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� Summary � 
 
 
Background:  In the XX Winter Olympics 2006 in Torino the Swedish Olympic Team 

succeeded by winning 14 medals. The best result that Sweden has ever made 
during a Winter Olympics. The happiness was shortly after mixed with 
disputes between the Swedish Olympic Committee and Swedish companies. 
There were companies who wrongly had used the trademark ‘OS’ in their 
marketing campaigns. The disputes happened because the use of the protected 
trademarks concerning the Olympic Games are reserved only to the Swedish 
Olympic Committee’s sponsors. 

 
 
Title: Seeking Opinions Concerning… - the Swedish Olympic Committee and its 

Trademarks. 
 
  
Problem:  What attitudes do people hold towards the Swedish Olympic Committee after the XX 

Winter Olympics 2006? 
 
 
Purpose:  The study aims to get an understanding about if people’s attitudes towards the 

SOC and its trademarks have changed after what has been written and said in 
media after the XX Winter Games 2006. In order to reach this understanding I 
will look at people’s knowledge about the SOC’s trademark, their prior 
knowledge and thoughts and finally their prior knowledge about the ‘Olympic 
pizza’. 

 
 
Theory:  By going from an initial description of the factors that make up a good brand 

and the different meanings to the word ‘brand’, the reader is taken through 
different steps to finally in the end see how attitudes are created.  

 
 
 
Method:  The study was done with a quantitative method through questionnaires, 

looking at the problem from the perspective of the Committee who are the 
ones affected by the results of the study. The collection of data was done 
through a non-random convenience selection in the community of Storuman 
with a total number of 76 respondents. Further, the study has a positivistic 
view and a deductive approach. 

 
 
Result:  The results were that the respondents’ first thought about the Swedish 

Olympic Committee was mostly indifferent, it seems like they did not have an 
opinion. Digging deeper it seems like after what has happened in the media the 
respondents’ attitudes have changed. There was not a big difference however 
in the number of people who had had an attitude change after the ‘Olympic 
pizza’ story compared to those who had not. The ones who had experienced 
attitude changes had had them towards the negative side. 
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� Chapter 1 - Introduction � 
 
In this chapter the reader is given a background which leads up to the problem statement and the purpose of the 
paper. In the end an outline of the paper is given to facilitate the reading. 
 

1.1 Problem Background  
 
In the XX Winter Olympics 2006 in Torino the Swedish Olympic Athletes succeeded by winning 
14 medals. The best result that Sweden has ever made during a Winter Olympics. The happiness 
of the success was shortly after followed by disputes between the Swedish Olympic Committee 
and Swedish companies who wrongly had used the trademark ‘OS’ in their marketing campaigns. 
 
Trespassing of the use of the trademark ‘OS’ however occurs more often during the Summer 
Olympics than during the Winter Olympics according to the SOC’s vice president.1 Many 
companies in Sweden try to earn money using the trademarks during the Olympic Games. The 
International Olympic Committee decided to start a campaign because of all the illegal attempts 
to use the registered trademarks. Seven European nations were involved in this campaign, of 
which Sweden was one. The purpose of the campaign was to enlighten people and make sure 
that no trespasses occur because of pure ignorance. Terms like: ‘OS’, ‘olympiad’, ‘olympia’ and 
the logotypes: the Olympic rings and the Olympic torch are all protected trademarks and can 
only be used by the SOC’s sponsors in commercial situations. The SOC warned for misuse of the 
protected terms and logotypes before the start of the XX Winter Olympic Games in Torino. If a 
trespass occurs the SOC are entitled to damages. In connection to the Winter Olympics in 
Torino 33 trespasses were made. It is important for the SOC that people stop using the registered 
trademarks so that they can assure their sponsors that the trademarks are used rightfully.2 The 
SOC has seen the need for information both from external and internal parties.3 Their homepage 
has been rebuilt and the contacts with the media, TV and newspapers, has increased. 
 
