely 

exploratory and conclusive design. For the purpose of this study, the conclusive design was more 

appropriate as the aim of the conclusive design is to test hypotheses and examine relationships among 
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variables by analyzing quantitative data from a large representative sample (Malhotra, 2010). The 

results and findings from this conclusive design should then be used as a basis for decision making 

processes. Further, the research design of this study could be sub-categorized as a descriptive design. 

Descriptive designs belong to quantitative research methods as they aim to draw conclusions from a 

big amount of statistical data. Also, the goal of descriptive design in marketing research is to describe 

market characteristics (Malhotra, 2010), which was also part of the purpose of this study. The 

requirements of descriptive research were fulfilled, by having carefully planned and structured the 

survey so that the data being collected could statistically represent the population. In order to achieve 

generalizable results with this study, the descriptive survey research was chosen to get a 

representation of the opinions of the population (Malhotra 2010; Creswell 2014; Ghauri & Grønhaug, 

2005). As another classification, descriptive research can be classified into cross-sectional design and 

longitudinal design. A cross-sectional design entails data collection from a sample of a population at 

one point in time, whereas a longitudinal study involves the data collection over an extended period 

of time or at several points in time (Malhotra, 2010). The current study fulfilled the criteria of a cross-

sectional design due to its data collection at one point of time only.  

 

4.2 Data Sources and Sampling 

The data sources of this research were primary and secondary data. Primary data is seen as data that 

has been created by the researchers for the very first time, amongst others this could be done through 

interviews, focus groups, observations, or surveys. Secondary data differs from primary data in the 

sense that it describes existing sources that have already been collected by other researchers for their 

specific purposes. Secondary data can come in the shape of academic writings, scientific articles, or 

books, to name a few (Creswell 2014; Lantz, 2014; Bryman & Bell, 2015).  

In the first phase of this research, an extensive literature review served as a basis for acquiring 

knowledge about concepts and theories of the research topic and determine the current state of 

research. Here, a significant number of secondary data sources in the form of scientific articles, books, 

newspapers, and statistics about sports marketing, brand equity, brand interest, were reviewed. 

Thereby, it was assured to mainly focus on peer reviewed scientific sources to guarantee a high level 

of source credibility. The extensive literature review led to a fact-based problematization of the topic, 

which resulted in the purpose of this research.  
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In the second phase of this research, a survey was used as a primary data source. In this research, 

Swedish football fans were the targeted population, and a representative sample was found by having 

collected 880 survey answers, which reflected the population accurately. Like previously described, 

the survey was distributed online on Facebook, where it was posted in several Swedish sports- and 

football- related groups. That increased the chance of finding Swedish football fans as survey 

participants. Hence, the sampling method was not entirely random, and the sampling method used 

was a non-probability sample, because some individuals had a higher chance of being selected than 

others (Aaker et al., 2011; Bryman & Bell, 2015; Denscombe, 2009). One form of a non-probability 

sample is the convenient sample which occurs when the researcher uses a sample due to its availability 

to the researcher, and therefore suited the data gathering process. Furthermore, the authors also made 

use of a snowball sample in relation to the convenience sample where the researchers of the current 

paper reached out to other individuals that established contact with people inside the sampling frame 

(Bryman & Bell, 2015). This was mainly done by asking people within the population to share the 

survey on their Facebook page, and in groups that reached out to individuals suitable for the research, 

and request others to participate in the survey. Moreover, the researchers also made use of a purposive 

sampling, that also is a part of a non-probability sample, which is intended to seek the participants in 

a strategic manner in order for the distribution of the survey to reach the desired respondents (Bryman 

& Bell, 2015). This approach was made by distributing the survey in football related groups, or groups 

where football fans could most likely be found. Also, before posting the survey on the different 

football related groups, the authors made sure to notify the administrator of the group about the topic 

and the purpose of the study, and the survey was not posted without the grant of the administrator. 

 

4.3 Data Collection Method  

As previously mentioned, the data collection method of the current study was an online survey as it 

was the most appropriate data collection method to fit the purpose and the nature of this study. 

Surveys are highly suitable for collecting information about market trends, consumer opinions, or 

consumer attitudes (Malhotra, 2010; Bryman & Bell, 2015) since they enable the researcher to 

produce quantitative statistics about certain populations (Fowler, 2002). The online survey belongs 

to the field of social survey research and is mainly done through self-completion questionnaires 

(Fowler, 2002; Bryman & Bell, 2015). The advantage of using online survey for this study was found 

in being able to send out the survey to plenty of people and a precise reach of the target group. All 
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questions asked in the online survey were predefined and taken from relevant theories as described 

in the following section 4.4 Operationalization and Pre-Tests.  

The survey had been created by the authors of this paper with the Google survey tool Google Forms. 

The survey was distributed online on the social media network Facebook. This was chosen due to the 

high chance of reaching a great number of participants from the intended target group, namely 

Swedish football fans. The survey was briefly introduced with a short text mentioning its purpose, 

context, researchers, and anonymous nature, followed by a first filter question. The filter question 

asked whether the participant was a football fan or not. If the answer was no, then the survey was 

ended for the participant directly at this point. Having had this filter question set up, assured to collect 

data from the target group only. Then, the survey continued with asking questions about the different 

variables of brand equity, in the following order: (1) brand knowledge, (2) brand image, (3) brand 

personality, (4) brand commitment, (5) brand recommendation, (6) brand potential sales, (7) brand 

interest. Each variable was measured in several sub-questions to ensure the reliability and validity of 

the questions. The questions from (1) brand knowledge were measured on a Likert scale from "1 

nothing at all" to "7 definitely knowing a lot". The following questions were then measured on a 

Likert scale from "1 disagree" to "7 agree". Variable (8) brand market share was measured with three 

questions with pre-defined multiple choice answers. The last part of the survey was built of personal 

questions asking for demographic information of the participant like age, gender, and whether the 

participant is already paying for watching football on TV or online. The final question, whether the 

participant was living in Sweden or not, served as a control question reassuring that the researcher 

collected data from the previously defined target group, Swedish football fans. The whole survey can 

be found in Appendix 13.  

 

4.4 Operationalization and Pre-Tests 

The authors Saunders et al. (2016) define an operationalization as "the translation of concepts into 

tangible indicators of their existence" (p.772). Hence, it is important to structure an operationalization 

properly in a research study to be able to connect the literature concepts with each other and the 

gathered data material (Ghauri & Grønhaug, 2005). It is important in the earlier stage to define the 

theoretical concepts used in the study so that it is ensured that the operationalization will gather the 

relevant data needed for the research, which is its purpose (Bryman & Bell, 2015). Shuv-Ami (2016a) 

developed the scales of measure, who researched brand equity in the football organization context, 

that was implemented in this study. The operational definitions of the variables included in this study 
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were adapted from Shuv-Ami's (2016a) study on brand equity in football organizations, whereas the 

original items measuring each variable were adapted from Shuv-Ami's (2016b) research on brand 

equity in the cellular phone provider context. This is as Shuv-Ami's (2016a) study on football 

organizations were derived from his research on cellular phones (Shuv-Ami, 2016b), and he refers to 

the cellular phone study in terms of the approach for measures of scale. For the purpose of this 

research, a total of 8 constructs were included where 7 of these were derived from Shuv-Ami (2016a; 

2016b) and one was the component of Brand Interest that the current researchers extended the 

measure of scale with was derived from Machleit et al. (1990). In summary, factors used in this study 

was Brand Knowledge, Brand Image, Brand Personality, Brand Commitment, Brand 

Recommendation, Brand Market Share, Brand Potential Sales, and Brand Interest. Appendix 2 

shows the operationalization table, which represents the core structure of this study and summarizes 

the concepts being used.  

Preparatory to the dispense of the survey, the researchers conducted pre-tests in order to obtain 

indications of whether the questions are accurate in terms of understanding if they would work in 

terms of measurement, and to give insights of any possible troubles the respondents might have whilst 

answering the survey. Based on the respondents' feedback, the authors could then make appropriate 

adjustments to avoid any misunderstandings (Saunders et al., 2016; Bryman & Bell, 2015; Ghauri & 

Grønhaug, 2005). The pre-tests were conducted in two stages with 15 people per stage being involved. 

