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Abstract  

The last decades sport sponsorship has grown into a massive industry. This has given 

marketers unique opportunities and challenges to develop their brand strategy in order to 

stay competitive. Although the increasing research made within sport sponsorship, 

marketing researchers is just in the beginning of understanding the full effects of it. There 

is still a gap within this research field in Sweden and the rest of Europe. Though, 

researchers have found common desired brand objectives for using sport sponsorships 

which are called the sponsorship portfolio. 

 

The purpose of this study is to investigate companies’ perception and use of sport 

sponsorship. The purpose will also be to investigate how well companies’ use of sport 

sponsorship match with their customers perceptions of it.  

 

This study is based on a qualitative multiple case study using a semi-structured interview 

technique. Two companies, Craft and Team Sportia, were interviewed with five different 

managers to investigate their perception of sport sponsorship. Two focus groups, one on 

each company, where conducted in order to compare the results of the interviews. The 

study will be limited to the Swedish sport sponsorship market.  

 

In the case of Craft, findings indicate that Crafts sport sponsorship strategy is in overall 

congruence with the most important brand objectives using sponsorship in the theory. 

Though are the focus group perception of Crafts sport sponsorship and their brand not 

quite as consistent as company want to reflect. Results from the case of Team Sportia 

reveal that they could be seen as a company with a positive brand image. The brand itself 

is perceived as less strong than their competitors by the focus group due to weak perceived 

brand awareness. New findings in this study are Crafts product development through sport 

sponsorship as well as the message of brand familiarity through Team Sportias sport 

sponsorship. 
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1. Introduction 
_________________________________________________________________________ 

This Bachelor Thesis is focused on brand strategy and sport sponsorship. More precisely, 

it is focused on the perception and use of sport sponsorship and how this is perceived by 

their customers. The initial aim of the paper is to provide the reader with an introduction 

and to create an understanding of the importance of sport sponsorship. The chapter begins 

with background information about last decades development of sport sponsorship which 

will be followed by a research gap within the problem discussion.. Purpose, delimitation, 

objectives and outline of the thesis is finally presented. 

_________________________________________________________________________ 

1.1 Background 

Developing brands in today's competitive marketing environment puts high pressure on 

marketers (Cliffe and Motion, 2005). The use of a well-structured brand strategy is 

therefore essential in order remain competitive (Gromark and Melina, 2011). A brand 

strategy is important in order to understand the underlying principles for building a strong 

brand (Keller, 2003).  One brand strategy is the use of sport sponsorship which could 

improve companies’ performance in form of strengthens its brand and increase sales 

(Gromark and Melina, 2011). Although the company has a well-defined sport sponsorship 

strategy, there is no warranty of being perceived as the same way the company wants to 

(Keller, 2003). 

 

Research of sport sponsorship has been done and common desired brand objectives have 

been discovered, i.e. motives for using sport sponsorship. These brand objectives could be 

explained by the sport sponsorship portfolio, where brand image/personality, brand 

loyalty/experience, brand awareness and goodwill all together are determinants of the 

company’s brand equity (Chien et al, 2011; O'Reilly and Madill, 2012). However, since the 

study above presented those results in a case study, the authors of this thesis made a 

literature review in order to find a more general perception of the most common brand 

objectives. The review was conducted with 30 articles within the field of sport sponsorship. 

According to table 1 in chapter two, the most common objectives of sport sponsorship are 

brand image, brand loyalty, brand association, brand personality and goodwill.  
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For many years, sport sponsorships have been recognized as a necessary function in 

marketing and as a separate subject of research for over a decade (Cornwell & Maignan, 

1998; Gwinner, 1999; McDaniel, 1999). Over the past thirty years, sponsorship has 

evolved from a small–scale activity in a limited number of industrialized countries to a 

major global industry (Meenaghan, 1998; Lagae, 2003) Today sport sponsorship itself 

stands for approximately 60 percent of all sponsorships (O’Reilly and Madill, 2012). It can 

be hard to understand the size and how much money spent within the sport sponsorship 

industry. For example, the soccer's World Cup tournament 2006, FIFA’s main sponsors 

paid over $100 million each to be a part of the tournament (reuters.com
1
).  On top of that 

11 international companies who sponsor the Olympic Games in 2008 have paid nearly $1 

billion for the chance to market their products during the games (reuters.com
2
). Nowadays 

sport sponsorship is more important than ever, in order to keep up with competitors. It has 

now become one of the fastest growing marketing trends (Smith, 2004). 

 

Sweden is a wealthy country with a GDP of 900 billion SEK and GDP per capita of 370 

000 SEK (SCB.se)
3
. Further, Sweden has a well-developed sports industry, both in 

individual and in event sponsorships. The Swedish sport sponsorship market is rapidly 

growing with an increase of 7.6 % in sponsorship expenditures in 2011. Thus, it makes 

sponsorship larger than expenditures of TV-commercials. Together with event marketing is 

sponsorship the largest growing part in the advertising industry (www.sefs.se)
4
. The total 

advertising expenditures in 2011 were 66.2 billion SEK. In the same year sponsorship 

investment were 5.8 billion SEK and 8.8% of the total media expenditures in Sweden 

(www.sefs.se)
5
. Sponsorship was accounted as the third largest section apart from 

production costs as an advertising expenditure. Therefore is the sponsorship industry a 

substantial part of the marketing spends. Figure 1 illustrates the latest industry statistics 

reflecting the different expenditures of advertisement in Sweden 2011
6
. 

                                                
1 http://www.reuters.com/article/2010/06/02/us-advertising-worldcup-idUSTRE6513LG20100602 

 
2 http://www.reuters.com/article/2012/03/08/olympics-money-idUSL5E8E86ZT20120308 
3 http://www.scb.se/Pages/FigureList____3999.aspx 
4 http://www.sefs.se/statistik 
5 http://www.sefs.se/statistik 
6 http://www.sefs.se/nyheter/20120413/reklamkakan2011 
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Figure 1: The total advertising expenditures in Sweden 2011  

 

1.2 Problem discussion 

Researchers have found that companies tend to have problem in finding and understanding 

the value of using sponsorship efficiently (Smith, 2004; Cliffe and Motion, 2005). This 

could be explained of the fact that sport sponsorship is for the most parts intangible, 

unpredictable and difficult to control (Lagae, 2003). Since it is difficult to measure the 

effects of sponsorship it is important to reach the right stakeholders in order to avoid sport 

sponsorship becoming a one-way communication (Karaszi, 2004). This could occur when 

companies are trying to convey a message to their stakeholders without getting any 

feedback in return. Dealing with these problems could be seen as time, manpower and 

knowledge demanding (Roos and Algotsson, 1996). 

 

Statements about lack of knowledge in how sponsorship works as an promotion tool 

remains unsolved (Pope, 1998). Therefore, there is a need of further thoroughly empirical 

studies of investigating sport sponsorships in order to create a more widely accepted model 
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of this brand strategy (Kinney and McDaniel, 1996). In Europe and Sweden, sport 

sponsorship into sport marketing is still a very new area of research (Lagae, 2003; Lee, 

1997).  Further on, when companies are using sport sponsorship as a brand strategy it is 

essential that the sponsoring projects or events fit the main objective and goals that the 

company stands for (Cliffe and Motion, 2005). There has to be a plan and strong motives 

when using this brand strategy and several companies spend large sums of money into 

sport sponsorships. Though, only a little part of the money invested is spent in a conscious 

and disciplined manner (Haywood, 1998). Therefore, it is important that the sponsored 

entity appeals to the sponsor's target market (Gwinner and Eaton, 1999) However, it is 

quite impossible to calculate and measuring the effects of sponsorships when no explicit 

brand objective has been set for the activity. Regardless of brand objective obtained, it is 

important that the sponsoring objects are associated and related in a positive way (Cliffe 

and Motion, 2005). 

 

There is limited research on how managers assess the ability of sponsorship to fulfill 

specific brand objectives (Henseler, 2011) The brand objectives are significantly important 

to be aware of as they could contribute to a companies currently brand strategy (Cliffe and 

Motion, 2005). There is also a risk if the company will not try to achieve specific brand 

objectives, as the company then will find it hard to use the right brand strategy. It could 

also be hard to find the most efficient target group in order to increase their market share as 

much as possible (Ibid).  

 

Gathering knowledge about how to use sport sponsorship have become increasingly 

important as well as the ability to match a company’s desired brand objectives with their 

target group (Cliffe and Motion, 2005).  Cliff and Motion (2005) made a study in New 

Zeeland about using sport sponsorship in order to achieve specific brand objectives. 

Studies within the sport sponsorship field have been done, but not in Sweden. Therefore, 

there is a research gap within this area. The authors do believe that this type of research 

could contribute with efficient use of sport sponsorship, especially from a geographical 

perspective. 
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1.3 Purpose 

 

 

 

 

 

 

1.4 Delimitations 

This study is conducted from a company's perspective and the authors will focus on the 

company’s brand and not the brand of their products. Since the empirical investigations are 

made within a regional area, the authors will take this into consideration. Since the 

investigated companies already are well established into the field of sponsorships, the 

authors will analyze how they perceive and use sport sponsorship, and how they could 

achieve specific brand objectives. The main purpose is not to find if there are other brand 

objectives for using sport sponsorship. However, if other brand objectives are found, the 

authors will take this in consideration. The study will investigate companies’ perception 

and use sport sponsorship and if it reflects the study’s literature review. This study is 

limited to Sweden; this is because Sweden has a well-developed economy and well 

developed sport teams, athletes and events. Further, Sweden is also the most optimal 

country for the authors to carry out a case study because of accessibility and language 

benefits. Also, the generalizing of the conclusions does only take the selected companies 

into account within this study.   

 

The purpose of this study is to investigate companies’ perception and use of sport 

sponsorship. The purpose will also be to investigate how well companies’ use of 

sport sponsorship match with their customers perceptions of it. 
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1.5 Objectives and outline of the thesis 

 

 

 

 

 

  

Chapter one brings up the chosen 

subject of the study. Further it 

discusses the size and background of 

the sport sponsorship area. At last, it 

brings up the research gap within the 

sport sponsorship area which leads to 

the purpose and the limitations. 
Chapter two brings up the literature 

review, which includes the theories 

that lay the foundation for the 

research. The chapter also identifies 

the research gap the study is based 

on. 
In chapter three the research 

discussion and the research questions 

are presented.  

Chapter six presents the analysis of 

the two cases from the empirical 

data.  

In chapter five the empirical data is 

presented from two different cases. 

The empirical data is presented case 

by case.  

Chapter four is the methodology 

chapter. Here the authors present the 

methodology and perspectives used 

in this qualitative thesis. Further the 

operationalization is presented which 

the questionnaires is based on. 

Chapter 1. 

Chapter 2. 

Chapter 4. 

Chapter 3. 

Chapter 6. 

Chapter 5. 

In chapter seven the conclusion is 

presented. Further theoretical and 

managerial implications, limitations of 

the study and at last suggestions for 

further research are presented.  

Chapter 7. 

Fig. 2: The figure describes the objectives and outline of the thesis in a graphical 

presentation 
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2. Literature review 
_________________________________________________________________________

This chapter begins dealing with the concept of sponsorship and sport sponsorship. This 

part will later be followed by brand, brand strategy and brand objectives in sport 

sponsorship. The five brand objectives; brand awareness, brand image, brand loyalty, 

brand association, brand personality and goodwill will lastly be presented.  

_________________________________________________________________________ 

2.1 Sponsorship 

According to Walliser (2003), there is no general accepted definition of sponsorship. 

However, sponsorship could be defined as cash investment in order to make sure that the 

sponsor’s access to the commercial associates with that event, team or person (Fahy at al., 

2004; Tsiotsou, 2011). Corporate sponsorship could also be defined as a firm’s provision 

of assistance, either financial or in kind, to an activity for achieving commercial objectives 

(Sirgy at al., 2007). 

 

According to Cliffe and Motion (2005) sponsorship is a different type of advertising 

medium than other more traditional marketing channels. It is a marketing communication 

tool which achieves favorable perceptions for a company and its brand. This is made with a 

certain target group through an activity (such as a sport game or event) which is not a 

normal part of the company’s business (Bennett, 1999; Cliffe and Motion, 2005; Erdogan 

& Kitchen 1998). In comparison to traditional advertising, sponsorship can pass by some 

certain communication levels and therefore has unlimited target selection possibilities 

(Erdogan Kitchen, 1998; Walliser, 2003). The main purpose with sponsorship is to 

increasing brand loyalty (Sirgy at al., 2007, Smith, 2004). It is an opportunity for a firm to 

reach the customers through their hearts and minds (Nichools and Roslow, 1999). It is also 

a way for the company to differentiate itself from its competitors, as well as impact 

consumers through brand awareness and with brand image (Fahy at al., 2004; O’Reilly and 

Madill, 2012; Erdogan and Kitchen, 1998). Above this does sponsorship offer benefits 

such as organizational promotion and sales increase (Choie at al., 2011, Tomasini at al, 

2004). Whether sponsorship help sponsors to strengthen their brand image and brand 

equity or not is poorly researched (Smith, 2004).   
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Around 60% of all sponsorships are within sports, while the others are in festivals, arts and 

entertainments (O’Reilly and Madill, 2012). Sponsorship could be divided into three 

groups of research; recall and recognition of sponsorship (Cliffe and Motion, 2005, 

Nichools and Roslow, 1999, Farrelly at al., 1997), image transfer in sponsorship (Cliffe 

and Motion, 2005, Cornwell and Maignan, 1998, Gwinner and Eaton, 1999) and corporate 

branding and sponsorship (Cliffe and Motion, 2005, Cornwell at al. 2001).  

 

One of the most important segments of sponsorships provides the benefits of image 

transfer (Gwinner and Eaton, 1999). Image transfer refers to the fact that in any given 

sponsorship, both the sponsor and the sponsee brings their own specific image. This could 

later on be transferred into the minds of the customers through associations as a result from 

the sponsorship. The transfer is seen as the transfer of meaning. An example would be the 

transfer of Tiger Woods “meaning” (his preeminence, youthfulness, glamour and so on) to 

his sponsor Nike (Ibid). Apart from celebrity endorsement, image has also been seen to 

transfer from one brand to another via brand extensions and co-branding (composite 

branding) alliances (Smith, 2004). 

 

2.1.1 Sport sponsorship  

As early as 590 BC the state of Greece sponsored athletes in the Olympic Games (Harris, 

1964). From such modest beginnings, sport sponsorship has now grown into a massive 

industry. Despite this growth, practitioner and academic research is still relatively narrowly 

focused and limited in its practical usefulness (Smith, 2004). Cornwell and Roy (2003) 

explain that one of the reasons why the use of sport sponsorship has increased in recent 

years is that consumers’ perceptions of traditional marketing has changed. The concept 

could be defined as: Sport sponsorship is a mutually advantageous relationship between 

people or organizations in which the sponsor provides benefits for the sponsored in 

exchange for an association with a sport, events, facilities or sport participants.” 

(Grönkvist, 1985, p. 13)  
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Sport sponsorship is one of the most used communication tools in media towards the target 

audience (Hui-Ming Deanna, 2010). It gives the company an opportunity to differentiate 

itself, to strengthen the firms competitive advantage (Simmons and Becker-Olsen, 2006; 

Hui-Ming Deanna, 2010) and to strengthen their brand equity (Keller 1993; Hui-Ming 

Deanna, 2010). According to Henseler et al. (2011) sport sponsorship has become a 

popular instrument for management of brand image, brand personality and brand equity in 

several industries. Sport sponsorship could also be seen as a strategic B2B relationship 

between a sponsor and/or a sport team/individual athlete for mutual benefit (Farelly and 

Quester, 2005; Henseler et al., 2011). It could also be described as exchange of an 

investment between the sponsor and the entity in order to achieve their own strategic goals 

(Henseler et al., 2011).  