Many cases of trespassing were mentioned in the media.4 One is that of a pizza maker in Västerås 
who made a pizza that he named ”OS-pizza”. This was considered as a misuse of the term ‘OS’. 
Another case is that of a company owner who had an advertisement with the text ”(OS)t-extra”. 
Both company owners were contacted by a law office (acting on the behalf of the vice president 
of the SOC) who demanded damages for their misuse of the trademark. Both company owners 
felt that they were treated badly by the lawyer acting on the behalf of the SOC when he just 
contacted them and directly asked them for money. The company owners were asked to pay right 
away or the damages would be greater. The pizza maker was called with a claim for 50 000 SEK, 
a claim that later was lowered to 5 000 SEK. Certain claims were withdrawn in the end since 
some companies were considered to small for damages. Unfortunately some companies had 
already paid. The SOC later made a public apology for the one who had acted badly on their 
behalf.5  
 

                                                 
1 Björk, Carl, SOK  jagar falsk OS-reklam. Dagens Industri. 2006-02-08.  
2 Nordström, Maria, SOK hotas av stämning. Dagens Industri. 2006-03-17. 
3 Homepage of the SOK, 
http://www.sok.se/download/18.7a959f3610ab70abcb0800012829/SOK+%C3%85rsredov+2006.pdf, p. 8-9. 2006-
07-27.  
4 OS-pizzan friad. Dagens Industri. 2006-03-22.  
5 Nordström Maria, 2006-03-17. 
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Each country active in the Olympic Games has their own National Olympic Committee.6 The 
NOC of Sweden is the Swedish Olympic Committee (Svenska Olympiska Kommittén, SOK) 
which is the highest organ in Sweden when it comes to Olympic questions concerning sports in 
Sweden.7  The permanent Swedish Olympic Committee was founded 1913, the year after Sweden 
had hosted the Olympic Games in Stockholm. The only Olympic Games that Sweden has ever 
hosted. The main tasks of the SOC are:8 
 
1.  Organize and carry out Sweden’s participation in the Olympic Games. 
2.  Prepare Sweden for the participation in the Olympic Games. 
3.  Select the athletes who participate in the Olympic Games. 
4.  Develop the elite athletics. 
5.  Work internationally. 
6.  Marketing and sponsorship. 
 
The Olympic rings are the second most famous trademark in the world.9 Trademarks date back 
all the way to the Roman and Greek cultures.10 The businessmen used pictures to attract 
customers’ attention. Still today many products are associated with a certain picture such as 
Kellogg’s rooster, the Ferrari horse etc. During the medieval times craftsmen started to mark 
their products to give the buyer a chance to understand what he was getting by buying the 
product and in this way a sort of brand protection was born. It is a continuous process to create 
and maintain a strong brand.11 After the registration careful brand management is needed to keep 
the brand’s competitive advantage. 
 
The basis of a trademark is usually an existing product and since the product already exists the 
main part of developing a trademark is to use a planed market communication to build and 
strengthen the trademark.12 Communication can be done by using different media such as TV, 
the Internet etc. The media coverage of the story about the ‘Olympic pizza’ has been extensive 
and people have reacted and wondered over the SOC’s strong reactions to the trespasses. Maybe 
not all publicity is good publicity. The Swedish chairman of the Ski association even left the SOC 
in protest.13 
 
For the brand proprietor, in this case the SOC, a brand is used to carry information and the 
consumer obtains this information.14 The consumer creates a brand image, i.e. the set of believes 
that he or she holds about the particular brand.15 Looking at the SOC as an organization who has 
to think about their own name ‘SOC’, and what is associated to that, and also at the protected 
trademarks, terms and logotypes that they have, how is their reputation affected by negative 
publicity in the media and how does this affect people’s attitudes towards the SOC? 