The first pre-test involved 15 people which were asked to fill out the survey and give detailed 

feedback. After this first pre-test, it was found that some questions were considered repetitive, and 

the pre-testers recommended to exclude some questions and change the wordings of the remaining 

ones. After reviewing the results, the authors decided to exclude Brand Overall Attitude from the 

survey. The justification for excluding Brand Overall Attitude could be found in the study by Shuv-

Ami (2016a) as he states that Brand Overall Attitude summarizes the perceived and emotional 

feelings the consumers have towards the brand. However, the authors of this study found out that 

those attitudinal feelings are already covered within Brand Knowledge, Brand Image, and Brand 

Personality. In addition to this, the pre-test uncovered that Brand Overall Attitude only duplicates the 

content of Brand Knowledge, Brand Image, and Brand Personality and hence Brand Overall Attitude 

was excluded from the model. Also, changes in the wording of some questions were done accordingly 

to the feedback of the pre-tests. After excluding the questions, the researchers conducted another pre-

test on the same 15 people from the first pre-test. Further, three professional marketing researchers 

from Linnaeus University were involved in the second pre-test stage, which increased the quality of 
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feedback leading to a total of 33 pre-tests altogether. The results from the second pre-test stage 

showed that the pre-testers could clearly understand the questions, saw no repetitive questions, and 

that the survey was ready to be published. The pre-tests enabled to obtain a first evaluation of the 

questions' validity and the reliability of the data being collected.  
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4.5 Data Analysis Method 

The IBM SPSS Statistics software (version 24) was used for organizing and analyzing the gathered 

data. First, a codebook was prepared to keep records of the values of all variables. Then the data were 

imported to SPSS and all variables were defined in detail. The imported data consisted of 880 

responses. As a next step, the data had been screened and cleaned on several levels. Based on the 

control variable "Are you a football fan?", 39 responses were eliminated as being a football fan was 

a requirement for this study. Following, an additional 25 responses were taken out by the likewise 

control variable of "Do you live in Sweden?", as the residence of Sweden was an additional 

requirement for this study since the research only focused on the Swedish market, leaving a total of 

816 responses. As a final step of the data cleaning, a testing for outliers was done by checking 

histograms and boxplots in SPSS (Pallant, 2010), where an additional 11 responses had to be taken 

out, due to inconsistent answering, leaving a total of 805 valid cases to be analyzed. The remaining 

805 responses were then checked for errors by testing the variable scores that were out of range, 

which was done by descriptive statistics through simply looking at the minimum and maximum 

values of the responses. There were no errors found. All responses were given in the pre-defined scale 

values. The data set has also been screened for missing data, but all responses were complete so that 

a final of 805 responses could be used for further analyses.  

Descriptive statistics were used to describe the sample by gender, age, people who currently pay for 

watching football, as well as people's watching and traveling frequency regarding football matches 

in general. This was done to get a simple overview of the characteristics of the underlying sample 

(Pallant, 2010). For showing and comparing the scores of the total variables, a comparison of mean 

values among the total variables was done. In the same step, it was important to interpret the standard 

deviations of the mean values because they described the extent to which the data values of the total 

variables were distributed around their mean (Saunders et al., 2016).  

As a next step, the reliability of the study was tested. A reliability test examines the internal 

consistency of a survey and is usually done through a Cronbach's alpha test. The test measures if the 

variables measure the same underlying construct (Pallant, 2013; Saunders et al., 2016). The 

Cronbach's Alpha coefficient value should be above 0.7 to be considered as acceptable results 

(DeVellis, 2003; Tavakol & Dennick, 2011). However, values above 0.8 are preferred (Pallant, 2010). 

After that, the construct validity was tested, which describes how much the study measures what it is 

intended to measure, with a Pearson’s correlation analysis (Saunders et al., 2016, Pallant 2010). The 

Pearson’s correlation analysis is of importance, as it describes to which extent two variables are 
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related to each other, positively or negatively (Saunders et al., 2016). When doing a Pearson’s 

correlation analysis, the outcome of the coefficients values can vary between –1 and +1, whereas the 

pre-sign indicates the direction of the relationship between two variables. A negative relationship 

would mean that when the value of one variable increases, the value of the other variable decreases. 

Furthermore, the strength of the relationship is described by the value. The closer the coefficient value 

is to –1 or +1, the stronger the relationship. Cohen (1988) interprets the relationship between two 

variables as small when the coefficient values vary from 0.10 to 0.29, as medium from 0.30 to 0.49, 

and as large from 0.50 to 1.0 (as cited in Pallant 2010, p.134). A correlation coefficient of 0 indicates 

that there is no relationship between the variables at all (Pallant, 2010). 

Furthermore, multiple regression analysis was used to test the hypotheses formulated in this study, as 

it shows how well one independent variable or a set of independent variables is able to predict the 

outcome of a dependent variable. Also, a multiple regression can specifically show the relative 

contribution of each independent variable on one dependent variable (Saunders et al., 2016, Pallant 

2010). As a part of the multiple regression analysis, intercept values are presented. According to Hair 

et al. (2014), the intercept parameter describes the value of the dependent variable (Y axis) when the 

independent variable (X axis) is zero. Variables that cannot be set to zero, for example perceptions 

or attitudes, can only help in the prediction but have no explanatory function. Moreover, the intercept 

values might be insignificant when testing models which show collinearity, and when the sampling 

is not entirely random (Hair et al., 2014). 

In addition, ANOVA analysis was performed to compare the mean values among several groups. 

ANOVA is a one-way analysis of variance which allows comparing the mean values among two or 

more different groups. It measures the impact of one independent variable on the dependent variable 

(Pallant, 2010). 

 

4.6 Quality Criteria 

One of the most important criteria of research papers is their quality. The quality of a research paper 

can be evaluated through various methods. The two major evaluation methods for the judgment of 

the quality of a research paper are validity and reliability (Bryman & Bell, 2015; Saunders et al., 

2016). Validity represents "[…] the appropriateness of the measures used, accuracy of the analysis of 

the results and generalisability of the findings" (Saunders et al., 2016, p.202). In other words, the 

validity shows how well the research is measuring what it is supposed to measure. Validity can be 

further subcategorized into internal and external validity, whereas internal validity represents whether 
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a study shows a causal relationship between two or more variables and the external validity stands 

for the generalisability of the results of the study into other contexts (Bryman & Bell, 2015; Saunders 

et al., 2016). Researchers agree that there is no commonly accepted method to ensure validity 

(Bryman & Bell, 2015; Saunders et al., 2016). However, the validity of the study was established by 

first, building the theoretical concepts based on previous relevant research within the field of 

marketing, brand equity, and brand interest, and second, by having done pre-tests as previously 

described in part 4.4 Operationalization and Pre-tests. Additionally, the Pearson's correlation 

analysis has proven that construct validity of the underlying study is given.  

The reliability of a study represents the replication and consistency of the study (Saunders et al., 2016; 

Bryman & Bell, 2015; Pallant, 2010). It describes if the participants of the study understand the 

questions in the way they are supposed to understand the questions and if the questions of a survey 

measure what they are supposed to measure. In other words, the reliability of a study shows the 

robustness and whether the findings will be consistent, even if the study would be done at a different 

time and under other conditions again (Saunders et al., 2016). A common way to measure the 

reliability of a study is measuring the Cronbach's alpha coefficient. The Cronbach's Alpha coefficient 

measures the whether a set of questions measure the same underlying construct. This is done through 

a variable correlation analysis (Saunders et al., 2016; Pallant, 2010). In this study, the reliability was 

measured through a Cronbach's alpha analysis on a variable correlation level. The results of the tests 

indicated a strong reliability and a strong construct validity of the underlying study. 

 

4.7 Ethical Considerations 

When conducting a study of this nature, where data is gathered from individuals, ethics occur as it 

reflects the behavior and rights of the people that are exposed to the data gathering and if the process 

was conducted in an acceptable manner. Therefore, the researchers had to consider certain social 

norms and the study could be influenced by the conduct (Saunders et al., 2016). According to 

Saunders et al. (2016), a social norm reflects the social behavior that is considered acceptable for the 

specific situation or setting. As the empirical gathering was completely anonymous, the researchers 

did not include any questions that could reveal the true identity of the respondent. Flick et al. (2008) 

highlight that it is of great importance that the process did not reveal the identity of the individuals 

participating in the study. Also, it is important that the questions asked were acceptable to the 

participants and that it could not harm them in any way (Bryman & Bell, 2015). To minimize this 

risk, the authors pretested the survey on multiple individuals as well as professors and requested 
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feedback if the questions were perceived as accurate so that the questions did not encroach their 

privacy in any way. Furthermore, another ethical aspect the researchers had to consider was the 

possible lack of consent. If the participants feel that the survey does not provide any information of 

what it regards, and if they are not assured that it is completely anonymous, they might be unwilling 

to participate based on the lack of information (Saunders et al., 2016). To minimize this risk, the 

authors included a short introduction to the survey with an informative text of the topic it concerns 

and the aim of the research, as well as highlighting that the survey would be completely anonymous. 