 

In return for money or other compensation the sponsor could get an opportunity to link 

their brand to the sponsored organization or individual. Therefore it could be seen as a 

strategic alliance between the sponsor and the sponsee (Henseler et al., 2011; Urriolagoitia 

and Planellas, 2006). Research has shown that sport sponsorship creates awareness in 

forms of information collecting and recognition among the sports fans towards the 

sponsor’s organization (Hui-Ming Deanna, 2010). It has also showed that sponsorship 

results in higher perceptions towards the company's products among its consumers 

(Henseler et al., 2011). Though it might not just be the image or awareness the sponsor 

wants to change, it could also be the perceived image of the brand. This could be made 

with help from a current general perceived image from a sport team or individual athlete 

(Gwinner and Eaton, 1999).  

 

The question of why a company wants to be a sport sponsor is hard to answer since sport 

sponsorship objectives are wide and varied. Though, it may relate to a lot of strategic brand 

objectives. Nevertheless could the overall goal to treat sponsorship as a guiding philosophy 

lead to a strategic alliance (Henseler et al., 2011; Farrelly and Quester, 2005).   

 

Sports sponsorship is also an area where negative effects could occur due to sponsoring 

because of the fact that many people are very passionate when it comes to sports and their 
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favorite teams. A question could arise what supporter teams might think about the sponsors 

of their worst rivals. Some fans could have a negative attitude towards sponsors of rivals. 

Therefore it is of great importance that companies are careful with how they use their 

sponsorship and what goal they want to achieve with the cooperation (Turley & Shannon, 

2000). However, sponsorship is now an important area of marketing for itself. With many 

companies competing for advertising spaces, sponsorship is no longer a guarantee for 

success (Fahy et al. 2004). 

 

2.2 Brand  

According to Fischer at al. (2010) brands are of enormous importance to companies. 

Building a brand it requires lots of investments in communications, distribution and other 

activities (Ibid). Customers’ perception towards a firms brand is important since the brand 

needs to be relevant for customers, in order to hold any economic relevance for the firm 

(Ibid). One part of the perception is brand meaning. This is defined as mental links 

between brand names, images and cognition in consumers’ memory (Berthon at al., 2009). 

According to Keller (2009) could companies who build a strong brand have a higher 

business performance than those who does not. A strong brand could perform greater 

customer loyalty, larger margins, more price elastic customer response towards price 

increases etc. (Ibid). According to Srivastava (2009) companies that manage building a 

successful brand could also reach higher sales and help to meet consumer expectations. 

 

2.2.1 Brand strategy  

Gromark and Melina (2011) argue that a well-defined brand strategy could be presented as 

the key to successful brand building in the brand management literature. When developing 

a brand strategy it is important to consider the brand portfolio. That means building a brand 

architecture where roles and relationships is well-defined among the brands within the 

portfolio (Ibid). Brand management strategy should be used in order to maintain a dialogue 

with customers and enhancing relationships. Various marketing communications have 

influence on brand equity, included advertising, sponsorship and other communication 

options. Brand score could therefore measure the effectiveness of a brand strategy 

(Srivastava, 2009). The brand score is a ranking where customers rank their perceived 
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value in different perspectives such: delivering the benefit truly desire, the brands 

relevance towards the perceived pricing and customer service expectations (Ibid).   

 

Henseler et al. (2011), states that the positive effects of sponsorships could lead to brand 

equity. Brand equity is described as something that reflects various types of brand-related 

information such as product characteristics and brand images (Keller, 2003). Brands valued 

high by customers have strong competitive advantages. Further could companies with high 

brand equity generate confidence to customers. Thus, this could be the explanation of the 

fact that customers could choose one brand over another, even though if both companies 

have no comparative advantage in product differentiation (Ibid). If the company could 

understand the underlying principles for building a strong brand equity, that could be the 

base for the company to build a more efficient brand strategy. This in order to understand 

and identify their brand objectives (Keller, 2003) 

 

2.3 Brand objectives in sponsorship 

Regarding different stated definitions, there is no general way of viewing which are the 

major brand objectives for sponsorships. Consequently, there is no clear definition of the 

brands audience and which objectives the brand needs to achieve. Though, this could be 

explained by the fact that sport sponsorships are often intangible and unpredictable (Lagae, 

2003). However, several researchers have developed different models about the concept 

and they have brought up common brand objectives that could be the motive for 

implementing sport sponsorships (Henseler, 2011). One way of describing it are by the 

sponsorship portfolio. A sponsorship portfolio is the collection of a brand and/or 

company’s sponsorships comprising sequential and/or simultaneous involvement with 

events, activities and individuals. Through a sponsorship portfolio, brand managers can 

leverage what consumers know about a sponsorship property to develop associations for 

the sponsored brand (Chien et al., 2011). This is in similarity to O’Reilly and Madill 

(2012), who describes the sponsorship portfolio as the part where the sponsor has collected 

all of its sponsees.  
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Cliffe and Motion, (2005) describe the theory behind sport sponsorship and the 

sponsorship portfolio with a model. This model describes the different motives or 

associations that sport sponsorship gives the sponsor depending on knowledge and segment 

where the sponsorship takes place. The model manages the consumer objectives of 

sponsorship and consists of four different results that describe in what way the sponsorship 

affect the brand. The four different results describes in what way the sponsorship effects 

the brand. According to Figure 3 those are Brand image/personality, brand awareness, 

brand experience/loyalty and goodwill (Cliffe and Motion, 2005).  

 

 

Figure 3: Cliffe and Motion (2005) sponsorship portfolio 

 

As Cliffe and Motions (2005) study mainly were conducted in a case study and not with 

many additional sources, there was a need to bring up a literature review in this field in 

order to find a more general perception of the most common brand objectives. While Cliffe 

and Motion (2005) have defined their own definition of possible brand objectives the 

following theoretical framework has included information about the most frequently used 

one. The authors of this study made a literature review conducting 30 articles within the 

field of sport sponsorship. According to Table 1 the objectives are brand awareness, brand 

image, brand loyalty, brand association, brand personality and goodwill. These concepts 

will further be presented below.  
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Table 1: The table describes the most frequently used brand objectives with sport 

sponsorship according to the literature review. 
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2.3.1 Brand awareness in sponsorship 

Homburg et al. (2010) define brand awareness as the ability of decision-makers in 

organizational buying centers to recognize or recall a brand. In addition, Huang and 

Sarigollu (2012) refers brand awareness to whether consumers can recall or recognize a 

brand, simply whether or not consumers knows about a brand. Brand awareness precedes 

building brand equity. The brand name provides memory nodes in consumers’ minds 

(Aaker, 1991). 

 

According to Mason and Cochetel (2006), there is considerable evidence showing that 

duration of sponsorship could affect awareness and recall. In a long term (approximately 

between three to five years), sponsorship increases awareness and recognition (Manson 

and Cochetel, 2006; Pitts and Slattery, 2004). Pitts and Slattery (2004) also states that sport 

sponsorships affect purchase intentions positively as well as it creates differences between 

sponsored brands and other brands. However, there are contradictions in this statement, 

since Quester and Farely (1998) found little correlation of sponsored event on brand 

awareness. Walliser (2003) even states that sponsorship not even will contribute to 

increased brand awareness.    

  

2.3.2 Brand image in sponsorship 

The image of the sponsor relies on the company’s brand image (Walliser, 2003). Khan et 

al. (2007) describes brand image as the overall perceptions of the sponsor held by 

consumers. Keller (2003) describes that consumer’s knowledge about a brand image 

reflects all different types of information a consumer associates with the brand held in their 

memory. Walliser (2003) states that evidence have showed that sport sponsorship can 

contribute to the modification of certain image dimensions. Brand image can also be the 

corporation’s way to niche them. By doing this they make themselves unique and becomes 

the first thing/brand in the mind of consumers when they think of this niche (e.g. particular 

extreme sports) (Cliffe and Motion, 2005). A strong brand image and reputation enhances 

differentiation and has a positive influence on buying behavior (Gordon et al., 1993; 

McEnally and de Chernatony, 1999). Sport sponsorship in corporations frequently 
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generates a favorable image for the sponsor, both in a corporate level and on a brand level 

(Chien et al., 2011). 

 

2.3.3 Brand loyalty in sponsorship 

According to Inglesias (2011) the amount of brand experience from sport sponsorship 

leads to brand loyalty over time. Brand loyalty is as simple when the customers are loyal 

and prefers one brand in front of another as a result from earlier brand experience. This has 

to be associated with a positive feeling. Reichheld and Teal (2001) defines brand loyalty as 

the willingness of individuals - consumers, employees, and friends – to invest personal 

sacrifice in order to strengthen the relationship. Creating and managing effective branding 

experiences can lead to brand differentiation, increasing sales, consumer loyalty and 

evangelical promotion of the brand, (Morrison and Crane, 2007). 

 

Brand loyalty can be determined by many factors - sport sponsorship is one of them 

(Bhattacharya and Sen, 2003). Sirgy et al. (2007) propose that the relationship between 

loyalty and sponsorship is mediated by a self-congruity process. It means that customers of 

a particular brand are likely to build feelings of brand loyalty when they recognize that the 

company is sponsoring an event or a game that the customers can identify themselves with. 

Self-congruity with the sponsorship of an event or a game helps creating a favorable 

attitude towards the event. This positive feeling can be transferred to the sponsoring firm of 

the event or game (Sirgy et al., 2007). 

 

2.3.4 Brand association in sponsorship 

Brand association is often one of the main goals for the sponsors when they sponsor an 

event or a team (Gordon, 1993). Aker (1991) states that brand association are everything 

that is linked in the memory in peoples mind. The value of a brand is often based by the 

specific associations linked to it (Ibid). Other researchers have also been stated the 

perspective as the fact that products are used to express the humans every day lifestyle and 

habits (Becker, 2006; Henseler, 2011). Also Gwinner and Eaton, (1999) states that 

costumers do not only buy the product, but they also buy the brand association of the 



Chapter 2 

 

10 

 

product (as power and wealth for example). However, the most important effect is the 

identification of the product linked to other users of the brand (Ibid).  

 

Perceived quality is a brand association that has been elevated to the status of a brand asset 

as it has been shown to drive satisfaction (Henseler, 2011). Brand associations made by 

customers are integral to its strength. These associations might include product attributes, 

celebrity spokespersons, or a particular symbol. This type of associations can also enhance 

sport sponsorship relations more effectively (Ibid). Gordon (1993) states that brand 

association is similar to the loyalty the brand has based on the existing associations. Also, 

exploiting the association is often the main objective for a sponsor of a sporting entity 

(Ibid). A strong brand association could help the sponsors to differentiate its brand through 

customer specific images and beliefs. That refers to what personal feelings the brands give 

the customers. Affective brand feelings are responses that include feelings of warmth, fun, 

excitement, self esteem and social improvement (Becker, 2006). 

 

2.3.5 Brand personality in sponsorship 

According to Maehle and Supphellen (2011), the most common definition of brand 

personality is “the set of human characteristics associated with that brand”, (Maehle and 

Supphellen, 2011, p96). Further Maehle and Supphellen (2011) describes that it is easier to 

get a personal contact with the brand if the brand represents personality characteristics such 

as honest, cheerful, charming or tough. In similarity Malär et al (2011), describes the 

concept of brand personality as human characteristics or traits to a brand on the basis of the 

consumers perceptions of that brand. It has been suggested that brand personality can be an 

instrument in helping consumers express their self-concept and that gives them a sense of 

comfort to customers who have found a brand that fits their self-concept (Aaker, 1999). By 

becoming a sport sponsor the firm is using a marketing tool which make them able to 

communicate symbolic brand associations in the process of building or changing a certain 

brand personality or brand image (Donahay and Rosenberger, 2007; Speed and Thomson, 

2000). Therefore could sports event be used to enhance the brand personality traits in a 

sport sponsorship context (Dohahay and Rosenberger, 2007).   
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2.3.6 Goodwill in sponsorship 

Goodwill could be defined as the positive attitude consumers convey toward a sponsor that 

supports an event, team or cause in which they are passionate (Dees at al, 2008; Meenghan, 

2001). One of the factors that is distinguished sponsorship from normal advertising is the 

existence of goodwill (Dees at al, 2008; Meenghan, 2001). The goodwill influence on 

customers could be convey as the halo effect of goodwill- when the consumers see the 

sponsorship as beneficial for the society. This could also result in a lowering of the 

consumers’ defense mechanism towards the company’s products/services (Dees at al, 

2008; Meenghan, 2001). The goodwill factors of a consumers attitude towards a 

commercial goodwill consist on three different levels; the generic level (an activity), the 

category level (as a sport, art) and lastly at an individual activity level (e.g. basketball 

team). On the generic level is the sponsorship seen as a good idea, the 

sponsorship/goodwill does not touch or engage with individual consumers. On the category 

level is the level of perceived goodwill depending on which category is sponsored, e.g. is 

social causes greater value than arts sponsorships. On individual activity level are 

consumers/individuals involved in the activity which results in an even greater value than 

the further steps. For example may a football fan have a positive attitude towards a sport 

team and therefore create a positive attitude towards the company (Meenghan, 2001).  

 

The goodwill in terms of social causes is also positive in the way it affects customers’ 

image of the company (Simonsen and Becker-Olsen, 2006). According to Simonsen and 

Becker-Olsen (2006) are consumers more positive to buy from a company who supports 

social causes. However there are not only positive results of social sponsorship. It is more 

complex than that, for example if the sponsored cause is not fitting the image of the 

company it could even be harmful for the company in the long run (Simmons and Becker-

Ohlsen, 2006; Speed and Thompson, 2000). 
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3. Research 
_________________________________________________________________________

This section of the thesis describes and discusses the gap found in the literature review.  It 

does also include the main arguments for choosing this research and presenting the 

research questions. Lastly an operationalization is presented. 

_________________________________________________________________________ 

3.1 Research discussion and research questions 

The purpose of this study is to investigate which brand objectives that could be the motive 

for using sport sponsorship and how sport sponsorship could contribute to a company’s 

brand strategy. From the literature review the authors compiled the most frequently used 

brand objectives within sport sponsorship. The gap found within this research filed is a 

lack of empirical investigation on sport sponsorship in Sweden. Therefore, this study will 

contribute to the academic literature by doing an empirical study on sport sponsorship in 

Sweden. A similar study to this has been made in a case study of Vodafone in New 

Zeeland. This study will mainly use the same questions for the interviews and the focus 

group as they used in the Vodafone case study. The importance of choosing this subject is 

mentioned in the background. The sponsorship industry is a huge fast growing industry 

worldwide and in Sweden the sales in sponsorship was 5.1 billion SEK 2008. Despite this, 

many companies do not have the knowledge about what sponsorship can give them and 

still spend huge amount on sponsoring teams, athletes and events. Therefore there is a need 

of an empirical study within this field on the Swedish sponsorship market in particular, 

since no research has been made in the past as well as the whole field is unexplored. To be 

able to answers the research purpose in this study, following research questions were 

created: 

RQ 1: How is sport sponsorship being perceived and used by companies? 

 

RQ 2: How are specific brand objectives being achieved through sport sponsorships by 

companies?  