                                                 
6 Official website of the Olympic Movement, http://www.olympic.org/uk/organisation/noc/index_uk.asp, 2006-05-
04. 
7 Homepage of the SOK, http://www.sok.se/omsok.4.18ea16851076df6362280008256.html, 2006-04-06. 
8 Ibid. 
9 Homepage of the SOK, http://www.sok.se/olympiskhistoria/kuriosa.4.18ea16851076df63622800010472.html, 
2006-04-06. 
10 Håkansson, Per and Richard Wahlund, Varumärken - Från teori till praktik. Stockholm, 1996. P.5. 
11 ”Building strong brands”, Journal of Brand Management: vol. 11 Issue 2 (november 2003). P.117. 
12 Grönroos, Christian, Service Management och Marknadsföring - En CRM ansats. Kristianstad: Liber Ekonomi, 2002. P. 
316-317. 
13 OS-pizzan friad. 2006-03-22. 
14 Melin, Frans, Varumärket som strategiskt konkurrensmedel - Om konsten att bygga upp starka varumärken. Lund: Lund 
University Press, 1997. P. 26-28. 
15

 Nandan, Shiva, ”An exploration of the brand identity-brand image linkage: A communications perspective”. 
Journal of Brand Management, vol. 12 Issue 4 (april 2005). P. 264. 
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1.2 Problem Statement 
 
What attitudes do people hold towards the Swedish Olympic Committee after the XX Winter 
Olympics 2006? 
 

1.3 Purpose of the Study 
 
The study aims to get an understanding about if people’s attitudes towards the SOC and its 
trademarks have changed after what has been written and said in media after the XX Winter 
Games 2006. In order to reach this understanding I will look at people’s knowledge about the 
SOC’s trademark, their prior knowledge and thoughts and finally their prior knowledge about the 
‘Olympic pizza’. 
 

1.4 Limitations 
 
The study is limited to a sample of 76 persons in the community of Storuman. 
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1.5 Outline of the Paper 
 
Chapter 1 - Introduction 
 
In this chapter the reader was given a background to why this paper is made, the problem and 
also the purpose. This outline for how this paper was going to be made was also set up. 
 
Chapter 2 - Starting Point 
 
Here the reader will understand why the subject was chosen and the author’s previous 
experiences about the subject are given to better understand where the author comes from. The 
scientific ideal, perspectives and approach are stated. A discussion about the secondary sources is 
made, also which theories that have been chosen and the delimitation to some of them. 
 
Chapter 3 - Brands and Attitudes 
 
Here the theories are presented that are the basis for understanding the problem and for the 
collection of the data. It starts with different theories about brands and ends with theories about 
attitudes. 
 
Chapter 4 - Practical Method 
 
The method that was decided to be used is explained here. Then a detailed statement about the 
questionnaire, how it was designed, the choice about the population, collection of data and so 
forth, is given. Last follows truth criteria; validity, reliability and generalization. 
 
Chapter 5 - Finding the Answer 
 
The findings from the collection of data are presented and an analysis of them is made. The data 
is presented according to the outline of the questionnaire and then the different elements from 
the theory (chapter 3) are inserted to come to an answer to the problem statement. 
 
Chapter 6 - Conclusions 
 
By repeating the problem statement and the purpose of the study, conclusions of the study will 
be made. Suggestions for further studies are also given. 
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� Chapter 2 – Starting Point � 
 
Here the reader will understand why the subject was chosen. The author’s previous experiences about the subject are 
given to better understand where the author comes from. The scientific ideal, perspectives and approach are stated. 
A discussion about the secondary sources is made, also which theories that have been chosen and the delimitation to 
some of them. 
 

2.1 Choice of subject 
 
I lived in Torino and studied the autumn semester 2005/2006. Being there gave me the 
opportunity to work as a volunteer during the XX Winter Olympics 2006. I worked as a NOC 
assistant in the heart of the Olympic Village in Torino. Almost ever day I met different members 
from the Swedish Olympic Committee and also from the other National Olympic Committees. 
The Olympic Games have always been special for me but now they mean something else. To see 
what happens during the Olympic Games on sight is a different thing than experiencing them on 
television. The Olympic Games are really a way of bringing people from all over the world 
together to meet and compete on friendly terms, and to have peace for 16 days. 
 