With this information, the respondents could make an informed decision of whether they wanted to 

proceed with answering the survey or not as it was completely voluntarily. Furthermore, it was also 

important to inform consent to possible participants under 18 years old. Parents’ consent is required 

when a study aims to gather data directly from the respondent that may be under 18 years old 

(Saunders et al., 2016). In this study, the researchers gathered data completely anonymously, that 

included possible participants that were under 18 years old. The authors did not force participation 

by any means or by any age group, and it was answered by those who were interested in the topic as 

the topic was open to anyone that had an interest in football. Respondents were completely free to 

reject participation, ensured of total anonymity, and ensured that the identity could not be traced back 

to them to protect the respondents’ identity.  
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5. Analysis and Results 
This chapter presents the empirical material gathered for the purpose of this research. The data was 

analyzed using IBM SPSS Statistics. Data regarding descriptive analysis, reliability tests, construct 

validity, hypothesis testing, and additional findings are presented in this chapter.  

5.1 Descriptive Analysis  

The data collection led to a total of 880 completed surveys. After having prepared the data file, 

cleaning out errors and non-relevant answers, a total of 805 completed surveys remained for the final 

analysis. The majority of the survey was answered by male participants (96.1%), whereas female 

participants (3.4%) and those who preferred not to mention their gender (0.5%) remained 

underrepresented in the data set. However, the total amount of 805 relevant survey answers built a 

representative sample of the Swedish football fans. The survey participants came mostly from the 

three youngest age groups under 18 years (32%), 18-24 years (45.3%), and 25-29 years (15.2%) 

(Appendix 4).  

Further, the descriptive analysis has shown that 75.9% of the survey respondents were currently 

paying for watching football on TV or online and only 24.1% did not (Appendix 5).  

The majority of people traveled to watch football matches once or twice per year (46.1%). The second 

biggest group were those who traveled more than five times per year to watch a football match 

(20.4%). Those who never traveled to watch a football match built the second smallest group 

representing 18.3% of all survey respondents. Moreover, 81.8% of all people traveled at least once 

or twice per year or even more often to watch football matches. This clearly represented the consumer 

behavior of Swedish football fans and showed great willingness to travel (Appendix 6).  

A total of 73.6% of the respondents watched football at least once every 2-3 days or more often on 

TV or online, which showed that the majority of the survey respondents represented the target group 

of frequent football consumers respectively. This also showed that Swedish football fans consumed 

football on TV or online very often, representing a vital market (Appendix 7).  

The survey has also shown that the Premier League is the league being most often followed among 

58.6% of the survey participants. The Bundesliga was placed third with a total of 8.7% followers 

behind La Liga with a total of 16.3%. The national Swedish football league Allsvenskan was followed 

by 6.7% of the survey respondents. The numbers showed clearly that there were people in Sweden 

who were already interested in the Bundesliga (Appendix 8).  
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The mean values of all variables are listed in table 4 below. The highest mean values were found in 

the Brand Image (5.81), Brand Personality (5.13), and Brand Satisfaction (5.09). These values were 

very high, indicating a very positive perception of the Bundesliga in the Swedish market. The lowest 

mean value was found in Brand Loyalty (2.61), which indicated that Swedish football fans were not 

committed to the Bundesliga. Another important variable was the Brand Interest, which was also 

rated with an above average mean value (4.58), indicating that there was an interest for the Bundesliga 

in the Swedish market. The mean values found could be described as very useful as the standard 

deviations were very close to the mean values (1.000 to 1.737).  

Variable Mean Min. Max. Std. Deviation 

total Brand Knowledge 4.71 1 7 1.238 

total Brand Image 5.81 2 7 1.000 

total Brand Personality 5.13 2 7 1.196 

total Brand Satisfaction 5.09 1 7 1.356 

total Brand Involvement 3.42 1 7 1.707 

total Brand Loyalty 2.61 1 7 1.673 

total Brand relat. Performance 3.59 1 7 1.685 

total Brand Commitment 3.68 1 7 1.323 

total Brand Recommendation 4.30 1 7 1.737 

total Brand Pot. Sales 3.61 1 7 1.725 

total Brand Interest 4.58 1 7 1.563 

Valid N = 805     

Table 4: Mean values of variables 
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5.2 Reliability Tests 

Table 5 below shows a summary of the Cronbach's alpha coefficients calculated at the construct level. 

In the case of this study, all coefficients varied from the lowest value being 0.780 for Brand Potential 

Sales to the highest value being 0.924 for Brand Commitment which underlines the very good 

underlying internal consistency reliability of scales. The results showed that the questions in the 

survey measure absolutely the intended constructs they were supposed to measure. Consequently, all 

Cronbach's alpha coefficients were found preferable.  

Construct Cronbach's Alpha Coefficient 

Brand Knowledge .824 

Brand Image .812 

Brand Personality .793 

Brand Commitment  
(Satisfaction, Involvement, Loyalty, Relative Performance) 

.924 

Satisfaction .914 

Involvement .920 

Loyalty .825 

Relative Performance .882 

Brand Recommendation .919 

Brand Potential Sales .780 

Brand Interest .900 

Table 5: Cronbach's Alpha Coefficients 
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5.3 Construct Validity 

In this study, Pearson's correlation analysis was done to test the construct validity of the survey. Table 

6 presents the results of the Pearson correlation analysis of the variables. Before running the bivariate 

correlation analysis, preliminary analyses were done to ensure normality, linearity, and 

homoscedasticity. The results showed that all variables were positively related to each other and the 

strengths of the relationships between all variables varied from 0.299 (Brand relative Performance 

and Brand Knowledge) to 0.885 (Brand Commitment and Brand Involvement) which indicated that 

multicollinearity under the variables could be excluded, as the coefficient values of all variables were 

below 0.900 (Pallant, 2010). The confidence of the results could be stated significant at the p<0.01 

level (2-tailed). The results confirmed that the underlying study measures what it was intended to 

measure. 

  Variable 1 2 3 4 5 6 7 8 9 10 11 

1 Brand Knowledge -                      

2 Brand Image 0.418** -          

3 Brand Personality 0.356** 0.700** -                 

4 Brand Satisfaction 0.388** 0.719** 0.770** -        

5 Brand Involvement 0.577** 0.536** 0.572** 0.594** -             

6 Brand Loyalty 0.398** 0.382** 0.444** 0.430** 0.755** -      

7 Brand relative Performance 0.299** 0.477** 0.493** 0.489** 0.537** 0.579** -         

8 Brand Commitment 0.507** 0.630** 0.679** 0.740** 0.885** 0.854** 0.800** -    

9 Brand Recommendation 0.472** 0.603** 0.618** 0.672** 0.714** 0.583** 0.619** 0.784** -      

10 
Brand Potential Sales and 
Market Share 0.456** 0.489** 0.499** 0.527** 0.697** 0.635** 0.550** 0.736** 0.721** -  

11 Brand Interest 0.395** 0.593** 0.532** 0.595** 0.619** 0.529** 0.608** 0.713** 0.724** 0.738** - 

		 		 n = 805       ** Correlation is significant at the 0.01 level (2-tailed).   
Table 6: Pearson Correlation Coefficient of variables 
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5.4 Hypothesis Testing 

The interpretation of the multiple regression results was done in three steps. First, the significance 

values of the hypotheses were controlled, where all values below p<0.05 were taken as accepting the 

hypotheses. If the significance value was found below p<0.05 it meant that the independent variable 

had a significant unique contribution on the dependent variable. Second, the Beta value was analyzed 

as its value predicts the relationship between the independent variable and the dependent variable. 

The Beta value determined the increase or decrease of the dependent variable. Third, the R Square, 

Adjusted R square, and the R Square Change were analyzed. The R Square indicates how much of 

the variance in the dependent variable was explained by each model. This can vary from 0% to 100%, 

where the higher the R Square, the better the respective model fits the sample. The Adjusted R Square 

is usually used when having a small sample as it gives a more precise calculation of the R Square, 

which is adapted to the size of the sample. The R Square Change indicates the change in the R Square 

when an independent variable is added or taken away from the model (Pallant, 2010). Since this study 

is based on 805 respondents, the authors interpreted the R Square value only. Furthermore, the tables 

present the intercept values of all models as it is a part of the regression analysis. All hypotheses and 

results are presented in table 7. 