 

RQ 3: How well does companies desired brand objectives with sport sponsorship match 

their customers perceptions? 
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4. Methodology 
_________________________________________________________________________ 

This part of the paper explains the author’s position and their approach towards the 

research problem. The section will first start by describing the authors starting point and 

by that explain the scientific approach chosen for the study. Then, the approach of the 

paper and the research strategy are presented. After that data collection method and data 

analysis are brought up. Lastly, the methodology chapter is concluded with reliability and 

validity.  

_________________________________________________________________________ 

4.1 Research approach  

4.1.1 Deductive vs. inductive 

According to Bryman and Bell (2005), the difference between deductive and inductive 

theory is their different approach to the relationship between theory and science. Deductive 

theory represents the most common view of the relationship between theory and practice. 

Within the deductive approach the researcher uses existing theories. Through these theories 

creates hypothesis that is being used in the following observations and tested against the 

empirical data. Gray (2009) confirms this and states that a deductive approach moves 

towards hypothesis testing, after which the principle is confirmed, refuted or modified. The 

deductive approach is mostly used in quantitative research. The opposite approach of 

deductive is inductive (Bryman and Bell, 2005). The inductive approach is mostly used in 

qualitative research. The deductive approach theory is based on the results from 

observations (Ibid). According to Gray (2009) the inductive approach plans are made for 

data collection. This is then analyzed and the researcher sees if there is any patterns emerge 

that suggest relationship between variables. Through these observations it may be possible 

to create generalizations, relationships and theories.  

 

In this study the authors find it most relevant to use the deductive approach since the 

research questions is based on theories written in the literature review. Sport sponsorship 

goes all the way back to approximately 600 BC and is a large field with many scientific 

articles written. This makes a deductive approach the best option for this study. Using the 
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deductive approach is more suitable than the inductive. This because the authors make 

assumption that the theories written in the literature review could be used in this study.  

 

4.1.2 Qualitative vs. quantitative 

Bryman and Bell (2005) emphasizes that the characteristics of the qualitative approach is 

the study made by depth, and the researcher does not primarily seek a generalized outcome 

of the study. Patel and Davidsson (2011) confirm this by stating the purpose of the 

qualitative approach is to create a deeper knowledge rather than to create a fragmented 

knowledge. The variation of definitions could be explained by the fact that the qualitative 

approach includes different scientific approaches. Therefore, it is also common that 

researchers design and implement own versions and interpretations of qualitative methods 

(Ibid). 

 

The authors have chosen to use a qualitative approach in the study since the research is 

focused in a case study inspired approach. The ambition is to obtain more detailed 

information on how sport sponsorships is perceived and implemented. Qualitative 

interviews have been chosen because the interviewee has a greater ability to steer the 

interview. It allows the authors to observe the interviewee's opinions and hopefully 

underlying views that might not be socially accepted in a group context. Since the aim of 

the paper is not to generalize, a quantitative approach would not lead to the right 

information needed. This study will use the established theory and the empirical 

investigations obtained from the in dept interviews. The choice of a qualitative approach 

seemed even naturally for the authors since the authors did not have any information about 

the companies desired brand objectives. Using a qualitative approach were the only way of 

achieving valuable information when gathering information about the companies’ goals 

and motives for using sport sponsorship, 

 

4.1.3 Research design 

A research design provides a framework for collecting and analyzing data. It strives to 

make sure that the empirical data collected for the research can help to answer the research 
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question (Bryman and Bell, 2011). According to Yin (2007) the research design could be 

described as the blueprint of the research. In addition, research design can be seen as a 

logical plan for getting from the current point to the goal. The current point can be 

described as the initial set of questions to be answered (Yin, 2007).  According to Ghauri 

and Gronhaug (2005) there are three types of research designs; descriptive, exploratory and 

casual research. 

 

In a descriptive research the problem is well structured and understood. The key 

characteristics of a descriptive design are structure, precise rules and procedures. The 

research strives to describe the users of the product, determine how many of the population 

who are using the product or predict the future demand of the product (Ghauri and 

Gronhaug, 2005) This research method could also bring the researcher and the respondent 

more actively into interaction (Bryman and Bell, 2011). Exploratory research has the aim 

to explore what already exists. The research also provides the possibilities to gain new 

insights and clarifying concepts about an unknown process (Ibid). Skills that require an 

exploratory research are often the ability to observe and get information (Ghauri and 

Gronhaug, 2005). A casual research seeks to find effects and causes that could have high 

correlation between variables. The research method achieves this goal through laboratory 

and field experiments (Ghauri and Gronhaug, 2005). 

 

As this study focuses on gaining deep understanding how companies perceive and use 

sport sponsorship the perceptions are the main area of interest. A descriptive research are 

therefore the most suited for the study since that research method is well structured and 

brings the researcher and respondents together into a conversation. Both exploratory and 

casual research is excluded as they are focusing within a quantitative approach. 

 

4.1.4 Data sources 

Data collecting within a research could either be primary data or secondary data. 

Secondary data means that interpretations are made by already existing sources. Such 

information could be collected by marketing analyzers and other researchers which could 

allow significant energy and time to be saved. Though, this data has been compiled for 
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other purposes than the actual study. That could make it harder to make use of as the reader 

is not often familiar with the material (Bryman and Bell, 2005). Primary data, on the other 

hand are sources collected and created specifically for the purpose of the study and has not 

previously been documented (Jacobsen, 2002).    

 

As this research has a qualitative approach and because there is a lack of previous studies 

within the same field of sponsorship objectives, primary data will be collected and used in 

this research. The aim to achieve deeper understanding and to investigate underlying 

factors of certain behaviors strengthens the decisions not to choose other data collection 

methods. 

 

4.2 Research strategy 

In order to help researchers from choosing the wrong research strategy, Yin (2009) has 

created a model in order to give a clearer view about what way to go. Yin (2009) presents 

three conditions and five different methods that need to be considered when choosing right 

research strategy (see Table 2). The three conditions presented are: 1. form of research 

question, 2. requires control of behavioral events and, 3. focuses on contemporary events. 

The five different methods used are: experiment, survey, archival analysis, history and case 

study. 

 

Table 2: Important situations for different research strategies (Adapted from Yin 2009 p. 

8) 

 

 

Method 1. Form of Research 

Question 
2. Requires Control of 

Behavioral Events? 
3. Focuses in 

Contemporary 

Events? 

Experiment How, why? Yes Yes 
Survey Who, what, where, how, 

how many, how much? 
No Yes 

Archival 

Analysis 
Who, what, where, how, 
how many, how much? 

No Yes/No 

History How, why? No No 
Case Study How, why? No Yes 
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The research questions of this study make it hard to be answered through surveys and 

archival analysis. Further is history not an option because the research questions are 

managing contemporary events, which leaves experiment and case study as possible 

options. Since this study does not require any control of behavioral events, the experiment 

method is being discarded which leaves case study as the most suitable method for this 

study. 

 

4.2.1 Data collection procedure 

Before the company interviews were done, the questionnaires were sent out. This in order 

to give the respondents the possibility to prepare themselves and understand the questions. 

Three of the company interviews were done by phone, while the remaining two and the 

focus group was made in person. Interviewing through phone have the advantage of not 

affecting the interviewed by body language or physical distraction. While in person 

interview may give the possibility to be more personal as well as to have better ability to 

explain misunderstandings etc. The authors of this paper prefer interviewing in person but 

since the company representatives had limited amount of time was phone interview the 

only option.  

 

Further was the interview recorded, with the respondents’ agreement, in order to guarantee 

that no answers where missed, interpreted or misunderstood. If the respondents became 

unsure about a definition or concept it was explained during the interview. The authors did 

also follow up some questions to make the respondents go deeper into those questions.   

  

4.2.2 Sample Frame 

The frame was formed when the research questions was analyzed and reviewed. Since the 

research is within sport sponsorship, the given choice was to find the selected sampling 

with companies working actively with sport sponsorship. The research questions require 

the ability to find companies who has a clear target group. Further the sampling frame also 
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requires having companies working with business to consumers, in order to be able to set 

up a focus group.  

 

The requirement that the organizations was within the sampling frame were identified 

through their sport sponsorship information given on their web pages. 

 

4.3 Sample selection 

In qualitative research is the purpose of sampling to understand, gain insights and create 

theoretical explanations and therefore is not the sampling as essential as in a quantitative 

research (Ghauri and Grønhaug 2005). Though is sampling in a quantitative study 

extremely important (Ghauri and Grønhaug 2005). There is two different sampling strategy 

or methods; probability and random sampling and non-probability or non-random sampling 

(Ghauri and Grønhaug 2005; Krishnaswami and Satyaprasad, 2010). In the probability 

sampling has every unit a known non-zero chance of being included in the sample and 

includes methods such as simple random sampling, stratified random sampling and 

systematic random sampling etc (Ghauri and Grønhaug 2005; Krishnaswami and 

Satyaprasad, 2010). However, is this inappropriate for qualitative research according to 

Ritchie and Lewis (2003). Further is the non-probability sampling classified into; 

convenience or accidental sampling, purposive sampling, quota sampling and snow-ball 

sampling. Non-probability methods does not provide a chance for everyone in a population 

to be selected, but it has the advantage of being simply, convenience and not as expensive 

as probability methods (Krishnaswami and Satyaprasad, 2010).  

 

This study will be using a convenience sample, means that the researchers chose the 

subjects in the study which seems to be the most convenient for them. The methods for 

finding people could include ads in news papers, posters on billboards, phone booking and 

such (Trost, 2010). The benefits of using this method is the time aspect, it will save the 

researchers a lots of time. The lacks of this chosen method is that is easy to find “extreme 

people”, since they might be more interested of participating in a study. Nor is it 

representative from a statistic perspective (Ibid). In this study the participants will be 
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people who have strong connections to sport, e.g. athletics, managers, sport professionals 

etc. The companies, Craft and Team Sportia works actively with sport sponsorship and 

have therefore been chosen, since they have the knowledge and their own experience of 

sponsorship. The companies’ representatives were selected due their position, knowledge 

and insight in the sponsorship business. Furthermore, were the people in the focus group 

chosen because of their interest in the selected companies business, their knowledge of 

sport sponsorship in general as well as their experience of the companies sponsored events.   

 

The respondents on Craft, Malin Andersson (Marketing and sales coordinator) and Daniel 

Larsson (International sports manager) was interviewed by phone on April 27, 2012 and 

April 30, 2012. The focus group on Craft was made in person on May 1, 2012. Michaela 

Wieslander (Store manager), Henrik Lexenert (Store owner) two of the respondents on 

Team Sportia was made in person on April 20, 2012. While Robert Arvidsson (Marketing 

manager) on Team Sportia was interviewed by phone on April 26, 2012. Focus group on 

Team Sportia was made in person on 25 April, 2012. 

 

4.4 Data collection 

Qualitative interviews tend to be less structured than quantitative research and the 

interview type contains high flexibility. In qualitative interviews, focus is directed at the 

interviewee's opinions and it is desirable to let it move in different directions as this can 

provide important information about what the interviewing think is interesting and relevant 

(Bryman and Bell, 2005). Qualitative researchers often use several different research 

methods simultaneously. For example, a researcher who investigates participant 

observations simultaneously carries out a qualitative study (Bryman & Bell, 2005). In 

qualitative interviews, the respondent could be interviewed several times and the 

interviewer could then ask more about a certain issue in order to get a clearer and deeper 

information (Davidsson and Patel, 2011). 

 

A focus group is a type of group discussion that is designed to explore a certain theme 

(Bryman and Bell, 2005).  In the focus group, the respondents are talking to each other 

relative free but still structured around a topic under the guidance of an interviewer called a 
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moderator. The moderator leads the discussion into various predetermined questions 

(Lekvall and Wahlbin, 2001). 

 

The value of the method lies in the “group dynamics” and occurs when interviewees are 

encouraged to talk to each other, ask questions, share experiences and comment on each 

other’s opinion and views. People often find it easier to talk about problems when they 

realize that they share with each other. By this method, people cannot just consider what 

they think, but also why they think as they do. In addition focus groups reveal information 

and opinions that may be hiding in comparison with quantitative data collection techniques 

(Kitziner, 1995). A disadvantage is that there could be a risk that someone or a few active 

becomes too dominant in the group, so that their views are changing the entire group 

reasoning (Lekvall and Wahlbin, 2001). 

 

This method is flexible to use and generates also a high content of deep information to the 

researcher (Bryman and Bell, 2005 and Yin, 2007). Although surveys could be difficult to 

encode and expressed in research, the authors do believe that an qualitative study will give 

valuable insights on the target groups opinions towards the company`s brand. Through this 

interview technique, the authors are investigating whether the group affection such as sex 

and age can steer the conversation to a certain direction. Qualitative interviews have been 

chosen because the interviewee has a greater ability to steer the interview towards where it 

wants. It allows the interviewer to observe the interviewee's opinions and hopefully the 

underlying views that might not be socially accepted in a group context. 

 

4.5 Data collection instrument 

4.5.1 Operationalization 

In operationalization the researchers turns specific concepts from the theory into 

understandable words that is possible to measure, (Ghauri and Gronhaug, 2005). 

According to Eliasson (2010) the operationalization shall come from the theoretical 

framework and be relevant for the purpose and research questions. The concepts from the 

theory are then translated into ordinary words that can be used in interview guides and 
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surveys, (Eliasson, 2010). Further, Eliasson (2010) says that the operationalization is about 

making the definitions measurable.  

 

The main concepts from the literature review have shaped the questions for this thesis. 

Theoretical concepts as sport sponsorship, brand strategy and brand objectives lay the 

foundation for the interview and focus group questions. Table 3 illustrates the 

operationalization. 

 

Table 3: Operationalization 
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4.5.2 Interview guide 

According to Bryman and Bell (2005), a qualitative interview can be shaped in two ways; 

semi-structured and unstructured. In this thesis the semi-structured approach is used. In a 

semi-structured interview the questions and the theme is set from the beginning and gives 

the respondent opportunity to give in depth answers (Bryman and Bell, 2005). The 

questions in a semi-structured interview do not have to be asked in the same order every 

time and issues accompanying can be asked (Ibid). A semi-structured approach is most 

suitable for this thesis because the authors know the subject within the questions is going to 

be asked. Further the semi-structured interview gives the authors results that more easy be 

compared between the cases. The interview guide, (see appendix 1), was created based on 

the main theories from the literature review. 

 

4.5.3 Pre-testing 

According Ghauri and Gronhaug (2005) interviewing is a skill that needs to be rehearsed 

and practiced. By doing this the interviewer gets more understanding, time taken and gets a 

chance to fill in your own arguments and questions, (Ghauri and Gronhaug, 2005). Pre-

testing also helps the researchers to see if the questions are understandable, (Ibid). In order 

to validate the questions in this thesis, they were pre-tested on 4 different people, two 

persons were respondents for the company interview questions and two people were 

respondents for the focus group question. The persons who answered the questions were 

not specialist within sport sponsorship but they were in the field of marketing. 