Coming home to Sweden again for me and to read all the news and articles about the SOC 
claiming damages of Swedish company owners that wrongly had used the trademark ‘OS’ in 
different situations was a bit sad. Sweden had had such a great success during the Olympics and 
now it was all partly overshadowed by those news. The idea to this paper came to me since I am 
still, in a way, living the Olympics and wanted to write something concerning it. When I started 
this paper the media coverage of the SOC was still a pressing issue and I wanted to see how it all 
might have affected people’s view about the SOC. 
 

2.2 Preconceptions 
 
Preconceptions are necessary to achieve comprehension at all.16 A person never faces a problem 
without certain preconceptions that he or she takes for granted. When a person is about to 
interpret e.g. a text he or she starts with certain ideas about what to look for. Without these ideas 
a person would not know what direction to take or what to direct his or hers attention to. 
Language and individual personal experiences are some of the components that build up the 
preconceptions. An individual’s personal experiences can differ a lot just by looking at the 
environment where that person grew up and where he or she has spent his or her life.17 From 
these experiences a person interprets the surroundings. A person can have so called silent 
knowledge. There can be preconceptions that we are not aware of that can control our 
interpretations without us even being aware of it.  
 
My preconceptions about the topic of this paper can be divided into two parts: an academic 
comprehension and a comprehension about the Olympic Games and the SOC. Being a student 
at Umeå School of Business affects my paper in the way that my selection of theories and ways to 
search for information are mostly based on the experiences that I have made during my studies 
and the literature that we have used. I do not have much earlier experience of the theories stated 
in this paper except one course taken in marketing. I have done questionnaire studies during 
                                                 
16 Gilje, Nils, and Harald Grimen, Samhällsvetenskapens förutsättningar. Göteborg: Daidalos AB, 1992. P.183-184. 
17 Ibid., p. 186-187. 
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previous courses, one also concerning attitudes. This has helped me to better design the 
questionnaire for this study. 
 
Most of us have different experiences of the Olympic Games. Having worked during the 
Olympic Games in Torino and met most of the members of the SOC has allowed me to put a 
face to the names of the persons that have been figuring in the media. This experience is after all 
what made me write this paper in the first place. 
 

2.3 Perspective 
 
When a study is made it can be done from different perspectives. Depending of which 
perspective one decides to explore different aspects will be important.18 The decided perspective 
will often be seen in the problem statement.  
 
The problem of this paper is that I want to look at what attitudes people hold towards the 
Swedish Olympic Committee after the XX Winter Olympics 2006. To be able to do this I want 
to get an understanding about people’s attitudes towards the SOC and its trademarks. The 
perspective is that of the Committee since they are the ones affected by the result, if people’s 
attitudes are negative or positive. 
 

2.4 Research Philosophy 
 
Reality is regarded and described through different ways in science. Central principles such as 
positivism and hermeneutic are discussed. Positivism is a nature science oriented way of looking 
at knowledge.19 It states that knowledge about real conditions have to be experienced by the 
senses.20 This knowledge is usually expressed in the logic and mathematics science. The purpose 
of the theory in a study is to generate hypotheses and the science should be objective, i.e. free 
from valuations. The investigated object and the scientist should be kept apart.21 This is what I 
am after. I depict my problem through real data and not so much by interpreting it.22 Some 
interpretation is however somewhat unavoidable, but by pointing at numbers and figures I can 
depict the actual condition. I am not after to understand why the result of my study is as it is, but 
only to depict the reality. 
 
This study is characterized by a positivistic view. Objectivity is sought in this study. Being 
somewhat close to the subject the study cannot be affected by my own valuations. Already 
existing theories are used to be tested and to reach own conclusions. A positivistic point of view 
is connected to a deductive approach which usually means that the researcher goes from theory 
to data.23 This is also my approach and I will explain it in the following segment. 
 