Hypothesis Result 

H1 The Brand Knowledge of the Bundesliga has a positive impact on the Brand Interest Accepted 

H2 The Brand Image of the Bundesliga has a positive impact on the Brand Interest Accepted 

H3 The Brand Personality of the Bundesliga has a positive impact on the Brand Interest Accepted 

H4 The Brand Interest of the Bundesliga has a positive impact on the Brand Commitment Accepted 

H5 The Customer mind-set of the Bundesliga has a positive impact on the Brand Commitment Accepted 

H6 The Brand Commitment of the Bundesliga has a positive impact on the Brand Recommendation Accepted 

H7 The Customer mind-set of the Bundesliga has a positive impact on the Brand Recommendation Accepted 

H8 The Customer Based Brand Equity of the Bundesliga has a positive impact on the Brand Recommendation Accepted 

H9 The Brand Commitment of the Bundesliga has a positive impact on the Brand Potential Sales Accepted 

H10 The Brand Recommendation of the Bundesliga has a positive impact on the Brand Potential Sales Accepted 

H11 The Customer mind-set of the Bundesliga has a positive impact on the Brand Potential Sales Accepted 

H12 The Customer Based Brand Equity of the Bundesliga has a positive impact on the Brand Potential Sales Accepted 

H13 The Brand Commitment of the Bundesliga has a positive impact on the Company Based Brand Equity Accepted 

H14 The Customer mind-set of the Bundesliga has a positive impact on the Company Based Brand Equity Accepted 
 

H15 The Customer Based Brand Equity of the Bundesliga has a positive impact on the Company Based Brand Equity Accepted 

H16 The Brand Interest of the Bundesliga has a positive impact on the Company Based Brand Equity Accepted 

Table 7: Hypotheses testing 
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The results of H1, H2, and H3 can be seen in table 8 below. The independent variables in the 

regression were Brand Knowledge, Brand Image, and Brand Personality. The dependent variable 

was Brand Interest. The hypotheses H1, H2, and H3 were accepted as the significance values were 

below p<0.001. All independent variables showed positive influence on the dependent variable. The 

strongest contribution to predicting Brand Interest was found in Brand Image with a Beta value of 

0.358. On an individual regression level, Brand Image also scored a high beta value of 0.547. The R 

Square from model 5 scored a high value of 0.419 indicating that 41.9% of the variance of Brand 

Interest are explained by the Brand Knowledge, Brand Image, and Brand Personality. 

Variables Model 1 Model 2 Model 3 Model 4 Model 5 

Intercept 2.301**** -1329** -1.418*** -0.309 -1552**** 
Control Variables Beta  Beta Beta Beta Beta 
  (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) 
Football Fan Strength 0.218**** 0.145**** 0.103*** 0.153**** 0.088*** 
 (0.050) (0.048) (0.042) (0.044) (0.042) 
League most following 0.163**** 0.115*** 0.095*** 0.073 0.063** 
 (0.031) (0.030) (0.026) (0.027) (0.026) 
Frequency watching 0.010 -0.103*** 0.004 0.025 -0.030 
 (0.049) (0.048) (0.041) (0.043) (0.042) 
Frequency travelling 0.099*** 0.110*** 0.065 0.083*** 0.074** 
 (0.056) (0.053) (0.047) (0.048) (0.045) 
Paying for watching 0.013 0.019 -0.007 0.007 0.000 
 (0.132) (0.125) (0.110) (0.114) (0.107) 
Gender -0.057 -0.039 -0.047 -0.046 -0.039 
 (0.237) (0.224) (0.197) (0.205) (0.192) 
Age 0.017 0.015 -0.003 0.012 0.001 
 (0.048) (0.045) (0.040) (0.041) (0.039) 
Independent Variables      
H1: The Brand Knowledge of the Bundesliga 
 has a positive impact on the Brand Interest  0.360****  0.135**** 

  (0.045)   (-0.042) 
H2: The Brand Image of the Bundesliga has  
a positive impact on the Brand Interest  0.547**** 0.358**** 

   0.045  (-0.062) 
H3: The Brand Personality of the Bundesliga  
has a positive impact on the Brand Interest   0.490**** 0.204**** 

    0.039 (0.050) 
      
R square 0.105 0.207 0.382 0.331 0.419 
Adjusted R square 0.097 0.199 0.375 0.325 0.411 
R Square Change 0.105 0.102 0.277 0.227 0.314 
*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, (N=805)      

 
Table 8: Regression and Brand Interest 
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The results of H4 and H5 can be seen in table 9 below. The independent variables in the regression 

were Brand Interest and the Customer mind-set, which includes a summated scale of Brand 

Knowledge, Brand Image, and Brand Personality. The dependent variable was Brand Commitment. 

The results confirm the H4 and H5 as the significance values were below p<0.001.  All independent 

variables showed positive influence on the dependent variable. Furthermore, the results show that the 

Customer mind-set scored the highest value in predicting the relationship with Brand Commitment 

with a Beta value of 0.702. On an individual regression level, Brand Interest also scored a high beta 

value of 0.676. However, the Brand Interest's Beta value of scored only 0.117 in the combined 

regression test. The R Square from model 4 scored a very high value of 0.705, indicating that 70.5% 

of the variance of Brand Commitment are explained by the Brand Interest and Customer mind-set 

variables.  

Variables Model 1 Model 2 Model 3 Model 4 

Intercept 1.840**** 0.524* -1.623**** -1.428**** 
Control Variables Beta Beta Beta Beta 
  (Std. Error) (Std. Error) (Std. Error) (Std. Error) 
Football Fan Strength 0.120*** -0.027 -0.075*** -0.077*** 
 (0.041) (0.030) (0.025) (0.025) 
League most following 0.335**** 0.225**** 0.180**** 0.180**** 
 (0.026) (0.019) (0.016) (0.015) 
Frequency watching 0.035 0.028 -0.042* -0.034 
 (0.041) (0.029) (0.024) (0.024) 
Frequency travelling 0.074* 0.007 0.03 0.024 
 (0.046) (0.033) (0.027) (0.027) 
Paying for watching 0.028 0.019 0.018 0,018 
 (0.109) (0.078) (0.065) (0.064) 
Gender -0.028 0.011 0.011 0.013 
 (0.195) (0.140) (0.116) (0.115) 
Age 0.043 0.032 0.027 0.027 
 (0.039) (0.028) (0.023) (0.023) 
     
Independent Variables     
H4: The Brand Interest of the Bundesliga has a 
 positive impact on the Brand Commitment  0.676**** 0.117*** 

  (0.021)  (0.030) 
H5: The Customer mind-set of the Bundesliga 
 has a positive impact on the Brand Commitment 0.799**** 0.702**** 

   (0.028) (0.048) 
     
R square 0.154 0.563 0.701 0.705 
Adjusted R square 0.146 0.559 0.698 0.702 
R Square Change 0.154 0.409 0.547 0.551 
*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, (N=805)     

 
Table 9: Regression and Brand Commitment 
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The detailed results of H6, H7, and H8 are displayed in table 10. Here, the independent variables were 

Brand Commitment, Customer mind-set, and Customer Based Brand Equity, which is the summated 

scale of Customer mind-set and Brand Commitment, which were tested in their relationship against 

the dependent variable Brand Recommendation. The hypotheses were accepted as their significance 

values were below p<0.001. All independent variables showed positive influence on the dependent 

variable. The strongest contribution to predicting the relationship of Brand Recommendation was 

found in the Customer Based Brand Equity with a Beta of 0.820, which was a combination of the 

independent variables Brand Knowledge, Brand Image, Brand Personality, Brand Interest, and 

Brand Commitment. The R Square values of model 4 and 5 scored a high value of 0.676, showing 

that 67.6% of the variance of Brand Recommendation are explained by Customer mind-set and 

Customer Based Brand Equity.   