 

4.6 Data analysis 

A key purpose of qualitative research is to understand and gain insights. According to 

Ghauri and Gronhaug (2005) qualitative research tends to be more unstructured and 

explorative, with the main focus on understanding. The data analysis of qualitative material 

is the process of bringing order, structure and meaning to the mass and collected data. For 

the analysis of this thesis, reduction and pattern matching is the most appropriate methods 

and will therefore be used. Reduction refers to the process of selecting, focusing, 

simplifying and transforming data that appear when the researcher writes up field notes or 
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transcriptions (Ibid). Ghauri and Gronhaug (2005, p 206) says that: “to be manageable and 

to give meaning, lengthy transcripts from focus groups interview must not only be read, the 

researcher must also focus, simplify and abstract to create meaning from the mass of 

words”.  When the researcher has reached this phase next step is to generate categories and 

identify themes and patterns, (Ghauri and Gronhaug, 2005). Pattern matching is one out of 

five analytic techniques presented by Yin (2009) and is one of the most desirable 

techniques to use for case study analysis. The tool used for the case study analysis is called 

pattern-matching logic. The logic compares an empirically based pattern with one or 

several predicted predictions. The study strengthens its internal validity if the patterns 

coincide in the analysis (Yin, 2009). The case study can be explanatory or descriptive. If 

the study is explanatory, the patterns may be related to the dependent or independent 

variables of the study or even both in some ways. A descriptive study on the other hand is 

still relevant to use in a pattern matching technique, as long as the predicted pattern of 

specific variables is defined prior to data collection (Ibid).    

 

4.7 Reliability and validity 

The validity consists by three different concepts; construct validity, internal validity and 

external validity. Construct validity is “... identifying correct operational measures for the 

concepts being studied” (Yin, 2009, p 40). That means to use multiple sources of evidence 

in order to proving a result. It is also to establish a chain of evidence for this result. Lastly 

to have key informants review draft of the final case study report before it gets published 

(Yin, 2009).  

 

Internal validity is defined as “... seeking to establish a casual relationship, whereby 

certain conditions are believed to lead to other conditions, as distinguished from spurious 

relationships.” (Yin, 2009, p 40). The internal validity is to see if there is a pattern 

matching in the data analysis, example to compare a empirically based pattern with a 

predicted one. Further to do explanation building from the given results, for example to 

compare the findings of an initial case against such a statement or proposition. Internal 

validity also concerns to address rival explanations of the results, to find out their 

explanations and findings in order to see if the inference is correct. Lastly to use logic this 
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is built by a chain of events of an extended time period. Where they are arranged after 

cause-effect-cause-effect patterns, where a dependent event (variable) becomes the 

independent variable (casual event) for the next stage (Yin, 2009). 

 

External validity is referred as “... defining the domain to which a study’s findings can be 

generalized” (Yin, 2009, p 40). The external validity concerns whether a specific area of 

study is applicable to another area or not. Simplified; theories should be used in a single-

case studies in order to strengthen the results, in multiple-case studies replicate studies 

should be used and compared to the study (Yin, 2009).  

 

The meaning of reliability is “... demonstrating that the operations of a study- such as the 

data collection procedures- can be repeated, with the same results.” (Yin, 2009, p. 40). 

Thus, the content of the term is that another researcher will be able to repeat the study once 

again and still remain the same results. The purpose is to make sure that the answer is not 

false and skew. Case study protocol and developing a case study database needs to be done 

in order to make the study reliable (Yin, 2009).   
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5. Empirical data  
          ________________________________________________________________________ 

The empirical data is gathered from two different companies, Craft and Team Sportia. 

Craft is a producer of functional sports clothing. Team Sportia is a retailer into sport 

equipment. 

_________________________________________________________________________ 

5.1 Craft 

Two interviews and one focus group are conducted with Craft. Interviews are made with 

Malin Anderson, Sales and Marketing Coordinator at Craft and with Daniel Larsson, 

International Sports Marketing Manager at Craft. The focus group is conducted with six 

professional athletes that are customers of Craft and all of which have perceived Crafts 

sponsorship with Mustafa Muhammad. 

 

5.1.1 Craft background 

Anders Bengtsson founded craft in 1973 outside Borås in Sweden (see Table 4). Anders 

came up with the idea of using a material that “breathes”. This was because the bodies of 

pro and amateur athletes quickly begin to cool when the clothes was in contact with the 

skin and becomes wet with sweat. Craft is one part of The New Wave sports group (who 

owns additional 40 sport equipment companies) Today Craft is one of the top brands when 

it comes to functional material clothes. 

 

Table 4: Craft description (www.allabolag.se) 
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5.1.2 The Craft product 

According to the international sports marketing manager the Craft product is best described 

through a very passionate person who strives for a life with challenges. Further the 

international sports marketing manager describes that the Craft product has a lot of passion 

in it, and that there is enormous amount of work and caring behind the product. Another 

important attribute that the Craft product represents is quality. They want their products to 

deliver as high quality as possible to their customers.  

 

The sales and marketing coordinator describes the Craft product in a similar way. First he 

talks and describes the product as something that is being used when sweat is involved. 

That means in high intensity sports when there is a need for sweat transportation from the 

body. The product is present in three different options. First the more overall clothing and 

equipment, then a narrower type of clothing that suits certain activities, and last a very 

niche collection of clothes that are specific for each sport or activity. 

 

5.1.2 The Craft brand 

The current values in Crafts organization is authentic, athletic, Swedish and performance 

which is the keywords for the whole New Wave Group according to the sales and 

marketing coordinator. However, both the international sports marketing manager and the 

sales and marketing coordinator mention that their current trademark platform is under 

construction. The international sport marketing manager also mentions product 

development and design as valuable keywords within the brand of Craft.  

 

Both the international sports marketing manager and the sales and marketing coordination 

means that the Craft brand stands for the same keywords as to their values. In addition, the 

international sports marketing manager says that the brand also stands for quality, function 

and safety. The sales and marketing coordinator extend this and means that the brand 

should be seen as having a clean design and give the perception that Craft product is king. 

One of the goals to be achieved with their new trademark platform is to create emotional 

feelings towards the brand, according to the international sports marketing manager. The 
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product performance is essential for the survival of the brand. It is also required that the 

employee should be part of the whole Craft in order to be able to make high performance 

products, according to the both representatives. Seen from a customer perspective, a survey 

has been done on the area, in order to measure the perception of the brand. This survey also 

confirms that the brand stands for its brand values, which is the goal for Craft according to 

both representatives. The general perception of the brand, according to the international 

sport manager, is also value for money as well as rational values.      

 

5.1.3 The Craft brand strategy 

According to the international sports marketing manager, the goal and aim for Craft is to 

be perceived as a premium brand. Even if Craft itself believes that they are a premium 

brand, the challenge is to make the consumers feel the same way. By this the international 

sports marketing manager means that they tries to associate emotional value to the brand. 

This makes it easier for the customer to find a connection between the brand and yourself. 

The big picture of the strategy is to increase awareness around Craft as a brand to make it 

better known by consumers. Craft brand strategy is also to make their sport sponsorships to 

be associated with positive emotional attributes to the brand.  

 

The sales and marketing coordinator describes Crafts brand strategy in a similar way. Craft 

wants to give their brand a natural connection to consumers. According to the marketing 

coordinator Craft divide the brand into three main focus categories. This goes straight 

through their idea of sponsorship, their collection and actual sales. Craft wants to be a 

natural choice for the consumer within a particular activity or sport. They are aiming 

towards both elite athletes as well as to people who just want to exercise.  

 

According to the international sports marketing manager, it is hard to accomplish Crafts 

desired brand strategy. One way to go is to do a careful investigation and questioning 

everything Craft do. Craft breaks it down piece-by-piece and looks at the small parts in 

their brand strategy. This could be such as consumption, communication about the 

collection, how to source and internal work. This work is done to be able to match the 

trademark platform as much as possible. According to the international sports marketing 
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manager this work is a long-term goal. This is also what Craft aim for as an organization. 

The sales and marketing coordinator agrees with the international sports marketing 

manager. However he adds that since Craft do not have the same amount of money as for 

example Nike or Adidas they have to find other ways to reach consumers with their brand. 

At the moment, Craft cannot afford to host a big international advertising campaign. 

Instead they tries to interact themselves with event and individuals that can represents what 

Crafts brand stands for. According to the sales and marketing coordinator, the easiest and a 

less expensive way to do this is through sport sponsorship. 

5.1.4 Sport sponsorship 

According to both representatives, Craft is involved in event sponsorship, individual 

athlete’s sponsorship and sports team sponsorships. Their main event sponsorships are 

Vasaloppet and Vätternrundan. They are also sponsors for RadioShack Nissan Trek and 

Swedish cross-country ski team. On an individual sponsorship level they are sponsors for 

Mustafa Mohamed, Charlotte Kalla and Emma Johansson.  

 

Crafts sponsorships are an involvement with a specific channel in their marketing strategy, 

says the international sports marketing manager. The sponsorship should also reflect their 

brand values in their marketing platform. The sales and marketing coordinator estimate the 

size of sponsorship as one third of the total marketing spends in terms of money, as well as 

in terms of time. In general, the sales and marketing coordinator believes that sponsorship 

could affect customers’ perception about the Craft brand. It depends on how they activate 

the sponsorship in order to achieve desired goals. Sometimes one goal could be to create 

sales. Other times the goal could be to work with image, brand building and goodwill, says 

the sales and marketing coordinator. “To just set up an banner with the brand doesn't give 

us anything, we know that. But sometimes it could be that they may buy the rights because 

nobody other could entry the arena”, says the sales and marketing coordinator regarding 

name rights of events. The international sports marketing manager argues that everything 

they do affects the perception of the brand. “It might be directly or indirectly, If they are a 

part of a specific event it will give them an specific image, depending on how big the event 

are” says the international sport manager. Regarding goodwill effects of sponsorship he 
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admits, “that kind of effect are every company based on. It should give back something in 

the end”.     

 

5.1.5 Sponsorship objectives 

According to the international sports marketing manager, sponsorship is a corporation 

where Craft have two different purpose; to build awareness as well as “the internal part 

where we learn extremely much from the sponsorship we do”. He also adds that Craft 

sponsorships also give them the ability to develop and give feedback on their products. The 

sponsorship cooperation with professional athletics gives Craft an ability to assure the 

quality in relation to the world’s elite. This is important in order to produce world-class 

products. According to the sales and marketing coordinator, sport sponsorship is an 

essential part within the sports industry. Further do the sales and marketing coordinator 

describe that their sponsorship also is divided into three different target groups; active, 

performance and elite. In these groups Craft aim to reach those customers. On the active 

level they are sponsoring events where those customers who are amateurs. On a 

performance level they sponsor professional events such as Göteborgsvarvet and 

Vasaloppet. Lastly on an elite level, they are sponsoring individuals, in order to reach elite 

athletes. The sales and marketing coordinator also adds that their goal with event 

sponsorship is to create awareness, while individual sponsorship aims to be more a part of 

their product development.    

 

In the case of the individual sponsorship with Mustafa Mohamed, the sales and marketing 

coordinator argues that they are using him as an athlete mostly on the international market. 

“Since he is one of the few famous people within running in Sweden we have chosen to 

sponsor him”, says the sales and marketing coordinator. They have also chosen him since 

his personality fits with the Craft brand. Mustafa is also one important individual in order 

to create awareness, build an image and to create associations to elite athletes within the 

running section. “We call it product placement and image building sponsorship,” says the 

sales and marketing coordinator.  According to the international sports marketing manager, 

involving Mustafa in the product development is as essential as the awareness he creates 

for the Craft brand. Initially, the goal was to strengthen the running section in Crafts 
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product line. Therefore, they signed Mustafa, according to the international sports 

marketing manager. Crafts goal with their sponsorship is to build a strong brand image of 

this product development with Mustafa towards their customers. This is vital in order to 

strengthen both Mustafas image as well as to build a story about the Craft brand, according 

to the sales and marketing coordinator. In a long-run perspective, Craft believe that they 

achieve their goals with sport sponsorship. Especially to create brand awareness and brand 

recognition, according to international sports marketing manager. However, “it is hard to 

measure whether we achieve set goals or not with our sponsorship, especially with an 

individual athlete as Mustafa”, according to the sales and marketing coordinator. 

 

Both Craft representatives argue that the specific sponsorship with Mustafa gives him a 

possibility to use their channels in order to build his own brand image and brand 

awareness. Craft also think that Mustafa gives them non-expected benefits such as always 

wearing Craft clothes and representing the brand 24-7 with his personality. 
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5.2 Craft - focus group 

Table 5 illustrates the participant of the focus group with Craft. Age and profession are 

presented in order to give an overview of their relationship with sport sponsorship.  

 

Table 5: Participants of Craft focus group 

 
 Person A Person B Person C Person D Person E Person F 

Age 32 21 22 21 20 20 

Profession Senior head 

coach, self-

employer 

Pro. 

athlete, 

studying 

business 

Pro. athlete, 

studying 

language  

Pro. 

athlete, 

employer 

at Stadium 

Pro. 

athlete, 

studying 

photo 

Pro. athlete,  

Teacher in 

sports 

Craft 

customer 

Yes Yes Yes Yes Yes Yes 

Have 

perceived 

Craft 

sponsorship 

with 

Mustafa 

Muhammed 

Yes Yes Yes Yes Yes Yes 

Others Have 

coached 

world class 

athletes. 
Have been 

sponsored 

Are 

sponsored 

Are an 

active 

customer of 

Craft 

Working 

with 

sporting 

clothes and 
equipment  

 Have been 

sponsored as a 

professional 

athlete. 
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5.2.1 Perception of sponsorship 

The perception of sponsorship as a definition is, according to the respondents, a win-win 

situation where the sponsor gets a chance to be visible as well as to give the sponsee a 

chance to optimize the athletes training. The respondents also believed that sponsorship is 

a possibility for companies to marketing themselves through people who often is visible in 

media. The respondents stated that sport sponsorship is the largest source of income in 

several sports and especially on an individual level. The respondent also thought that it is 

important for an athlete or a sport team to fit with the perceived image of the sponsor. The 

respondents agreed that an athlete who have the ability to chose sponsor by themselves 

could build a more successfully sponsorship. It could be successful for both their own 

brand as well as for the sponsors’ brand. Further, the respondents also believed that it is 

important for sponsors to sponsor individuals and teams that are in context where the 

company will be visible. Lastly, the respondents also thought that sponsors needs to chose 

their sponsees with great care, in order to build the image they want to be perceived as. 

According to the respondents, they argued that they all have taking advantage of 

participating in a sponsored event of buying discounted products from sponsor. “Yes, it 

serves the company. Though they might not go with plus on their sales, they will however 

increase their brand awareness,” says one of the respondents.   

 

5.2.2. The sponsor event – Mustafa Mohamed/Swedish cross-country team 

The respondents of the focus group had good knowledge about which companies that 

sponsors Mustafa Mohamed and the Swedish cross-country team. For Mustafa Mohamed, 

Craft was the most frequent answer from the focus group. In the question about the 

Swedish cross-country team, the respondents named different large brands. Craft was on of 

them, but not the first that came to the respondents’ mind. The respondents had different 

opinions on Crafts sponsorship on Mustafa Mohamed and the Swedish cross-country team. 

For Mustafa Mohamed, the focus group agreed that it was a good match since Mustafa 

Mohamed is the best running athlete in Sweden for the moment. They believed it matches 

Crafts focus to make high quality running clothes. Despite this, the respondents agreed on 

that Craft should focus more on athletes in running because it is a great opportunity to 

appear on TV and other media. Further, the respondents believed that it is easier to be a 
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main sponsor to an athlete if you can sponsor them from top to toe. For the moment, that is 

something that Craft cannot do since they do not make shoes for example. If the athlete is 

wearing clothes from one brand and shoes from another brand, it could lead to a twisted 

image and wrong association.  