 

                                                 
18 Svenning, Conny, Metodboken. Fifth edition, Eslöv: Prinfo/Team Offset & Media, 2003. P. 22-23. 
19 Bryman, Alan, Samhällsvetenskapliga Metoder. Editon 1:2, Slovenia: Liber Ekonomi, 2004. P. 24. 
20 Johansson Lindfors, Maj-Britt, Att utveckla kunskap - Om metodologiska och andra vägval vid samhällsvetenskaplig 
kunskapsbildning. Lund: Studentlitteratur, 1993. P. 77. 
21 Bryman, Alan, (2004). P. 24. 
22 Johansson Lindfors, Maj-Britt, (1993). P. 44-46. 
23 Ibid., p. 55. 
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2.5 Scientific Approach 
 
When starting with this paper I first looked at articles and books that came to be the basis for my 
theory. This way of attacking a subject is called deduction.24 Deduction is when the theory 
controls the study, i.e. the study is based on already existing theory.25 The opposite way to attack 
a subject is called induction.26 It is when the study is not based on any theory but the theory is a 
result of the study.  
 
Starting with my study I formulated a problem, theory interesting for my study was collected and 
then the rest of the study was based on the collected theory. The chosen theory was used to e.g. 
design the questionnaire and everything that lead to the collection of data. I am not looking to 
prove the theories that I have chosen but simply to use them as a basis for my study. Everything 
I did was done to answer the problem that I outlined in the beginning. Thus a deductive 
approach was used. 
 

2.6 Research Method 
 
This study is carried out through questionnaires. Data is collected through them and compiled. 
The data is then quantified to look at connections or differences between different variables. 
Since I was looking for a more superficial understanding of a larger population, a quantitative 
method was used.27 If one wants to know more deeply about a smaller population a qualitative 
method can be used.  
 
The purpose of a study decides which method that is to be used.28 A quantitative method is used 
when data is collected and processed to test theories.29 The method is about numbers (to put it 
simple).30 Such as using mathematics and statistics to quantify data. It does not have to be about 
numbers but a quantitative method is also when numbers are used in a transferred meaning, 
when words like longer, more etc. are used. Questionnaires, tests etc. are often used in a 
quantitative method. If the comparisons (longer, more etc.) are avoided a qualitative method is 
used, i.e. the opposite of a quantitative method. In the qualitative method the word is central and 
the result is verbal statements, written or spoken.31 This method usually results in a deeper 
understanding of a few respondents, which was not my intention when starting the study. The 
qualitative method is connected to an inductive approach, whilst the quantitative method is 
connected to a deductive such which is also my approach as mentioned above.32 
 

 

 

 

 

                                                 
24 Johansson Lindfors, Maj-Britt, (1993). P. 55. 
25 Bryman, Alan, (2004). P. 20-21. 
26 Ibid., p. 21-22. 
27 Ejlertsson, Göran, Enkäten i praktiken - En handbok i enkätmetodik. Lund: Studentlitteratur, 1996. P. 10. 
28 Trost, Jan, Enkätboken. Second edition, Lund: Studentlitteratur, 2001. P. 16-17. 
29 Bryman, Alan, (2004). P. 35. 
30 Trost, Jan, (2001). P. 16-17. 
31 Backman, Jarl, (1998). P . 31. 
32 Ibid., p. 48. 
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2.7 Collection of Secondary Sources 
 
Information that has been collected earlier and processed is called secondary sources if the 
purpose for the earlier researches was not the same as for the current research.33 A few examples 
of secondary sources are databases, the Internet, personal contacts and others. Secondary sources 
are a good and easy way to use to start an investigation since it can help to build the basis for the 
research that is done. However the purpose for the secondary source is usually another than the 
one of the research at hand. In spite of that, secondary sources are also a good way to find new 
ways to face a problem and to learn from other people’s mistakes. 
 