Variables Model 1 Model 2 Model 3 Model 4 Model 5 

Intercept 1.602*** -0.297 -2.781**** -1.799**** -1.685**** 
Control Variables Beta Beta Beta Beta Beta 
  (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) 
Football Fan Strength 0.151**** 0.056 -0.038 -0.003 0.001 
 (0.056) (0.036) (0.038) (0.035) (0.034) 
League most following 0.218**** -0.046* 0.068** -0.015 -0.019 
 (0.035) (0.024) (0.023) (0.022) (0.022) 
Frequency watching 0.077* 0.05* 0.003 0.023 0.025 
 (0.055) (0.035) (0.036) (0.033) (0.033) 
Frequency travelling 0.081* 0.022* 0.038 0.024 0.024 
 (0.062) (0.040) (0.041) (0.038) (0.038) 
Paying for watching 0.067* 0.045* 0.058* 0.049* 0.049* 
 (0.147) (0.095) (0.097) (0.088) (0.088) 
Gender -0.038 -0.016 0.000 -0.006 -0.006 
 (0.263) (0.170) (0.174) (0.159) (0.159) 
Age 0.004 -0.03 -0.012 -0.024 -0.025 
 (0.053) (0.034) (0.035) (0.032) (0.032) 
       
Independent Variables       
H6: The Brand Commitment of the Bundesliga has  
a positive impact on the Brand Recommendation  0.786**** 0.461****  

  (0.031)  (0.048)  
H7: The Customer mind-set of the Bundesliga has 
 a positive impact on the Brand Recommendation  0.770**** 0.402****  

   (0.042) (0.065)  
    		 	
H8: The Customer Based Brand Equity of the  
Bundesliga has a positive impact on the Brand 
Recommendation  

		 0.820**** 

    		 (0.035) 
    		 	
R square 0.105 0.627 0.613 0.676 0.676 
Adjusted R square 0.097 0.624 0.609 0.673 0.673 
R Square Change 0.105 0.523 0.508 0.572 0.571 
*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, (N=805)      

 
Table 10: Regression on Brand Recommendation 
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The detailed results of H9, H10, H11, and H12 are listed in table 11 below. Here, the independent 

variables were Brand Commitment, Brand Recommendation, Customer mind-set, and Customer 

Based Brand Equity, which were tested in their relationship against the dependent variable Brand 

Potential Sales. The hypotheses were accepted as their significance values were below p<0.001. All 

independent variables showed positive influence on the dependent variable. The strongest prediction 

to the relationship of Brand Potential Sales was found in the Customer Based Brand Equity variable 

with a Beta of 0.753. The R Square value of model 4 scored a high value of 0.626, showing that 

62.6% of the variance of Brand Potential Sales are explained by Brand Commitment, Brand 

Recommendation, and Customer mind-set.  

Variables Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 

Intercept 1.689*** -0.065 0.588 -2.235**** -0.697* -1.307*** 
Control Variables Beta Beta Beta Beta Beta Beta 
  (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) 
Football Fan Strength 0.115*** 0.027 0.011 -0.055** -0.018 -0.022 
 (0.055) (0.039) (0.04) (0.041) (0.037) (0.038) 
League most following 0.210**** -0.035 0.059** 0.075*** -0.007 -0.008 
 (0.034) (0.025) (0.025) (0.026) (0.024) (0.024) 
Frequency watching 0.057 0.031 0.003 -0.01 0.003 0.009 
 (0.054) (0.038) (0.039) (0.040) (0.035) (0.037) 
Frequency travelling 0.146**** 0.092**** 0.090**** 0.108**** 0.086**** 0.094**** 
 (0.061) (0.043) (0.044) (0.045) (0.040) (0.042) 
Paying for watching -0.046 -0.066*** -0.092**** -0.054** -0.078*** -0.063** 
 (0.145) (0.101) (0.104) (0.106) (0.095) (0.098) 
Gender -0.031 -0.011 -0.005 0.003 -0.001 -0.002 
 (0.260) (0.182) (0.187) (0.190) (0.170) (0.176) 
Age -0.014 -0.046* -0.017 -0.028 -0.034 -0.041* 
 (0.053) (0.037) (0.038) (0.038) (0.034) (0.036) 
        
Independent Variables        
H9: The Brand Commitment of the Bundesliga  
has a positive impact on the Brand Potential Sales  0.730****  0.341****  

  (0.033)   (0.057)  
H10: The Brand Recommendation of the Bundesliga  
has a positive impact on the Brand Potential Sales 0.692**** 0.296****  

   (0.025)  (0.038)  
H11: The Customer mind-set of the Bundesliga has  
a positive impact on the Brand Potential Sales   0.694**** 0.194****  

    (0.046) (0.074)  
        
H12: The Customer Based Brand Equity of the  
Bundesliga has a positive impact on the Brand  
Potential Sales  

   0.753**** 

       (0.038) 
        
R square 0.116 0.568 0.545 0.529 0.626 0.597 
Adjusted R square 0.109 0.563 0.540 0.525 0.621 0,593 
R Square Changed 0.116 0.451 0.429 0.413 0.509 0.481 
*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, (N=805)      

 
Table 11: Regression on Brand Potential Sales 
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The detailed results of H13, H14, H15, and H16 are listed in table 12 below. Here, the independent 

variables were Brand Commitment, Brand Recommendation, Customer mind-set, Customer Based 

Brand Equity, and Brand Interest which were tested in their relationship against the dependent 

variable Company Based Brand Equity. The hypotheses were accepted as their significance values 

were below p<0.001. All independent variables showed positive influence on the dependent variable. 

The highest contribution to predicting the relationship of Company Based Brand Equity was found in 

the Customer Based Brand Equity with a Beta of 0.848. The R Square value of model 5 scored a high 

value of 0.734, showing that 73.4% of the variance in Company Based Brand Equity are explained 

by Customer Based Brand Equity. Further, the R Square value of model 6 was 0.639, indicating that 

63.9% of the variance of Company Based Brand Equity are explained by Brand Interest.  

Variables Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 

Intercept 1.646*** -0.181 -2.508**** -1.512**** -1.496**** -0.149 
Control Variables Beta Beta Beta Beta Beta Beta 
  (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) (Std. Error) 
Football Fan Strength 0.143**** 0.045** -0.050** -0.012 -0.011 -0.022 
 (0.051) (0.031) (0.033) (0.029) (0.028) (0.033) 
League most following 0.23**** -0.044* 0.077**** -0.014 -0.015 0.106**** 
 (0.032) (0.020) (0.020) (0.019) (0.018) (0.021) 
Frequency watching 0.072* 0.044* -0.003 0.018 0.018 0.065** 
 (0.050) (0.030) (0.031) (0.028) (0.028) (0.032) 
Frequency travelling 0.122*** 0.061*** 0.078 0.063*** 0.063*** 0.047** 
 (0.057) (0.034) (0.036) (0.032) (0.032) (0.037) 
Paying for watching 0.011 -0.011 0.002**** -0.007 -0.007 0.002 
 (0.134) (0.080) (0.084) (0.074) (0.074) (0.086) 
Gender -0.038 -0.015 0.001 -0.004 -0.005 0.006 
 (0.241) (0.144) (0.151) (0.133) (0.133) (0.155) 
Age -0.005 -0.041* -0.022 -0.035* -0.035* -0.018 
 (0.049) (0.029) (0.031) (0.027) (0.027) (0.031) 
Independent Variables    		 	  
H13: The Brand Commitment of the  
Bundesliga has a positive impact on the 
Company Based Brand Equity 

0.817****  0.506****  

  (0.026)  0.041   
H14: The Customer mind-set of the Bundesliga  
has a positive impact on the Company  
Based Brand Equity  

0.789**** 0.385****   

   (0.037) 0.054   
    		 	  
H15: The Customer Based Brand Equity of the  
Bundesliga has a positive impact on the  
Company Based Brand Equity 

  0.848**** 

      (0.029)  
        
H16: The Brand Interest of the Bundesliga has a  
positive impact on the Company Based Brand Equity      0.759**** 

       0.023 
        
R square 0.123 0.689 0.657 0.734 0.734 0.639 
Adjusted R square 0.116 0.686 0.654 0.731 0.731 0.636 
R Square Change 0.123 0.565 0.534 0.610 0.610 0.516 
*p<0.10; **p<0.05; ***p<0.01; ****p<0.001, (N=805)       

Table 12: Regression on Company Based Brand Equity 
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5.5 Additional Findings 

The following sub-chapter presents some additional findings, which were made while working on the 

analysis. The additional findings show very interesting and important general findings of the 

perceived Brand Equity of the Bundesliga in the Swedish market.   

In the case of this study, it was measured whether the football league being followed most had an 

impact on the variables of the Bundesliga's potential sales. The ANOVA analysis helped to answer 

the following three questions:   

(1) Is there a difference in willingness to pay for watching football matches of the Bundesliga on TV 
or online among the league followers?	

(2) Is there a difference in willingness to pay for merchandising products of the Bundesliga among 
the league followers?	

(3) Is there a difference in willingness to travel to watch matches of the Bundesliga among the league 
followers?	