 

Crafts relationship to the Swedish cross-country team is very clear in the focus group. The 

respondents agreed on that Craft is more visible on the Swedish cross-country team than on 

Mustafa Mohamed. This reflection is a result from the agreement that Craft is the first 

thing that came to the respondents mind on the question about the Swedish cross-country 

team. The respondents describe Craft and their relationship to skiing as natural and they 

believed Craft is a top brand in that category. Further, the respondents would choose Craft 

in front of other competitors such as Adidas and Nike when it comes to functional clothing, 

especially underwear clothes.   

 

The respondents believe that Craft has succeeded with their profiling and Craft is a good fit 

as a sponsor to Mustafa Mohamed and the Swedish cross-country team. Also, the 

respondents describes the sponsorship of Mustafa Mohamed and the Swedish cross-

country team as smart, because they are both relatively small industries and Craft has high 

market shares in both of them. These sponsorships could lead to a niche, according to the 

respondents. Further, the focus group describes Craft as a brand who is associated with 

sports that requires stamina. Therefore, the sponsorship with Mustafa Mohamed and the 

Swedish cross-country team is logical. It is a good match and a perfect sponsorship. 

Despite this, the presence of Craft has not changed. The respondent’s opinions about 

Mustafa Mohamed and the Swedish cross-country team remains the same as they thought 

before the interview. On the other hand, the respondents describes that Mustafa Mohamed 

had changed their mind about Craft a little bit. This since Mustafa Mohamed is an 

appreciated athlete who is known for his strong personality around athletes and for being 

beloved by the people. This gives the respondents a more positive approach to Craft.   

 

The sponsorship of the Swedish cross-country team has an impact on the buying behavior 

for the respondents. Since Craft is highly associated with skiing, this has an impact on the 
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purchase decision. The respondents buy Craft products because they know that 

professional skiers are using Craft, and that they must be using Craft for a reason, which 

affects their buying behavior. Further, the respondents agree that Craft stands for high 

quality in their products and that Craft knows how to make functional clothes that actually 

works. Even though the respondents describe Craft as expensive, they agree that Craft 

deliver high value for money.  

 

The participants of the focus group agrees on that Crafts sponsorship of Mustafa Mohamed 

and the Swedish cross-country team has given the respondents additional value to Crafts 

products and brand. The respondents describe additional value as trust to Craft, and that 

there must be a reason for Mustafa Mohamed or the Swedish cross-country team to use 

Crafts products. Further, the respondents agree on that if the Swedish cross-country team 

would change sponsor, the perception of Craft would probably change and the attitude to 

the new sponsor will change. 

 

5.2.3 Perceptions of Craft 

The overall perception of Craft was their high quality, functional clothes, particularly 

aimed at their underwear. They associated Craft to hockey and cross-country skiing. 

Further the respondents described Crafts brand as value for money, high quality products 

and as a handicraft. All of the respondents also considered the word to describe Craft as an 

“endurance athlete”. Craft was also seen as a positive brand with its strengths in running 

and cross-country skiing. “It is strong since it stands for high quality” according to one of 

the respondents.  

 

The respondents all agreed that Craft as a brand has a high position in comparison to 

Swedish sports brands, particularly in cross-country skiing. “There position in comparison 

to international brands such as Nike and Adidas is weak though”, the respondents filled in. 

Craft have a high position within recreational sports, running and skiing, the respondents 

argued. Craft also have a higher quality than their competitors, according to most of the 

respondents. 
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Further, most of the respondent did not feel loyal towards the Craft brand. Since many of 

the respondents answered that they not mainly are into long distance running or the cross-

country skiing. The consuming of Craft products, according to the respondents, originally 

came from their great products in the Nordic climate. The respondents associated Crafts 

products with winter and coldness, and therefore they bought it to be able to run outside in 

cold conditions. “They will keep me warm” one of the respondents said while another 

respondent filled in “yes, I agree, you could trust them”.     

 

5.3 Team Sportia 

Three qualitative interviews and one focus group was made by Team Sportia. Interviews 

are made with Robert Arvidsson, marketing manager of Team Sportia Sweden, with Henrik 

Lexert, owner and marketing manager of the Team Sportia in Växjö and with Michaela 

Wieslander, store manager of the two stores in Växjö. The focus group is conducted with 

six athletes that are customers of Team Sportia and all of which have competed at the 

sponsorship event World Youth Games. The reason why the authors chose to interview the 

owner and the store manager is because they are working with the local sponsorship 

cooperation's. As the marketing manager is working mainly with event sponsorship both 

interviews will together give an overall perspective of sponsorship of Team Sportia. 

 

5.3.1 Team Sportia background 

The foundation of Team Sportia was initially made 1973 when the chain was called Fri 

Sportia (see Table 6). Individual dealers began to form buying groups and chains to 

increase their competitiveness against department stores for expansion. Later, the year of 

1989 Team Sportia was founded and since then has a steadily rising curve development. 

Today they are one of the leading sports chains in the market with 122 stores and they have 

doubled its sales since the start in 1989. 
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Table 6: Team Sportia description (www.allabolag.se) 

 

 

5.3.2 The Team Sportia product 

Two years ago, no one, even not the CEO of Team Sportia could distinctively describe 

their product within a sentence or in two minutes. However since the new marketing 

manager of Team Sportia was to begin his work, Team Sportias product could be stated. 

The marketing manager describes the product that is based out of high skills, with 

knowledge and experience level. Team Sportia strive to give their customers advice about 

their sport or their leisure activities and their products around this. The marketing manager 

states also that they want their brand to be clear to their customers. The brand should not 

just be connected around their products. It should be linked to a sense from their local 

merchants and to their local sponsorship cooperation’s, this because of the fact that these 

workers actually create sensation in the store. The marketing manager together with the 

owner of the stores in Växjö further argues that Team Sportia has been and is in a strong 

competitive position towards their competitors. They are not the sport chain in Sweden, in 

a chain perspective; they are the sport store in Sweden that embraces the local people with 

a focus on sport. The marketing manager argues also that they are working with the sense 

that Team Sportia is the sport store in Sweden, with a focus on the Swedes and the 

Swedish heritage.  

 

The store manager and the owner of the stores in Växjö confirm this by arguing that the 

Team Sportias product is value for money and accessibility. The store manager in Växjö 

further says that they want to provide personal service and to solve the customers’ 

problems which are their greatest competitive element. The product is knowledge within 

sport and hockey, football, running, cycling and skiing which also are their focus 

categories. 
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5.3.3 The Team Sportia brand strategy 

According to the store owner in Växjö, today's values in the organization of Team Sportia 

are high service and product knowledge. However, the marketing manager says that they 

are working with the brand values of Team Sportia since they do not have a certain brand 

platform today. The values that they are working with today and which they will continue 

to work with are the words inspiring, close and sport focus. The marketing manager 

explains that inspiring means that they should give high knowledge, service and guide their 

customers to a better sporting experience. They want to create desire for their customers to 

get started and to keep training during both before, during and after the stay in the store. 

Further on, the marketing manager states that close means that Team Sportia is strongly 

connected to their local presence. They want to be the local sport chain that is accessible 

and gives personal and honest service to their customers. The owner of the stores in Växjö 

confirms this by arguing that they do not want to be the big city chain that are anonymous, 

instead they want to be a chain with more personal connection. Sport focus means that they 

want to be associated to everything that is linked to sport and active lifestyles. Also the 

product performance is vital if Team Sportias brand shall remain strong. The marketing 

manager further argues that if they do not understand how their customers perceive them 

and that they have not decided how they want to see them, it becomes very difficult to 

work with marketing efforts over time.  

 

Both the owner and store manager of the stores in Växjö means that the brand of Team 

Sportia could be described as a common red thread. Regardless which product that is in 

focus, the functional focus should be the most important thing. Both further argues that the 

values are basically to be where the customer is, have high product information, take care 

of the customer and provide with high customer service. Together with that Team Sportia 

have since many years been seen as a brand that is strong and that signal security. 

However, seen from a customer’s perspective, surveys have showed that Team Sportia 

have been seen as anonymous and invisible the last 5-10 years, which the marketing 

manager wants to change with a more clear strategic focus.   
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5.3.4 Sport sponsorship 

According to the three representatives interviewed, Team Sportias sport sponsorships 

cooperation's are divided into two areas, sponsor event and sponsor club. On the event side 

there are mostly competitions such as World Youth Games, Vätternrundan, 

Vansbrosimmet and O-ringen. In the last named event they are also national team sponsor 

of the Orienteering federation. On the club side, they are main sponsor of the football team 

Elfsborg and the Swedish elite hockey teams Djurgården, Linköping and Brynäs. 

 

The marketing manager states that Team Sportias motive for using sport sponsorship it is 

much more than just giving money in the form of events, club or organization or whatever 

it may be. For them it is a natural market instrument by being present in those situations 

where their current customers are in, to create strong association with Team Sportia by 

being linked to these activities. According to the owner and the store manager in Växjö, 

Team Sportia they sponsor events and clubs where they stand for it and when they believe 

that the sponsorship gives them something back. The marketing manager further states that 

their strategy is to increase the usage sport sponsorship on a central level and sponsor event 

and competitions more than before. They will then reduce smaller club sponsorships as 

they require a lot of commitment which do not benefit the whole chain. According to the 

marketing manager, as around 25% of the marketing budget is put on sport sponsorship. 

Further, Team Sportia will focus more in a brand-wise way in order to strengthen their 

brand in a long term perspective. Within the framework of their six focus categories, Team 

Sportia will find and reinforce the types of sponsorships that complement the brand and 

make it credible. 

 

5.3.5 Sponsorship objectives 

The marketing manager of Team Sportia states that the main brand objectives for using 

sport sponsorship are to create brand awareness or to create a strong brand image. Which 

objectives that is most important to focus on depends on the event. The marketing manager 

further states that if the event already have a strong awareness in one are it is more 

important to create a strong brand image. The owner of the stores in Växjö strengthening 

this statement by arguing that if the event and Team Sportia provide great product 



Chapter 5 

 

39 

 

knowledge, then it is important to increase the brand awareness of the event. The 

marketing manager further describes that it is important that the brand are loaded with the 

right feelings towards an event so that the target group associate the brand according to 

Team Sportias values. The owner of the stores in Växjö confirms this by also stating that 

the objectives with their sport sponsorships is image related if the event or club takes place 

at the right area, otherwise it is mainly brand awareness that is the mainly brand objectives. 

The owner of the stores in Växjö further states that the personality of the brand could be 

strengthen through a sponsorship that creates feelings. For example when the famous 

athlete Carolina Klüft took Olympic gold that created a very positive feeling towards the 

brand of Team Sportia. 

 

The marketing manager describes that the motives for using sport sponsorship is to place 

the product stronger so customers are associating that product or service to Team Sportia. 

To be trustworthy at an event is important and also that they have the right partners and 

suppliers say the owner of the stores in Växjö. As well, the event could take advantage of 

Teams Sportias trustfulness that their customers perceives them as, which is a part of Team 

Sportias brand personality, says the marketing manager.  

 

In the case of the event sponsorship with World Youth Games the main objectives are to 

build strong brand awareness within the youth segment, according to all representatives. 

The marketing manager says that Team Sportia wants in a long term perspective create 

awareness in a positive context where youth and sport are meeting each other in a place 

where tomorrow’s world athletes are born. The marketing manager further states that this 

event makes it possible for the World Youth Games to be linked positively with the 

credibility that comes with Team Sportias brand. Also, the customers will feel that the 

event is professional and trustfully as Team Sportia gives the event economic support and 

because that Teams Sportias products are communicated within the event. The marketing 

manager develop this by saying that as they are sponsoring a youth competition the brand 

could be seen as vibrant and that the element of the competitions helps to create a 

seriousness of the situation. Team Sportia know what it takes to gain success, the 

marketing manager says. As to build a strong brand image the objectives behind the 



Chapter 5 

 

40 

 

sponsorship is also to strengthen the customers brand association of Team Sportia. The 

marketing manager further on states that this could be strengthen through sport focus, 

inspiration, team spirit and the focus on tomorrows stars that follows with the event. 

Though, the marketing manager argues that brand effects are limited to the participants of 

the event. The marketing manager states that they have been unsuccessful when using the 

sponsorship wider to the market. However, they will focus on this more in the future. 

 

5.4 Team Sportia - focus group 

A summary of focus group with Team Sportia customer is presented in Tabel 7.  

Table 7: The participants of Team Sportia focus group  

 
 Person A Person B Person C Person D Person D Person E 

Age  44 23 26 20 30 22 

Profession Senior 

head 

coach/ 

self-

employer 

Pro. athlete, 

studying 

entrepreneurship 

Pro.  

athlete, 

studying 

arts and 

political 
science 

Pro. 

athlete, 

graphical 

design 

Head 

coach, 

computer 

engineer  

Head coach, 

studying 

sports 

psychology 

Customer at 

Team 

Sportia 

Yes Yes Yes Yes Yes Yes 

Participants 

of WYG 

Yes Yes Yes Yes Yes Yes 

Others Have been 

sponsored 

Are an active 

customer of 

Team Sportia

  

 Are 

sponsored, 

works with 

marketing 

Have been 

sponsored 

 

 

 

5.4.1 Perception of sponsorship 

According to the respondents, they defined sponsorships as a mutual agreement where a 

company could get the opportunity to get their own brand associated with the sponsored 

person, club or event. The respondents believe that sponsorships have two purposes, where 

the first purpose were to sponsor large events or clubs where brand positioning is the major 

objective. The other purpose could be to sponsoring on a local level, where the local 

business is using goodwill in order to help the athlete or team. Together the respondents 

agreed that sponsorship also made it possible to get a free ride on someone else’s image 
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where the sponsee could transfer his or her image to the company. Also, when it comes to 

individual athletes the respondents thought that this type of sponsorship was all about to 

build a strong brand image and to take advantage of the athlete’s charisma. On the other 

hand the respondents believed that club or event sponsoring were more about building 

strong brand awareness.   

 

The respondents also believed that sponsorship could put a lot of pressure on the athlete 

because they could then feel that they have to perform. Therefore, the respondents thought 

it was important to write a reasonable contract where the athlete only are supposed to 

perform the best possible. They also agreed that the athlete do not owe an unrealistic 

performance and it is important that the athlete understands that the sponsor do not only 

sponsor for goodwill. 

 

5.4.2 The sponsor event – World Youth Games 

The respondents believed that Team Sportia where a suitable sponsor to the event because 

they support youths and athletes. They all agreed on that the target group were good 

because track and field athletes are very fixated on clothes and fashion, which they thought 

it is a perfect sponsor event for all vanity athletes. Also, the respondents thought it was fun 

that companies like Team Sportia invested money in track and field as the sport deserves it. 

As the event has over 7000 competitors, the respondents also thought that all a lot of these 

people bought from Team Sportias product that day during the event. Though, the 

respondents did not know whether Team Sportias presence affected the event or not, but 

they believed that it could have an unconscious affect. Some of the respondents believed 

that it does not matter whether Team Sportia or another sport store were sponsored the 

event. But all respondents argued that if Team Sportia were selling more of their products 

during the event that will affect customers’ buying decision towards Team Sportias. 

However, all the respondents agreed that Team Sportia did not only sponsor for goodwill, 

but also for brand awareness purpose. The respondents also believed that Team Sportia 

could increase their brand awareness because of the fact that talented athletes can be seen 

in newspapers and some televisions that the company could be associated with. Further on 

the respondents said that as Team Sportia felt as a credible company and they thought that 
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the event would make it even more trustful. Though, they did not think that was the reason 

they were loyal to the event, but that factor could have an unconscious effect. As the 

respondents suddenly remembered that they have bought the events t-shirts which included 

Team Sportias logo, they got a positive association with the company and the event. When 

the respondents got the question if Team Sportia should take an active part in the 

community, they agreed that it should be aiming at events that are accessible to many, and 

they thought World Youth Games were a suitable event for that. Also, according to one 

respondent: “Team Sportia could also ensure that wheelchair users can join and compete in 

the same competition, to make a clear social responsibility. And if they want think about 

social responsibility they could think about the groups that rarely get proper support, like 

people that are blind for example” 

 

5.4.3 Perceptions of Team Sportia 

Some of the respondents thought that Team Sportia was the obvious choice to buy from 

among sport stores in Sweden, but some interviewed did not agreed with that, because they 

believed they could get better service in other stores. These respondents thought that Team 

Sportia was a little bit more expensive with a smaller range of products. One respondent 

said “I grew up in Stockholm, and in that city there were stores that were giant with low 

prices, which made it obvious for me to chose that company instead of Team Sportia” 

Though, one respondent had another view on it and thought that Team Sportia have an full 

range of products and that the prices was equally the same or even lower. However all 

respondents agreed that it depends on which store and city you are visiting and it could be 

hard to generalize the service because of different circumstances and budgets. However, 

those respondents that have a negative experience thought that Team Sportias have been 

more professional the last couple of years. All respondents also believed that Team Sportia 

feels friendly, personal with an intimate feeling that provides a trustful service. They also 

felt that staff of Team Sportia wants to engage with the customer and they often provide 

with great knowledge. One respondent also said that “ Since Team Sportia are supporting 

and sponsoring my track and field club IFK Växjö, I support Team Sportia” One another 

respondent said that  “when I moved to Växjö, I knew a lot of people who worked at Team 

Sportia, so it became the obvious choice” All respondent agreed up on that statement and 
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believed that if you know someone or have an friendly and social relationship with 

someone in the store, that increases the chances that you will return to that place and buy 

next time.  

 

When the respondents were asked how Team Sportias brand stands compare to their 

competitors, they all thought that Stadiums brand felt a lot stronger. They thought Stadium 

felt sharper as they could be seen on advertisement more often and occur more often in 

sports. Though almost every respondent believed that Team Sportia also has strong brand 

awareness among sport they also believed their brand felt less strong than their 

competitors. However, almost every respondent thought that Team Sportias service was 

better, but their competitors felt a little bit more professional and more structured. When 

the respondents got the question if they were loyal to Team Sportia, they said no, it 

depends on the market - if they find the same pair of shoes somewhere else cheaper, they 

would consider to be on that place instead. However one respondent said “I buy where I 

can find what I need. Then I think Team Sportia surprises as well. They often have what 

you need” 
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6. Data analysis 
_________________________________________________________________________ 

In this chapter the authors will analyze the theoretical chapter together with the empirical 

chapter. The companies will be analyzed by the literature review: sport sponsorship, 

brand, brand strategy, brand objectives in sport sponsorship, brand awareness, brand 

image, brand loyalty, brand association, brand personality and goodwill. Then will the 

focus group be analyzed in order to answer how well the companies brand objectives 

match with their customers’ perception of it. Lastly, a comparison between Craft and Team 

Sportia will be presented. 

_________________________________________________________________________ 

6.1 Craft – company interviews 

6.1.1 Sport sponsorship 

The sales and marketing coordinator states that their purpose with sport sponsorship is to 

affect customers’ perception of the brand. That could be done in different ways depending 

on the goals and which kind of sponsorship that will affects the perception of the brand. 

This is strengthening by Henseler (2011) who means that sponsorship is something that 

could affect the perception of the brand. Moreover, sport sponsorship could also give 

awareness and change an image of a company (Gwinner and Eaton, 1999). The theory also 

speaks about sponsorship as a strategic alliance between the sponsor and the sponsee 

(Henseler, 2011; Urriolagoitia and Planellas, 2006). It could also be a B2B relationship for 

mutual benefit (Farelly and Quester, 2005; Henseler et al., 2011). The international sports 

marketing manager on Craft are on the same track when he describes their sponsorships as 

a possibility to build a corporation in order to develop high quality products.  

 

Hui-Ming Deanna, (2010) and Simmons and Becker-Olsen (2006) says that sport 

sponsorship gives the company an opportunity to differentiate itself to strengthen the 

company’s competitive advantage. Crafts thoughts about their involvement in sport 

sponsorships go in the same direction. Craft wants their selected sponsorships to reflect 

their brand values in their marketing platform. This is their competitive advantage 

compared to their competitors. Since Craft wants their brand to be seen as Swedish, 

Performance, Athletic and Authentic they use sport sponsorship to send out their brand 

values and to differentiate themselves in the market. 
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One thing that the theory has not mentioned is that sponsorship can be used as a toll to shut 

out or lock out competitors to be shown in the same place, event or arena. Craft says that 

they sometimes do sponsorships that they know is not directly the best match for the 

company and the brand. In those cases they see the sponsorship as a way to shut out 

competitors in order to be visible or present with that particular sports person, event and 

team. By that they could prevent their competitors to be associated with that event. 

 

6.1.2 Brand 

A brand needs to be relevant towards the customer in order to hold any economic value 

(Fischer et al, 2010). Further is the brand meaning important to reach customers (Berthon 

et al, 2009). Crafts brand meaning, their brand values, is according to the international 

sports marketing manager authentic, athletic, Swedish and performance. Craft does also 

want to present an image of high quality clothes, safeness, functionality and as a design 

brand. The marketing and sales coordinator argues that Craft should be a natural choice for 

their customers and that the product development is essential for the brand survival. This is 

in line with the relevance the literature is mention above. Further the theory argues that 

strong brands results in higher customer loyalty, margins etc. (Berthon et al., 2009). Craft 

also seems to work with that since them, according to the international sports marketing 

manager, renewing their new brand platform, in order to build more positive emotions 

towards the brand.    

 

6.1.3 Brand strategy 

A well-defined brand strategy is a key to successful brand building according to Gromark 

and Melina (2011). Craft is trying to construct a well-defined brand by dividing the brand 

into three different levels; active, performance and elite. This is a part of their brand 

strategy according to the representatives. These sections is also constant through their 

whole marketing channel and are their goal to become a premium brand in the minds of 

customers, according to the sales and marketing coordinator. Srivastava (2009) argues that 

a brand strategy should be used to maintain a dialogue with customer and for enhancing 
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relationships. To be able to do this Craft is doing careful investigation and questioning 

every step they are taking as an organization in form of products, marketing and other 

expenditures that affects the brand. When this evaluation is done, Craft break down every 

part in their brand strategy, piece by piece to see if there is a misunderstanding or some 

aspects that does not work, as they want it to do. 

 

6.1.4 Brand objectives in sponsorship 

The sponsorship portfolio is the collected sponsorship a company has O’Reilly and Madill 

(2012). The model describes the different motives the sponsor has behind its sponsorship, 

depending on knowledge and customer segment (Cliffe and Motion, 2005). According to 

the sales and marketing coordinator are the brand objectives with Crafts sponsorship well 

developed. Their sponsorship portfolio consists by three different levels which should 

reflect the different target groups; active, performance and elite. With this, Craft wants to 

reach their target group with different thoughtful sponsorship strategies in line with the 

theory. Further, one part of the portfolio is to create brand awareness through events, while 

their individual sponsorships in general are more for their internal product development. 

Those two goals with the sponsorship portfolio are developed due of the knowledge of the 

customer needs within the organization. 

 

6.1.5 Brand awareness 

As mention in the section before is one of the main goals with Crafts sponsorships to reach 

brand awareness with their brand. Brand Awareness is one of the biggest reasons of 

sponsoring events for Craft according to the sales and marketing coordinator. This is 

because the events are often visited by a lot of people, which makes it a good fit to gain 

awareness and to show the brand. This is supported in the theory where Huang and 

Sarigollu (2012) states that brand awareness refers to whether consumers can recall or 

recognize a brand, or simply whether or not consumers knows about a brand.  In the 

interview the sales and marketing coordinator speaks about how Craft sometimes are 

involved in events and such because they can see increased brand awareness, while they 

sometimes just sponsor to be the only one to be seen on that “arena”. This could according 
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to the theory, create brand awareness since long duration of sponsorship could have that 

effect (Mason and Cochetel, 2006).  

 

6.1.6 Brand image 

The image a company gives their consumers through their sponsorship relies on the overall 

brand image (Kikhan et al, 2012). According to both representatives, Craft want to give an 

image as a premium brand, providing high quality products. Further is the core of the brand 

platform to reflect an image of being authentic, athletic, performance and Swedish. Craft 

seems to have achieved this brand image among their customers since their own survey 

shown that the Craft brand stands for almost the same as the representatives describe it. 

Thus, it is consistent with Keller (2003) who describe image as all the knowledge 

consumers have about a brand and how it will be associated in their memory.  

 

6.1.7 Brand loyalty    

In the interviews neither the international sports marketing manager or the sales and 

marketing coordinator talks directly about what their sponsorship contribute to brand 

loyalty. Instead, Craft believes that loyalty comes from being the natural choice of their 

customer segments when it comes to sports and active clothes. This could be interpreted to 

the theories regarding brand loyalty, where customers prefer one brand in front of another 

since they have a earlier positive feeling towards the brand (Inglesias, 2011). The 

international sports marketing manager also talks about how their new brand platform 

hopefully should create more feelings to the brand, which could be seen as they want to 

create more loyalty towards the brand.  

 

6.1.8 Brand association 

The sales and marketing coordinator states that Craft want to be involved with training in 

high intensive sports where sweat is involved. This could be interpreted by Aker (1991) 

who states that brand association is everything that is linked in the mind of the customer 

towards the brand.  Craft also wants to be the natural choice by the consumers, according 

to the sales and marketing coordinator. Thus, this could be interpreted as something that 
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reflects human’s everyday lifestyle and habits (Becker, 2006; Henseler, 2011). This is 

where the Craft brand should be the first in mind association towards those sports. 

Henseler (2011) further means that brand associations could include using a celebrity as a 

spokesperson. This has Craft done with their sponsorship with Mustafa Mohamed, 

according to the sales and marketing coordinator. Since he is the most famous long 

distance runner in Sweden, they have chosen him she further states. Thus, this could be 

interpreted as they want to associate him with the Craft brand in order o reach both 

professionals and active runners.   

 

6.1.9 Brand personality 

A set of human characteristics is what Maehle and Supphellen (2011) defines brand 

personality. Craft works with this in their brand strategy since they are trying to reflect 

personal traits such as their core values authentic, athletic, Swedish and performance (with 

some exceptions for Swedish). Aaker (1999) states that brand personality could help 

customers to express their self-concept. According to the sales and marketing manager, 

that is one of their missions with the sponsorship of Mustafa Mohamed since he has 

personal traits which in general could be seen as positive. Therefore can Mustafa 

personality reflect the brand and inspire their customers’ self-concept in a positive way. 

Craft always aims for sponsorships that reflect their brand in comparison with their 

marketing platform. Further, the international sports marketing manager says that it should 

always be a natural fit between the person or team and the Craft brand.  

   

6.1.10 Goodwill 

The international sports marketing manager mention sponsorship effects as having a 

directly and an indirectly level. On the indirectly level, Craft wants to achieve a goodwill 

effect. According to the theory, goodwill is the consumers’ positive attitude towards the 

company who sponsors a specific event or other sponsorships (Dees at al., 2008; 

Meenghan, 2001). Further, the representatives are in congruence with this description but 

add that the goodwill effect is something that always will pay back in the end. Regarding 

goodwill on different activities levels (Meenghan, 2001), Crafts sponsorship in events such 
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as Göteborgsvarvet could be seen as an active goodwill sponsorship. In this event the 

participants could contribute to creation of goodwill effects towards Craft.     

 

6.2 Craft - Customer focus group 

6.2.1 Perception of sport sponsorship 

 

 

The focus group was conducted in order to see if consumers’ perceptions where consistent 

with the companies’ perspective of their sponsorship effects. Both had the view of viewing 

sponsorship as a win-win situation. Craft also describes the sponsorship in a similar way. 

They see their sponsorships on an individual level as a mutual benefit for both the sponsor 

and the sponsee. Further the focus group argues that it is important for the company to 

sponsor individuals and teams where the company wants to be seen. This goes in line with 

Crafts sponsorship objective giving the sponsorship a natural connection towards the 

brand. That is to sponsor the right context and for the sponsee to get the fit with the 

perceived image of the sponsor. Craft wants their sponsorship to be seen in the same way, 

by always having a natural fit with their sponsorships. When talking about sport 

sponsorship, brand awareness was one of the first things in mind, both in the focus group 

and in the interviews with Craft. According to the focus group, brand awareness occurs the 

easiest way in contact with an event where many people can see the company and the 

brand (see Table 8). 

Table 8: Summary empirical data regarding perception of sport sponsorship     

 

 Craft Customers 

Perception of 

sponsorship 
Create awareness (1), product 

development, natural fit (2), 
mutual benefit with sponsee (3)  

Create awareness (1), visible in 

media (1), fit with the perceived 
image of the sponsor (2), 

sponsor in right contexts(2), 

Win-win situation (3) 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 

 

 

 

 



Chapter 6 

 

50 

 

 

 

6.2.2 Perception of Mustafa Mohamed sponsorship 

 

 

The focus group had great knowledge regarding Crafts sponsoring of Mustafa Mohamed. 

This is consisting with one of Crafts main objectives with their sponsorship - to create 

brand awareness (see table 9). The focus group also thought that the sponsorship with 

Mustafa has a good fit, since he is the best long distance runner in Sweden. This is in 

congruence with one of Crafts goal with their sponsorship - to create a strong personal 

connection towards the brand and use Mustafa as a key person within that area. However, 

the focus group thought that Craft should be more involved in athletes and runners. But 

according to the interview with Craft, their point of view with individual athletes is more 

from a product development perspective. The focus group also felt that using a sponsee 

(Mustafa) with Craft clothes and Nike or Adidas shoes could create a twisted image and 

wrong associations. Therefore, Craft could possible use their individual sponsorship with 

running athletes to develop a shoe collection concept. Though, their product development 

with Mustafa is also one way to build a story, an image of the brand, according to the sales 

and marketing coordinator. The participants in the focus group did not state this since they 

did not knew about the development and the story behind it.       

 

Table 9: Summary empirical data regarding perception of Mustafa Mohammed sponsoring 

 

 Craft Customers 

Perception of Mustafa 

Mohamed sponsoring  
Awareness(1), product 
development, brand 

personality(2), create 

associations to elite athletes(3), 
build a story 

Awareness(1), image creation, 
personal connection(2,3), 

twisted image and wrong 

associations, visible in 
media(1), strong personality(3) 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 
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6.2.2 Brand perception 

 

 

Craft wants to build an image that reflects the values of their brand platform; Swedish, 

athletic, authentic, performance (Table 10). They also want to be perceived as a premium 

brand with high quality. The respondents in the focus group agreed on the quality traits. 

Moreover, they described Craft as money for value brand, with functional cloths. This 

could be interpreted as Craft is a performance and premium brand. Further the respondents 

also refer to Craft as one of the market leader within running and skiing. This could 

confirm their desires in becoming a premium- and a high performance brand. However, 

Craft seems to not be perceived as typical Swedish, since no one of the respondent’s 

answers could be connected to that kind of value. 