To begin with, the significance levels between the groups were calculated below p<0.001 among all 

three potential sales variables. Thereafter, the calculation and comparison of mean values gave a 

proper understanding of the mean values among the groups (preferred league). The results showed 

that the people who already followed the Bundesliga most had the highest potential sales with a mean 

of 5.84 on the willingness to pay for watching Bundesliga matches on TV or online, 5.49 on the 

willingness to pay for merchandising products of the Bundesliga, and 6.23 on the willingness to travel 

to watch Bundesliga matches. In other words, the results confirmed that those who already followed 

the Bundesliga most were more likely to pay for watching Bundesliga, to pay for merchandising 

products, and to pay for traveling to see matches. Since all mean values were above 4, this group 

represented new potential customers of the Bundesliga. It was clearly visible that all other groups 

were not willing to either pay for watching Bundesliga matches on TV or online and were not willing 

to pay for merchandising products of the Bundesliga, as the means of all other groups were clearly 

below 4. However, there was a positive willingness to travel to watch Bundesliga matches among all 

groups, as all mean values were above 4. The results of the Ligue 1 followers had to be excluded, as 

a total amount of 2 answers only did not deliver representative results.    

Another ANOVA analysis was conducted to examine whether there is a difference in the Brand 

Interest among the league followers. The examined total brand interest variable was built as the sum 

of all 4 Brand Interest variables. The results indicated that there was a significant difference between 
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the league followers in their brand interest in the Bundesliga, as the significant level was calculated 

below p<0.001.  

Looking at the distribution of mean values among the league followers, it became clear that there was 

a strong total brand interest among all groups (4.58). The strongest total brand interest in the 

Bundesliga was examined among the Bundesliga followers (6.26), the second strongest among the 

Allsvenskan follower (4.88), and the third strongest among the Premier League followers (4.48). 

Again, the results of Ligue 1 followers could be excluded due to non-representative results from two 

respondents only. Finally, the results showed that the majority of people had a strong interest in the 

Bundesliga, which represented that people want to watch more Bundesliga matches.  
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6. Discussion 
This chapter presents a discussion of the empirical findings in relation to previous research within 

the field. 

To begin with, the study has shown that Sweden has a very football interested market, where 73.6% 

of the people watch football on TV or online at least every 2 to 3 days per week or more often. Further, 

since 81.8% of Swedish football fans travel to watch football matches at least once or twice per year 

and 35.7% of them travel even 3 times or more often per year, it can be stated that they like to travel 

for watching football matches a lot. Putting those results into relation with the findings that the 

Swedish people showed a great willingness to travel to watch Bundesliga matches, it becomes clear 

that there is a potential market for the Bundesliga to attract Swedish football fans to make them travel 

to Bundesliga matches. Another support for this is that very strong Brand Interest, Brand Image, 

Brand Personality, and Brand Satisfaction in the Bundesliga was found. All those highly rated factors 

represent the positive perception from Swedish football fans of the Bundesliga. Despite those very 

positive findings of the Bundesliga, the study also shows that there is rather little interest in paying 

for either watching Bundesliga matches on TV or online or buying merchandising products of the 

Bundesliga. This may be caused by the fact that 75.9% of the people were already paying for watching 

football on TV or online.  

To pick up the previously mentioned issue, whether the Bundesliga might be losing money due to 

difficult access or unavailability in Sweden, this study confirms this assumption as previous research 

within football highlighted the importance of being represented abroad (Bridgewater, 2010; 

Desbordes, 2006; Dobson & Goddard, 2001; Ratten & Ratten, 2011; Richelieu, 2008; Roberts et al., 

2016). Further, wherever a sport organization can find a potential fan base which has positive attitudes 

towards it, marketing strategies should be implemented in that market (Roberts et al., 2016). Like 

expected, the Bundesliga has a very positive image and Swedish football fans would consume more 

Bundesliga football if it was available in their current TV contracts. Surprisingly, this study shows 

that the majority of Swedish football fans would like to travel to Bundesliga matches, which uncovers 

a great potential market for the Bundesliga and travel agencies. Those findings are supported by 

Roberts et al. (2016) and Bridgewater (2010) who point out that nowadays it is easier than ever for 

sport organizations to acquire new customers on a global scale due to convenient travel possibilities. 

The measured Brand Interest results of this study clearly indicate that there is an above average 

interest in the Bundesliga in the Sweden. This interest could still be increased by improving the core 

value drivers for achieving international success (Desbordes, 2006; Woratchek et al., 2008).  



     
 

45 

First of all, it would be important that the Bundesliga becomes available in one of the biggest sports 

channel Viasat in Sweden, that is known for telecasting the major international football leagues 

(MTG, 2016). In regards to the core value drivers international achievements and international top 

stars, the Bundesliga is already positioned well, what the high values of Brand Image, Brand 

Personality, and Brand Satisfaction show. The findings of McKinsey's report (2015), confirming that 

the Bundesliga lacks in monetizing their international TV rights, and the findings of this study, 

showing that the Bundesliga is only followed by 8.7% of the people most, conform with another. 

However, this study has also shown that there is a high interest in the Bundesliga in Sweden, which 

supports the results from McKinsey's report (2015) that there is a lot of room for growth in 

international marketing activities of the Bundesliga. Moreover, the study also shows that the 

Bundesliga is the third most followed league in Sweden, after La Liga, and Premier League. 

The new brand equity model including Brand Interest as a variable and applying a football league as 

an object of investigation, which has been created and tested in this study, can be seen as valid and 

accepted. All hypotheses were accepted and confirmed the researchers' assumptions. The assumption 

that Brand Interest should be included in a brand equity model is heavily supported by the results of 

this study. It is statistically tested that Brand Interest has positive impacts on Brand Commitment and 

on Company based brand equity. Since the Company based brand equity is built of Brand 

Recommendation and Brand Potential Sales, it becomes clear that Brand Interest is positively 

affecting recommendations and potential sales of a brand. Moreover, the new model includes Brand 

Interest in the Customer mind-set with Brand Knowledge, Brand Image, and Brand Personality. The 

results also confirm that the new Customer mind-set also positively affects Brand Potential Sales and 

Company based brand equity. The results align with Shuv-Ami's (2016a; 2016b) findings, which 

confirmed that Customer mind-set will have a positive impact on the Brand Commitment and Brand 

Recommendation. Consequently, the results show that Brand Interest can and should be included in 

a brand equity model.  
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7. Conclusion 
This chapter extracts the main findings from the analysis and discussion in order to answer the 

purpose of the research. 

The purpose of this study was to examine the brand equity of the Bundesliga including Brand Interest 

in the Swedish market. Since Brand Interest is presumed to be a pre-demand stage of the individual's 

mind-set (Machleit et al., 1990;1993), the researchers suggested to include this variable as it should 

be addressed together with the other components prior to the establishment in a non-representative 

market. This study shows that the perceived brand equity of the Bundesliga in Sweden is very 

positive. The research shows very strong results in the rating of Brand Knowledge, Brand Image, 

Brand Personality, and Brand Satisfaction. The main idea of this study was to examine whether 

Brand Interest would be a significant contributor to Shuv-Ami's (2016a) marketing brand equity 

model. This study showed that Brand Interest is a significant variable for the marketing brand equity 

model since Brand Interest is positively related to all Brand Equity variables in this research. It has 

shown that both variables Customer mind-set and the Customer Based Brand Equity including Brand 

Interest have significant positive impact on Company Based Brand Equity. In addition to that, just 

Brand Interest also had a significant positive impact on Company Based Brand Equity. Further, this 

study has shown that there is a very strong interest for the Bundesliga in Sweden which consequently 

contributes to the brand equity of the Bundesliga in Sweden. Furthermore, in contrast to other studies 

like Shuv-Ami (2016a), this study successfully applied the marketing brand equity model in a new 

context, on a sports league level. Finally, this study presented an interesting market research for the 

Bundesliga in Sweden which could be important for the DFL and Bundesliga clubs, as well.  
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8. Implications, Limitations, and Further Research 
The main contributions of this research are presented in this chapter. It includes limitations of the 

study, managerial implications, and suggestions for further research.  