Table 10: Summary empirical data regarding perception of Team Sportia brand 

 

 Craft Customers 

Brand perceptions Swedish, athletic(1), authentic, 

performance(2), premium(3), 

quality(4)  

High quality(4), value for 

money, functional clothes(2,3), 

endurance athletics(1), high 

position within running and 
skiing (2,3) 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 

 

6.3 Team Sportia- company interviews 

6.3.1 Sport sponsorship 

According to the marketing manager, Team Sportias motives for using sport sponsorship is 

more than just giving away money to an event, club or organization. For them it is a natural 

marketing instrument which is an important part of their brand strategy. The importance of 

that marketing channel are strengthen by  the statement that sport sponsorship are one of 

the most used communication tool in media (Roy (2003) and that 60% of world companies 

sponsoring are in sports (O’Reilly and Madill, 2012). Roy (2003) also states that the reason 

why sport sponsorship has increased in recent years is that customers perception of 

traditional marketing have changed. Team Sportia seems to be aware of this since them 
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currently changing their brand values because customers have changed their view of 

marketing.  

 

Sport sponsorship could also give the company an opportunity to differentiate itself 

(Simmons and Becker-Olsen, 2006, Hui-Ming Deanna, 2010) and strengthen the firms 

competitive advantage towards their competitors. The owner of the stores in Växjö 

confirms this by stating that Team Sportia has been and still is in a strong competitive 

position towards their competitors. Much thanks to their sponsorship with the local sport 

clubs. This sponsorship strategy is a way to differentiate them towards to their competitors. 

It could also lead to a more personal brand. Farelly and Quester (2005) and Henseler et al 

(2011) confirm this by stating that sport sponsorships could be an instrument for 

management of brand personality. As both World Youth Games and Vätternrundan are 

large events that support both youths and professional athletes. It is a way to being 

perceived as a brand with a personality of being professional and “to have what it takes”, 

according to the marketing manager. According to Hui-Ming Deanna (2010), sport 

sponsorship could create awareness in form of information collecting and recognition 

among the sponsor’s customers. The marketing manager emphasize the importance of this 

by stating that Team Sportia are going to reduce their sponsorship of smaller clubs since 

these do not create brand awareness for the whole chain. Instead Team Sportias 

sponsorship are going into a central level and will sponsoring larger events that benefits the 

brand awareness more. However, since they are reducing smaller and local sport 

sponsorship it could also change their wanted image as a personal brand. 

 

6.3.2 Brand 

Brand meaning which is defined as mental links between brand names, images and 

cognition in consumer’s memory are all important in order to build a strong brand (Berthon 

at al., 2009). Team Sportias values and brand meaning are service and product knowledge.  

However, Team Sportia is changing this brand platform towards something that reflects the 

customer’s mental linkages of Team Sportia even more, according to the marketing 

manager. Those new brand values they build their platform on are; close and sport focus. 

To create strong mental linkages and a overall strong brand performance is in congruence 
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with the theory of Keller (2009). It states that a strong brand performance could create 

greater customer loyalty, larger margins and more price elastic customers. The marketing 

manager do believe that Team Sportia, with their new core values could reach a better 

brand performance and this could be a way to achieve loyal customers and brand 

differentiation. In order to succeed with this it could be important to meet the customer’s 

expectations (Srivastava, 2009). Since studies have shown that Team Sportia brand stands 

for something that is more similar to inspiring, close and sports focus that is also an natural 

way to meet their customers’ expectations even more than before. 

 

6.3.3 Brand strategy 

Gromark and Melina (2011) states that a well-defined brand strategy is a key to build an 

successful brand. The marketing manager confirms the importance of this by arguing that 

Team Sportia is currently changing their brand strategy towards something that fits their 

customer’s perception of them. Surveys have shown that Team Sportia have been seen as 

anonymous and invisible the last 5-10 years. This is also an argument for building a well-

defined brand strategy. In order to build a strong brand strategy, the marketing manager 

wants to go into the soul of Team Sportia. To see how the brand is loaded by several years 

and try to highlight the importance, the positive features and work with them more 

consistent and focused. The marketing manager says that one example of this is their local 

presence, their strong bonds and their strong communication they wants to achieve with 

their customers. Srivastava (2009) strengthening this by arguing that a strong brand 

management strategy could be used to maintain a dialogue and enhance the company’s 

relationship towards their customers. 

 

6.3.4 Sponsorship objectives 

Although, there has been stated many definitions, there is no general way of defining 

which are the sponsorship objectives with sponsorships (Lagae, 2003) However, one way 

of describing it are by the sponsorship portfolio (Henseler, 2011, O’Reilly and Madill 

2012). Even if the marketing manager and the owner of the stores in Växjö could not 

generalize their motive for using sponsorship, they believed it was a natural instrument in 
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their marketing efforts. Regarding the sponsorship portfolio, the marketing manager argued 

that Team Sportia wants to invest money in those sponsorship activities that could 

contribute the most to their brand. The marketing manager believed that larger events 

would contribute with more value to the brand than smaller club sponsorship cooperation’s 

would do. The owner of the stores in Växjö confirms this by stating that is important that 

Team Sportia sponsorship are loaded right with right associations to their customers. This 

relevance of choosing the most valuable sponsorship are strengthening by Cliffe and 

Motions (2005) model that explains that knowledge and optimal core values determines 

which associations customers have towards the brand. 

 

6.3.5 Brand awareness 

As stated before, Team Sportia is planning to focus more on sponsoring larger events. This 

since larger events contributes with stronger brand awareness for the whole chain. Team 

Sportia wants to be more visible for their customers and build higher awareness as the 

competition has been challenging, according to the marketing manager. Homburg et al. 

(2010) and Huang and Sarigollu (2012)  confirm the relevance of being visible, as recall 

and recognition could all lead to a stronger brand awareness for the company. Aaker 

(1991) says that brand names provide the memory nodes in the customers mind. Team 

Sportias sponsoring with larger events could be a way to increase their brand awareness.  

In a long term could sponsorship increase awareness and recognition (Manson and 

Cochetel, 2006; Pitts and Slattery, 2004), which also are one of the motive why Team 

Sportia are sponsoring World Youth Games. However, the owner of the stores in Växjö 

argues that brand awareness does not have to be the most important objective to achieve. 

The owner explains if the company are sponsoring an event that already are have a strong 

awareness to their target group, there is more important to strengthen other brand 

objectives that could contribute more the their brand strategy. This is confirmed by 

Walliser (2003) who states that sport sponsorship does not always lead to increased brand 

awareness. As some events of Team Sportia already have strong brand awareness, it could 

be more important to increase their brand image, according to the marketing manager. 
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6.3.6 Brand Image 

Brand image could be described by the overall perception the customer has about the 

companies brand (Keller, 2003). The marketing manager argues that Team Sportia wants 

to increase their overall perception their customers have about them. In order to do 

understand how their customer’s perceives them, the marketing manager argues that they 

need to have a strategy for how Team Sportia wants to be achieved. Team Sportia have 

been taking this into consideration as they uses different customer surveys in order to gain 

knowledge of customer’s perception of the brand. The information given in the surveys 

have helped them to build a new brand platform with new brand values that could increase 

their brand image. Further, Keller (2003) states that brand image are all the type of 

information that a customer associate with the brand. The owner of the stores confirms the 

importance of this by stating that it is essential for the Team Sportia brand to be loaded 

with feelings in a correct way. The store manager further states that their customers should 

not only associate Team Sportia with their products, but also as a company with an local 

connection. Cliffe and Motion (2005) argues that brand image also could be a way to for a 

company to niche themselves. This has Team Sportia strive to achieve through their unique 

sponsorships in line with their brand values. 

 

6.3.7 Brand loyalty 

Team Sportia do not have any explicit strategy to increase their brand loyalty through their 

sport sponsorship. Although, the marketing manager says that they wants to focus in a 

brand-wise way in order to build a strong brand in a long term. They also want to build a 

long-term relationship with their customers. This is confirmed by Inglesias (2011) who 

states that brand loyalty could be an outcome of positive costumer feelings towards the 

brand over time. Reichheld and Teal (2001) also states that a strong brand experience could 

results in brand differentiation and brand loyalty. Team Sportia are sponsoring 

Vätternrundan, World Youth Games and one of the largest orienteering events in the 

world. As these events are popular and most customers have positive experience on these 

events in general, these positive experiences could lead to brand loyalty to Team Sportia 

who is a regular sponsor of these events. 
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6.3.8 Brand association 

As stated before, Team Sportia wants to be associated with a local and personal 

connection. The marketing manager develop this by arguing that Team Sportia do not want 

be associated as a large sport chain in Sweden. They want to be associated as the Swedish 

sport store that embraces the local people. This association is confirmed by Aker (1991) 

who states that brand association is everything linked in the memory of peoples mind. One 

motive for Team Sportia to use sport sponsorship is therefore to choose events which is 

associates with their brand values. World Youth Games are an example of an event where 

Team Sportia wants to strengthen their customers association towards their brand. 

Moreover, the motive for that specific event is also to be associated as a brand who knows 

what it takes. This since the World Youth Games is a serious competition where all 

participants are on a high level.  Lastly could brand association be described as reflecting 

peoples self-concept (Becker, 2006; Henseler, 2011). Here there is a connection to the 

participants of World Youth Games since they could associate their positive self-concept 

of the event towards Team Sportia. 

 

6.3.9 Brand personality 

The most common definition of brand definition has been stated as the human 

characteristic associated with that brand (Maehle and Supphellen, 2011). According to the 

marketing manager Team Sportias mission and core values provides a desire for brand 

personality. Moreover, the owner of the stores in Växjö argues that Team Sportias brand 

could be strengthen through a sponsorship that creates feelings. For example when the 

famous athletic athlete Carolina Klüft took Olympic gold that created an very positive 

feeling towards the brand of Team Sportia. This could have transferred her personal traits 

towards the brand. Thus will her personality be a part of the Team Sportia brand 

personality. That sponsorship could be way to increase customer’s positive perception of 

the brand even more. This since the brand personality results in feelings that have a better 

fit the customer’s self-concept according to the theory of Aaker, 1991. However, the 

marketing manager statement could be interpreted as Team Sportia absence of working 

with individual sponsorship could lead to difficulties in building a strong brand personality. 
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Even if Team Sportia has lacks in their brand personality they work to achieve a high 

brand familiarity. This is a brand objective that is close to brand personality, but has the 

perception of being the specific personal traits; close, trustful and credible. This finding 

occurs from the fact their customers (according to customers surveys) perceives Team 

Sportia as credible and trustful. 

 

6.3.10 Goodwill 

Team Sportia are sponsoring World Youth Games, Vätternrundan and O-ringen, which all 

are events involving young people, professional athletes such as normal exercisers. These 

events could be seen as some kind of responsibility from the view of Team Sportia and 

therefore a part of their goodwill sponsorship. This is confirmed by Dees at al, (2008); 

Meenghan, (2001) who states that goodwill are when the consumers see the sponsorship as 

beneficial for the society. Goodwill could also be defined as the positive feelings that a 

customer does convey towards a sponsor in which they are passionate (Dees at al, 2008; 

Meenghan, 2001). However, the marketing manager states that Team Sportias motives for 

using sport sponsorship are more than just giving money. The owner of the stores in Växjö 

agrees with that arguing that Team Sportia are sponsoring these events when they believe 

in it themselves and when they believe that it gives them something back. Consequently, 

goodwill is not one of the most important motive objectives with sponsorship for Team 

Sportia. 
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6.4 Team Sportia - Customer focus group 

6.4.1 Perception of sport sponsorship 

 

 

Regarding definition of sponsorship, both the respondents and the representatives 

interviewed had a similar view of it (see Table 11). Moreover, they all believed that sport 

sponsorship could have different purposes depending on which sponsorship activity that 

were in focus. Though, the respondents thought event sponsorship were mainly for brand 

positioning purposes where the representatives of Team Sportia stated that it was mainly 

because of building strong brand awareness. However, as the marketing manager of Team 

Sportia argued that their local sponsorships was more than just giving away money, the 

respondents of the focus group believed it was mainly for goodwill purposes. Though, the 

marketing manager explained that their motive for using sponsorship on a local level was 

not directly a financially major cause, but it was important engagement in a brand 

perspective. Moreover, the respondents of the focus group believed that another motive 

could be to get a free ride on a famous athlete’s image. This is also something occurred 

when Team Sportia were sponsored the famous track and field athlete Carolina Klüft. 

Thought, it is of high significance that this was not a conscious act as Carolina Klüft 

already were a member of Team Sportia since many years. Sports success of that enormous 

level could be difficult to expect. 

Table 11: Summary empirical data regarding perception of sport sponsorship 

 

 Team Sportia Customers 

Perception of 

sponsorship 
Create brand awareness 
Create brand brand image (1)  
Create brand association (2)  
Create brand familiarity 

Create brand association (2) 
brand positioning in event 

sponsorships 
Goodwill in local sponsorships 
brand image in individual 

sponsorships (1) 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 

 

 

6.4.2 Perception of the event World Youth Games 
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The respondents of the focus group thought that Team Sportia was an optimal sponsor for 

the World Youth Games as the event supports youth (Table 12). The reason Team Sportia 

chose that event was that they wanted to create strong brand awareness in the youth 

segment, according to the marketing manager. Thought, this was not something they 

directly have managed to succeed with. This since they respondents of the focus group did 

not thought that the event had a strong association with Team Sportia. Further, all 

respondents agreed that if Team Sportia were selling more products during World Youth 

Games, it could increase Team Sportias awareness of the event. However, the marketing 

manager admit that they have been poorly marketed the event. The marketing manager 

further argued that World Youth Games make it possible for the event to be positive linked 

with the credibility that comes with Team Sportias brand. This was something all 

respondents agreed with since they perceived Team Sportia as credible and a company they 

could trust. The respondents further argued that a lot of talented athletes could be seen in 

the newspapers and other media, which would create awareness and associations towards 

Team Sportia. The respondents also believed that Team Sportias presence of the event 

could have an unconscious effect in the participants mind. This effect could on a long run 

be seen as to increase brand awareness.  

 

Moreover, the marketing manager argues that as the element of the competition, as a part 

of World youth games, helps to create a seriousness of the situation, Team Sportia could be 

associated with the brand that know what it takes to succeed. The respondents perceived 

Team Sportia as credible, but some respondents also thought that other sport companies 

could fit as a sponsor of the event as well. Therefore, the objective with creating brand 

loyalty through sponsorship is in the case of Team Sportia failing. This since they did not 

create any loyal feelings within the focus group. Although almost every respondent of the 

focus group are loyal to World Youth Games, their loyalty towards Team Sportia have not 

increased. However, the respondents believed that Team Sportia is contributing with social 

responsibility because of their sponsoring events that is accessible to a large range of 

people. This could be considered as a goodwill purpose from Team Sportia although it is 

not their main purpose with the event.  

Table 12: Summary empirical data regarding perception of World Youth Games 
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 Team Sportia Customers 

Perception of World 

Youth Games 

sponsoring  

Brand awareness in youth 

segment (1) 

brand association towards 

seriousness of the event (2) 

brand image  

Brand awareness of talented 

athletes (1) 

brand association (2)  

Goodwill 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 

 

6.4.3 Perception of Team Sportia 

 

Table 13: Summary empirical data regarding perception of Team Sportia 

 

 Team Sportia Customers 

Brand perception high service (1) 

product knowledge (2) 

close (3) 

sport focus (2) 

inspiring (1) 

high and personal service (1) 

good product knowledge (2) 

local and friendly (3) 

*The numbers describes that there is a connection between the company’s answers and the 

focus groups answers. Equal numbers shows a connection and correlation has been found. 

 

Some of the respondents thought that Team Sportia was the obvious choice. Though, some 

of the respondents did not agree with that at all, because they believed they could get better 

service in other stores. However all respondents argued that the service could vary 

depending which store and city and therefore hard to generalize. As Team Sportia wants 

their products to be linked with a feeling and sense towards the local store, it may not fit 

every customers demand. As their stores look different depending on which city, that could 

explain Team Sportias difficulties in having a clear structure through the whole chain. 

However, the respondents perceived Team Sportia as close, friendly with a personal 

service. “Close” is also according to the marketing manager one of the brand values in 
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Team Sportias new brand platform that they want to stand for. The other brand value 

“sport focus” is also in line what the respondents perceive Team Sportia with. Regarding 

Team Sportias competitors, the respondents thought Stadium felt stronger as they have 

stronger brand awareness in advertisement. This was also confirmed by the owner of the 

stores in Växjö as surveys have shown that Team Sportia have been more anonymous the 

last five years. However, the respondents thought Team Sportias service was better, but 

their competitors felt more structured and more professional. 

 

6.5 Craft and Team Sportia comparison 

         Table 14: Analytical comparison between Craft and Team Sportia 

 

 Craft Team Sportia 

Goal with sponsorship Affect customers perception of 

the Craft brand. 

Invest money into  sponsorships 

that  could contribute most for 

the brand. 

Brand awareness Large part of their sponsorship.  

strive to achieve it mainly during 

events 

Large part of their sponsorship. 

strive to achieve it mainly 

during events 

Brand image Involve people that they believe 

has a natural fit with the brand 

and the products 

Strive to achieve this through 

local sport sponsorships 

Brand loyalty   Indirect outcome because of long 

term positive emotions from their 

brand platform 

Strive to create a long term 

relationship towards their target 

group 

Brand association  Strive to be associated with 

celebrities and people involved in 

high intensive sports 

Strive to niche themselves and 

make their sponsorships unique 

with events that are associating 

to their desired brand values 

Brand personality  Wants their sponsees 

personalities to transforms into 

the brand personality of Craft. 

 

Does not directly strive for this 

Goodwill   Sponsoring public events that 

could be beneficial for the 

society 

Sponsoring public events that 

could be beneficial for the 

society 

New brand objectives  Product development through 

sponsorship 

Brand familiarity through 

sponsorship 
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Crafts main goal with sport sponsorship is to change their customer’s perception of them 

while Team Sportia wants be more visible for their customers (see table 14). This could 

reflect both companies’ sponsorship activities since Craft partly has individual 

sponsorships and event sponsorships while Team Sportia mainly have event sponsorships. 

The both companies and the theory states that individual sponsorship are best suited to 

change an brand image. This could reflect the decisions of Crafts sponsorship with 

Mustafa. Nevertheless, Team Sportias focus on event sponsorships could explain their goal 

to be more visible and increase their brand awareness. Further, Craft wants to affect their 

brand image through their sponsorship with Mustafa since they believe he has a natural fit 

with their brand. In a similar Team Sportia wants their local sponsorships to reflect their 

desired image of being close and personal. Team Sportia wants this to lead to a strong long 

term relationship and could be an indirect outcome of brand loyalty. The brand loyalty may 

in turn be a result of positive costumer feelings towards the brand over time (Inglesias, 

2011). Crafts brand loyalty through sponsorship could also be an indirect effect of the 

positive emotions they wants to create towards the brand through the new brand platform. 

Both companies want their sponsorship activities to be associated to their desired brand. 

More precisely, Craft wants to increase their brand association with celebrities and Team 

Sportia wants to achieve brand association through unique events. Brand personality was 

an objective that differed since Team Sportia did not directly strive for this while Craft 

wants their sponsees personalities to transforms into the brand personality of Craft. Since 

both companies are sponsoring public events aimed for a wide age category, it could be 

seen as a goodwill objective. This because goodwill is mostly beneficial for the society 

(Dees at al., 2008; Meenghan, 2001). Lastly, both companies revealed new brand 

objectives with their sponsorships. Craft uses their individual sponsorships partly for 

product development while Team Sportia wants to achieve a brand familiarity. 
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6.6 Craft and Team Sportia focus group comparison 

  

Table 15: Analytical comparison of the focus group between Craft and Team Sportia 

 

 Craft Team Sportia 

Perception of 

sponsorship 

Create awareness 

Visible in media  

Fit with the perceived image of 

the sponsor  

Sponsor in right context  

Win-win situation 

Create brand association 

Brand positioning in event 

sponsorships 

Goodwill in local sponsorships 

Brand image in individual 

sponsorships 

 

Both focus groups perceived sport sponsorship as an opportunity for the company to be 

more visible (see table 15). However, the respondents of Craft believed it was more to 

achieve brand awareness while the respondents Team Sportia thought it was more for 

brand association purposes. Craft believed that sport sponsorships should fit the perceived 

image of the sponsor. The respondents of Team Sportia confirmed this by highlighting the 

importance of position their brand in the right context. While Crafts respondents thought 

sport sponsorship should always create a win-win situation, Team Sportias respondents 

argued that local sponsorship could also be used because of goodwill purposes. 
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7. Conclusion 
_________________________________________________________________________ 

In this last chapter the authors discuss and report the results that have been reached within 

this thesis. In order to meet the purpose of the thesis, the authors respond to the research 

questions. This will be followed by theoretical and managerial implications, limitations 

and suggestions for further research.  

_________________________________________________________________________ 

The purpose of this study is to investigate companies’ perception and use of sport 

sponsorship. The purpose is also to investigate how well companies’ use of sport 

sponsorship match with their customers perceptions of it. In order to answer this purpose 

the authors formulated three research questions: 

 

RQ 1: How is sport sponsorship being perceived and used by companies?  

 

RQ 2: How are specific brand objectives being achieved through sport sponsorships by 

companies?  

 

RQ 3: How well does companies desired brand objectives with sport sponsorship match 

their customers perceptions? 

 

The research questions will be answered below. 

 

7.1 Perception and use of sport sponsorship 

Table 16: Generalized perception and use of sport sponsorship 

Goal with sport sponsorship Strengthen the brand 

Companies attitude towards sport 

sponsorship 

Mutual benefit, win-win situation and two way 

communication 

Sponsoring areas Large events, sports teams and niche athletes 

Sponsorship criteria Natural fit with the brand and reflect brand values 
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Companies’ perception of sponsorship depends on which industry they operate in. The 

general goal with sport sponsorship is to increase the strength of the brand. More specific, 

companies perceive sport sponsorship as an opportunity to strengthen weak parts of the 

brand (see table 16). The companies believe that sport sponsorship do not only increase 

their own value, but also the value of the sponsee. Mutual benefit and a win-win situation 

are therefore necessary in order to create a successful sport sponsorship. The main areas of 

sport sponsorship are large events where the sponsorship reaches several customer 

segments. Sport sponsorship could also occur within teams, on a national level and on a 

local level. In order to differentiate the companies they could take advantage of individual 

and teams that have a niche character.  By choosing a unique sport sponsorship the 

company could be associated to their desired core brand values as well as the core of the 

corporations’ function. All in all most important is that companies sport sponsorship 

activities has a natural fit to their desired brand values.  

 

7.2 How brand objectives being achieved through sport sponsorship 

Table 17: Generalized achieved brand objectives 

Brand awareness Large part of their sport sponsorship. Events are used 

to achieve brand awareness 

Brand image Sponsorship should be tailored towards how they 

want to be perceived. Are mainly affected through 

individual sport sponsorships 

Brand loyalty Indirect outcome of a long term relationship were 

companies want to communicate their brand platform 

towards their target group 

Brand association Strive to niche themselves through unique 

sponsorship involvement in events and celebrities  

Brand personality Sponsees personalities should be transformed into the 

companies brand personality 
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Goodwill Sponsoring public events that is beneficial for the 

society 

New brand objectives Brand familiarity and product development 

 

Brand awareness is the most important brand objective since companies’ aims to be visible 

and create awareness among their customers (see table 17). Event sponsorship could 

mostly arrange for brand awareness purposes and individual sponsorship could often be 

used in order to affect the company’s brand image. However, if an activity already have 

strong brand awareness, it could be more important to increase the brand image and vice 

versa. Brand loyalty as a brand objective through sport sponsorship could be hard to 

achieve in an industry where prices and accessibly are most important for customers. 

However, brand loyalty could be an indirect outcome of a long term relationship where 

companies want to communicate their brand platform towards their target group. Brand 

association could give companies opportunities to niche themselves through unique events 

and through celebrities’ personalities. These unique personal traits could in turn transform 

into the companies brand personality. Goodwill is not a direct brand objective. However, 

large public events are beneficial for the society which could be a part of the goodwill 

objective. The sport sponsorship industry could, based by this study and authors 

delimitation's, being seen as an important marketing instrument. Overall sponsorship 

requires a lot of effort, time and thoughts to be an effective brand strategy. The research 

shows that the industry’s sport sponsorship strategy is in overall congruence with the most 

important brand objectives in the theory. However new findings within sponsorship 

objectives are product development through individual sponsorship. Another finding is 

sponsorship as a strategy to achieve brand familiarity.  
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7.3 Match between company and customers 

 

Table 18: Generalized perception on sponsorship by customers 

Customers perceptions of 

companies sport sponsorship 

Overall in congruence 

Difficult to associate the sponsorship to all parts 

of the brand 

Differences Twisted image and wrong association, 

Retail companies have difficulties in being 

consequent in their sport sponsorship 

 

The focus groups general perceptions of sponsorship and how they perceive companies’ 

specific sponsorship activities are in major parts in congruence with the companies 

perceptions. This match is especially strong in the cases regarding brand awareness and 

sport sponsorship as a win-win situation (see table 18). Though, individual sponsorships 

could give a twisted image and wrong associations since sponsees has sponsorship with 

other companies. Also retail companies could have difficulties in being consequent as their 

sport sponsorship differs depending on geographical area.  

 

7.4 Theoretical and managerial implications 

 A suggestion is that researches read this study in order to gain knowledge about the 

Swedish sponsorship field. Moreover to develop new findings regarding product 

development as well as strategic lockouts through sponsorship.  

 Managers involved in the sponsorship of Team Sportia and Craft could read this study in 

order to gain knowledge about their customer’s perception about their specific sponsorship.  

 Marketing managers could read this study in order to gain an understanding in sponsorship, 

how it works and how it could be a part of building a strong and competitive brand.  

 Sponsorship managers could read this study in order to understand the effects of 

sponsorship and of different sponsorship objectives. They could implement the knowledge 

and use it in their organization in order to maximize their outcome of sponsorship. 
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 Individuals and sports organizations who is seeking sponsorship could read this study in 

order to gain knowledge on how they could marketing themselves and how sponsorship 

could be a mutual benefit for both sponsor and sponsee.   

 

7.5 Strengths     

The main strength of this study is its qualitative approach. The qualitative approach gives 

the paper a deeper understanding on company’s attitude and thinking towards sport 

sponsorship, since it hasn’t been made a similar study in Sweden before within this subject. 

The persons who have answered the interviews for the companies have great knowledge 

about their organizations sport sponsorships. This makes the answers more explicit and 

contributes to more valid findings. The study gives insights about company’s practical 

work to achieve specific brand objectives within the field of sport sponsorship. 

   

 

7.6 Limitations 

The largest limitation in this study is the limit of time, which results in a smaller scope of 

research. It does also limit the ability of generalization. Since time limit for the study made 

it challenging to collect and process data, the number of cases could be more comprising. 

Since the company interviews require people in right position, knowledge and experience it 

was hard to find suitable respondents. Further it was also hard to get in touch with those 

people and to get their time for an interview.   

 

Other limitations might be the absence of earlier research within the whole sponsorship 

industry in Sweden and in Europe. Therefore it made it hard to compare the results and to 

strengthen the study. Moreover was questions regarding sponsorship portfolio hard to 

answer for some respondents, even though they were sent in advance.  
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7.7 Suggestions for further research  

The authors suggest that a quantitative study could be done in this field of research with a 

hypothesis in order to get it rejected or confirmed. It is also suggested that research on how 

the new finding, product development and brand familiarity through sponsorship, could be 

used in companies and to what extent it is used today. It is also suggested that a study 

within the same field of research, with more sponsorship objectives could be done. This in 

order to find a broader study as well as to gain a better understanding of the effects 

sponsorship could give. In this study the case study is built on two different companies. 

Finally it also suggested that more companies could be used, in order to get a wider 

selection as well as larger possibility to achieve a generalized result.  
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9. Appendix 

Appendix 1 - Interview guide    

Company questions    

     

1. Can you please describe your role and position within the Team Sportia organization? 

      

2. How would you describe Team Sportia, the organization? What are the Team Sportia 

values? What is Team Sportia product? What does Team Sportia provide customers? 

      

3. What is the Team Sportia brand? What does the brand mean to you? What do you think 

it means to consumers? Do you have any research about consumer perceptions of the 

brand? How important do you see the meaning of the Team Sportia brand to its 

performance, and ultimately success? 

      

4. What is Team Sportia branding strategy? What is this branding strategy trying to 

achieve? How is Team Sportia using this strategy? Why? 

      

5. How would You/Team Sportia define what sponsorship is? What sponsorships are Team 

Sportia involved in?  

 

What is the role of the sponsorship portfolio in the branding strategy? In broad terms what 

does Team Sportia want to achieve with its sponsorship portfolio? Why? 

      

6. Can you describe the nature of XXX sponsorship that you’re involved in? What were the 

objectives for Team Sportia when it entered this particular sponsorship? Are these 

objectives being achieved? What benefits are there for the sponsored party? Consumers? 

      

7. What role do you see XXX sponsorship playing in the portfolio? How does this 

particular sponsorship benefit and the Team Sportia  brand? (spinoffs and unexpected 

benefits?) 
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8. Do you see any image/meaning transfers from the sponsorship to the Team Sportia 

brand? What is the nature of these transfers? Image related? Brand Awareness? 

      

9. Do you consider that attending an event may impact on consumer’s perception of the 

Team Sportia brand? If so, what aspects specifically? Experiential aspects of the event? 

Emotions generated from the event? 

 

10. I have heard the term ‘Team Sportia  Experience’ used by people within the 

organization. What does it mean to you? 

 

 

Focus groups questions 

 

Perceptions sponsorship 

1. How would you define sponsorship? 

2. What is your general perception of sponsorship? 

3. As consumer, do you benefit from sponsorship? 

4. Who is sponsor of XXX? 

5. What is your oppinion regarding xx sponsoring of these sports? 

6. Do you belive that xx fit as a sponsor to xx event? 

7. Have the presence of xx change your perception of the event? If yes, how? 

8.  Do you think the event has influenced your perception of xx? If yes, how? 

9. As xx-customer, did any of their sponsorship affect your buying decision? 

10. Have you benefited from any of those sponsorship? Do you think their sponsorship has 

given you any extra value as customer? 

11. If xx sees as a active party in the society, what  kind of activites do you think they 

should sponsor/support? 
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Perceptions of sponsor brand 

1. What do you think about when I mention xx for you? What is your thoughts, your 

perception and image of xx?  

2. Does it differ from xx brnad? If yes, how would you describe their brand? What word do 

you associate with xx? 

3. Do you consider xx brand as weak or strong? Why? 

4. Do you have a positive or negative image of xx? Why? 

5. How do you xx is in relation to its competitors? 

6. Do you consider xx as higher or lower quality then its competitors? 

7. Do you feel loyal towards xx as a consumer? Why? 

8. As consumer, what was the first impact made you buy products of xx? 
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