8.1 Managerial Implications 

This study has come to several important findings which are useful as a basis for further discussions 

about managerial implications. To begin with, the results of this study can be used by the DFL as a 

basis to evaluate a greater expansion to the Swedish market. As previously mentioned, the Bundesliga 

is an object of interest among Swedish football fans and hence, an increase of international marketing 

activities in Sweden could lead to an increase in revenue. Here, the best chance for the DFL to create 

more revenue would be to negotiate TV rights of the Bundesliga and join Viasat. Further, the results 

are also important to the Bundesliga clubs as they show new potential revenue streams for the clubs, 

as well. Due to the high interest in traveling to watch Bundesliga matches, it would be beneficial for 

the clubs to arrange cooperation with travel agencies and offer organized trips from Sweden to 

Germany including visits at Bundesliga matches. Especially geographically close clubs to Sweden 

like Hamburger SV, SV Werder Bremen, Hertha BSC Berlin, and VfL Wolfsburg and clubs with 

convenient flight connections like 1.FC Köln, Borussia Dortmund, and FC Bayern München should 

think about cooperation with travel agencies to offer weekend football trips. In that case, this study 

would also be interesting for travel agencies. If the football clubs cooperate with travel agencies 

offering various football trips and making it easily available, it could lead to a new business area by 

selling Bundesliga related trips to Swedish people since they showed a great interest in traveling to 

matches. Eventually, this may also lead to an increased revenue in terms of sales of merchandise 

products as memorabilia and returning customers who want to experience the atmosphere again. Also, 

the theoretical framework and survey of this study can be used by any sports league or club to examine 

any desired market.    

  

8.2 Theoretical Implications 

This research contributes to the academic literature in mostly two ways, namely theory and context 

wise. As previously mentioned, this research extended Shuv-Ami's (2016a) marketing brand equity 

model with the concept of Brand Interest. Originally, the model was tested in the context of club 

level. However, this extended version of the marketing brand equity model was applied to the league 

level of the Bundesliga which tested the framework in a new context. With the addition of Brand 

Interest, it could unveil the attitudes towards the pre-demand stage of the league in question that is 
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interested in examining a specific market. Further, this study applies the marketing brand equity 

model on a possible market entry stage instead of applying it to an already established market.  

 

8.3  Limitations  

The results of this study faced some limitations in the data collection process. First, the respondents 

of the survey were mostly male participants, which might have led to biased results. However, the 

survey was equally available for women and men, but men showed a higher interest in participating 

and filling out the survey. Second, the majority respondents were 29 years old or younger, which led 

to the fact that the age group 30+ was not respectively represented. And third, the data collection was 

entirely based on Swedish football fans only, which suited the purpose of the study but might have 

led to biased results. Nevertheless, the results of this study were found to be strongly generalizable 

as the sample size of 805 survey respondents built a representative ground.  

 

8.4 Further Research 

As this research was derived from a paper about brand equity in club organizations, and it has been 

positively statistically tested on a league level, the study can be applied to any league or club also 

within football. As this research regarded brand equity of the Bundesliga in Sweden in a quantitative 

manner, this study can be followed up with a qualitative approach to unveil deeper information that 

might have not been grasped by a pure quantitative study. In addition to this study, qualitative research 

would aid in understanding what strategic decisions and marketing activities can be undertaken to 

raise the interest in a specific context. Furthermore, the model can be tested on a completely different 

sport also, on both league- and club level. That could for example involve clubs within the National 

Football League (NFL), the National Basketball Association (NBA), or any other sport that is 

interested in examining the brand equity as well as the interest in a specific context. Lastly, if the 

framework of this research is to be applied to a market where the sports organization in question is 

not established yet, the Brand Loyalty, that is a sub-variable of Brand Commitment, can be excluded. 

This may be done as the loyalty results are expected to be very low in not established markets.   
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Appendix 2: Operationalization 

Brand Equity Operational definition of 
variable  

Original items (Shuv-
Ami, 2016b) 

Adapted items Scale type 

"[…] a set of brand 
assets and liabilities 
linked to a brand, its 
name and symbol, that 
add to or subtract from 
the value provided by a 
product or service to a 
firm and/or to that 
firm's customers." 
(Aaker, 1991, p.15) 

Brand knowledge "[…] 
represents the information 
that the customer acquired 
about a specific brand." 
(Shuv-Ami, 2016a, p.712) 

Please rate how much you 
know overall (products, 
services, promotional 
activates and 
advertisements) about the 
cellular provider brand 
you most often use. 

(1) Please rate how much 
you know overall about the 
Bundesliga. 
(2) Please rate how much 
you know overall about the 
players in the Bundesliga. 
(3) Please rate how much 
you know overall about the 
current results of the 
Bundesliga. 

1 nothing at all -   
7 definitely knowing a 
lot 

 Brand image "[…] represents 
the customer's overall 
perception of brand 
attributes" (Shuv-Ami, 
2016a, p.713) 

(1) A quality company. 
(2) With attractive prices. 
(3) With quality cellular 
network. 
(4) Flexible company.  
(5) With advanced, quality 
service. 
(6) With caring empathetic 
service.  
(7) With attractive 
promotions.  
(8) Reliable – trustworthy 
(9) Innovative. 
(10) With satisfied 
customers.  
(11) Contributes to 
society. 

I consider the Bundesliga 
to... 
 
(1) be a good football 
league. 
(2) play attractive football. 
(3) have good players. 

1 disagree - 7 agree  

 Brand personality "[…] is 
defined as "the set of human 
characteristics associated 
with the brand (Aaker, 1997, 
p.347)" (as cited in Shuv-Ami 
2016a, p.713) 

(1) Considerate, pleasant, 
empathic.  
(2) Young, up-to-date and 
daring. 
(3citing and desirable.  
(4) Calculated and sincere. 
(5) Wise, successful and a 
leader. 
(6) Professional, reliable 
and providing confidence. 

I consider the Bundesliga 
to be... 
 
(1) popular.  
(2) exciting. 
(3) successful. 

 

 Brand commitment "[…] "the 
degree of overall attachment 
or bond that customers have 
toward a preferred brand with 
which they desire to continue 
a valued relationship by re-
using, re-buying and re-
patrionizing" (Shuv-Ami 
2016a, p.714) 

Satisfaction: 
(1) I am satisfied with my 
main cellular phone 
provider.  
(2) I am satisfied with the 
way my main cellular 
phone provider meets my 
expectations.  
(3) I am satisfied with the 
way my main cellular 
phone provider fits my 
needs. 
 
Involvement: 
(1) I am involved and 
interested in my main 
cellular provider.  
(2) My main cellular 
phone provider is 
meaningful and important 
to me.  
(3) I am emotionally 
attached and involved with 
my cellular phone provider 
brand.  
 
Loyalty: 
(1) I consider myself to be 
loyal to my main cellular 
phone provider.  
(2) I will not purchase 
another brand on sale, 

Satisfaction: 
(1) I am satisfied with the 
Bundesliga.  
(2) I am satisfied with the 
way the Bundesliga meets 
my expectations of a 
football league.  
(3) I am satisfied with the 
way the Bundesliga fits my 
requirements of a football 
league. 
 
Involvement: 
(1) I am involved and 
interested in the 
Bundesliga. 
(2) The Bundesliga is 
meaningful and important 
to me.  
(3) I am emotionally 
attached to the Bundesliga. 
 
Loyalty: 
(1) I consider myself to be 
loyal to the Bundesliga.  
(2) If the Bundesliga is 
available, it will be the 
only football league I 
watch.  
(3) If the Bundesliga gives 
me exactly what I want, it 
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even if my main cellular 
phone provider is not on 
sale.  
(3) I will not change to 
another phone provider 
even if my main cellular 
phone provider will not 
give me exactly what I 
want.  
 
Relative performance: 
(1) My main cellular 
phone provider has better 
quality than competing 
brands.  
(2) In most of the 
important and functional 
attributes, my main 
cellular phone provider is 
better than competing 
brands.  
(3) My main cellular 
phone provider has 
advantages that other 
competing cellular phone 
providers don't have. 

will be the only football 
league I watch. 
 
Relative performance: 
(1) The Bundesliga has 
better football quality than 
other football leagues.  
(2) The Bundesliga has 
better performances than 
other football leagues.  
(3) The Bundesliga has 
advantages that other 
football leagues do not 
have. 

 Brand recommendation 
"Positive word-of-mouth 
reflects user brand 
recommendations." (Shuv-
Ami, 2016a, p.714) 

Please rate how likely are 
you to recommend the 
brand you most often use. 

(1) I am likely to 
recommend the Bundesliga 
for others to watch.  
(2) I am likely to tell my 
friends about the 
Bundesliga.  
(3) I am likely to share my 
experiences about the 
Bundesliga with others. 

 

 Brand market share "[…] 
represents the current sales 
and standing of the brand in 
the market." (Shuv-Ami, 
2016a, p.715) 

What is the cellular 
provider brand you most 
often use? 

What is the football league 
you are most often 
following? 

 

 Brand potentials sales and 
market share "[…] reflects 
future sales and standing in 
the market." (Shuv-Ami, 
2016a, p.715) 

 (1) I am willing to pay for 
watching football matches 
of the Bundesliga on TV or 
online. 
(2) I am willing to pay for 
merchandising products of 
the Bundesliga teams. 
(3) I am willing to travel to 
watch matches of the 
Bundesliga. 

 

 "Brand interest is defined as 
the level of interest or 
intrigue the consumer has in 
the brand and the level of 
curiosity s/he has to inquire 
or leam more about the 
brand." 
(Machleit et al., 1990)* 

(1) I'd like to know more 
about ___.  
(2) Learning more about 
___ would be useless.  
(3) I am intrigued by ___. 
(4) I'm a little curious 
about ___. (Machleit et al., 
1990)* 

(1) I would like to watch 
more Bundesliga matches.  
(2) Watching more 
Bundesliga matches could 
be entertaining.  
(3) I am intrigued by the 
Bundesliga. 
(4) I am curious about the 
Bundesliga. 

 

*The operational definition of the variable Brand Interest and the original item were taken from Machleit et al. (1990) 
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Appendix 3: Gender of survey participants 

Gender Number Percentage 
Male 774 96.1% 
Female 27 3.4% 
Prefer not to say 4 0.5% 

 Total number: 805 Total percentage: 100% 
 

Appendix 4: Age groups of survey participants 

Age Number Percentage 
Under 18 258 32.0% 
18-24 365 45.3% 
25-29 122 15.2% 
30-34 32 4.0% 
35-39 14 1.7% 
40-44 5 0.6% 
45-49 2 0.2% 
50+ 7 0.9% 

 Total number: 805 Total percentage: 100% 
 

Appendix 5: Survey participants who currently pay for watching football on TV or online 

Currently paying for football channels Number Percentage 
Yes 611 75.9% 
No 194 24.1% 
 Total number: 805 Total percentage: 100% 

 

Appendix 6: Frequency of participants travelling to watch football matches 

Frequency for travelling to watch football matches Number Percentage 
Never 147 18.3% 
Once or twice per year 371 46.1% 
Three or four times per year 123 15.3% 
More than five times per year 164 20.4% 
 Total number: 805 Total percentage: 100% 

 

Appendix 7: Frequency of survey participants watching football on TV or online 

Frequency for watching football Number Percentage 
Once a month or less 34 4.2% 
Once every two weeks or less 40 5.0% 
Once a week 138 17.1% 
Once every 2-3 days 318 39.5% 
Once a day 142 17.6% 
Several times a day 133 16.5% 
 Total number: 805 Total percentage: 100% 

 

  



     
 

58 

Appendix 8: League preferences of survey participants 

League preference Number Percentage 
Premier League 472 58.6% 
La Liga 131 16.3% 
Ligue 1 2 0.2% 
Serie A 67 8.3% 
Bundesliga 70 8.7% 
Allsvenskan 54 6.7% 
Other 9 1.1% 
 Total number: 805 Total percentage: 100% 

 

 

Appendix 9: ANOVA Analysis among League Followers for Brand Potential Sales 

Variable   
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Willingness to pay for watching 
Bundesliga matches on TV or online 

Between 
Groups 

590.858 6 98.476 27.302 0.000 

Within Groups 2878.280 798 3.607     
Total 3469.138 804       

2 Willingness to pay for merchandising 
products of the Bundesliga 

Between 
Groups 

527.151 6 87.858 25.180 0.000 

Within Groups 2784.360 798 3.489     
Total 3311.511 804       

3 Willingness to travel to watch Bundesliga 
matches 

Between 
Groups 

183.977 6 30.663 7.249 0.000 

Within Groups 3375.335 798 4.230     
Total 3559.312 804       
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Appendix 10: Mean Comparison among League Followers regarding Brand Potential Sales  

Variable 
Preferred 

League N Mean 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 

1 Willingness to pay for watching 
Bundesliga matches on TV or online 

Premier League 472 2.93 2.76 3.10 
La Liga 131 2.69 2.37 3.00 
Ligue 1 2 1.00 1.00 1.00 
Serie A 67 2.78 2.28 3.28 
Bundesliga 70 5.84 5.42 6.27 
Allsvenskan 54 3.31 2.74 3.89 
other 9 2.00 0.67 3.33 
Total 805 3.14 3.00 3.28 

2 Willingness to pay for merchandising 
products of the Bundesliga  

Premier League 472 2.69 2.53 2.86 
La Liga 131 2.61 2.30 2.92 
Ligue 1 2 4.00 -34.12 42.12 
Serie A 67 2.36 1.93 2.79 
Bundesliga 70 5.49 5.03 5.94 
Allsvenskan 54 3.24 2.65 3.83 
other 9 2.67 0.86 4.47 
Total 805 2.93 2.79 3.07 

3 Willingness to travel to watch Bundesliga 
matches 

Premier League 472 4.59 4.40 4.78 
La Liga 131 4.55 4.17 4.93 
Ligue 1 2 4.00 -34.12 42.12 
Serie A 67 4.49 3.98 5.00 
Bundesliga 70 6.23 5.87 6.59 
Allsvenskan 54 5.11 4.57 5.65 
other 9 4.44 2.52 6.37 
Total 805 4.75 4.60 4.89 

 

Appendix 11: ANOVA Analysis among League Followers for Brand Interest 

Variable   
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Total Brand Interest 

Between 
Groups 

244.747 6 40.791 18.934 0.000 

Within Groups 1719.195 798 2.154     
Total 1963.942 804       

 

 

Appendix 12: Mean Comparison among League followers regarding Total Brand Interest 

Variable 
Preferred 

League N Mean 
95% Confidence Interval for Mean 
Lower Bound Upper Bound 

1 Total Brand Interest 

Premier League 472 4.48 4.34 4.61 
La Liga 131 4.16 3.88 4.44 
Ligue 1 2 3.25 -18.99 25.49 
Serie A 67 4.27 3.94 4.61 
Bundesliga 70 6.26 6.02 6.50 
Allsvenskan 54 4.88 4.53 5.22 
other 9 3.97 2.62 5.33 
Total 805 4.58 4.47 4.69 
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Appendix 13: Survey 

Question Possible Answers 
Are you a football fan? Yes / No  
Please rate how much you know overall about the Bundesliga. 1 nothing at all / 7 

definitely knowing a lot Please rate how much you know overall about the players in the Bundesliga. 
Please rate how much you know overall about the current results of the Bundesliga. 
I consider the Bundesliga to…  
… be a good football league. 

1 disagree / 7 agree 

… play attractive football. 
… have good players. 
I consider the Bundesliga to be… 
… popular. 
… exciting. 
… successful. 
 
I am satisfied with the Bundesliga. 
I am satisfied with the way the Bundesliga meets my expectations of a football league.   
I am satisfied with the way the Bundesliga fits my requirements of a football league. 
I am involved and interested in the Bundesliga. 
The Bundesliga is meaningful and important to me. 
I am emotionally attached to the Bundesliga. 
I consider myself to be loyal to the Bundesliga. 
If the Bundesliga is available, it will be the only football league I watch.   
If the Bundesliga gives me exactly what I want, it will be the only football league I watch. 
The Bundesliga has better football quality than other football leagues. 
The Bundesliga has better performances than other football leagues. 
The Bundesliga has advantages that other football leagues do not have. 
I am likely to recommend the Bundesliga for others to watch. 
I am likely to tell my friends about the Bundesliga.   
I am likely to share my experiences about the Bundesliga with others.   
I am willing to pay for watching football matches of the Bundesliga on TV or online. 
I am willing to pay for merchandising products of the Bundesliga teams. 
I am willing to travel to watch matches of the Bundesliga.   
I would like to watch more Bundesliga matches.   
Watching more Bundesliga matches could be entertaining.   
I am intrigued by the Bundesliga. 
I am curious about the Bundesliga. 
Please rate how much you consider yourself to be a fan of football.   1 not much / 7 very much 

What is the football league you are most often following?   

Premier League / La Liga / 
Ligue 1 / Serie A / 
Bundesliga / Allsvenskan / 
Other   

How often do you watch football online or on TV?   

once a month or less / once 
every two weeks or less / 
once a week / once every 
23 days / once a day / 
several times a day   

How often do you travel to watch football live in a stadium setting? 

never / once or twice per 
year / three or four times 
per year / more than five 
times per year  

Do you pay for watching Football on TV or online? Yes / No 

What is your gender? Male / Female / Prefer not 
to say 

To which age group do you belong? 
under 18 / 1824 / 2529 / 
3034 / 3539 / 4044 / 
4549 / 50+  

Do you live in Sweden Yes / No 

 