For this study different books, databases, newspapers and the Internet have been used. The 
databases that have been used are the ones available on the homepage of the library of Umeå 
University (UB). Searches have been made on EBSCOhost, choosing also Econlit, Academic 
Search Elite and ERIC as databases. Going from there, if I found interesting articles then 
searches were also made in certain specific journals such as Journal of Brand Management, Journal of 
Personality and Social Psychology and others. The articles that are used for this paper are peer 
reviewed which means that the articles have been reviewed to achieve a more correct science. 
Words that have been used during the research for the theory and information are e.g. brand 
image, brand equity, brand, brand association, customer loyalty, marketing, word of mouth, 
attitudes, attitude change and others. Swedish words have also been used such as 
marknadsföring, attityder, varumärke, and others. The number of articles found varied depending 
of which word that was used for the search. The articles have then been chosen on a subjective 
basis on how interesting and relevant they have seemed to be for the study. 
 

2.8 Source Critique  
 
When I was doing research for my theory chapter I found a lot of articles that mentioned Aaker 
in connection to the term ‘brand equity’. Unfortunately I was not able to get hold of any books 
of him during the collection for my theory chapter. There was too big a demand for them. 
Instead, in my theory chapter, I use a book by Pekka Tuominen in which the author is referring 
mainly to Aaker’s research. I also found a few articles by Aaker looking on EBSCOhost but they 
were not all interesting and relevant for my study after having looked at them, except one that I 
have used. 
 
The articles that I have used have all been from big and acknowledged journals mainly about 
brands and marketing, such as Journal of Brand Management, but also about people and their 
attitudes, such as Journal of Consumer Research. The articles have all been peer reviewed which is a 
sign of good science. However, even though the articles are peer reviewed I am aware of the fact 
that they can contain inaccuracies and mistakes. The articles are also from around the millennium 
which shows a new science. Books that have been used are student literature books often used 
and books by professors and researchers active at different universities across Europe very 
competent and specialized in their areas. I have not traced the information of the articles back to 
the primary source, when this information emerged. I found the process to be more costly than 
the benefits won from it. 
 

                                                 
33 Christensen, Jan, Nina Andersson, Carin Engdahl and Lars Haglund. Marknadsundersökning - en handbok. Second 
edition, Lund: Studentlitteratur, 2001. P. 88. 
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2. 9 Choice of Theories  
 
Looking at other similar studies within the subject and when looking for information I chose 
theories that in the best way would give an understanding and a good basis for the study. I am 
wondering if the disputes have affected the way that people look at the SOC and its trademarks 
thus theories concerning brands and attitudes were chosen. 
 
It would have been interesting to include other situations when a trademark or an organization 
has been compromised by negative publicity. However I did not come across any information 
about such situations while doing my research. 
 

2. 10 Delimitations 
 
Some parts of the theory will be touched and developed more than others depending on how 
they relate to the purpose of this study: 
 
Concerning the four aspects to whom a brand is of interest i.e. brand proprietor, consumer, 
legislator and competitor, the brand proprietor’s- and the consumer’s perspective are more 
evolved. The SOC are the ones who have the right to the trademarks so I concentrate on them 
and also on the people who’s attitudes I study.  
 
Three of the five aspects, i.e. brand loyalty, name awareness, perceived quality, brand associations 
and other proprietary brand assets, in brand equity are more evolved since I have found them 
more interesting for the study. Brand loyalty is the core of brand equity. Brand associations are 
interesting since I would like to see how the chosen population associates to the name SOC and 
their attitudes towards them. Finally name awareness to see if the chosen population is aware of 
the SOC and the trademark ‘OS’ and in that case, in what way. These three aspects are the ones 
most connected to the purpose of the study. 
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� Chapter 3 – Brands and Attitudes � 
 
The limits for a paper are set by which theories the author decides to use. The theories that were chosen to see this 
problem through are here presented. They are the basis for the understanding of the problem and for the collection of 
the data. It opens with theories about brands and finishes with theories about attitudes. 
 

3.1 Brands 
 
William Shakespeare early acknowledged the strength of a name in his play ‘Romeo and Juliet’: 
”What’s in a name? That which we call a rose / By any other name would smell as sweet.”34 This 
implies that the qualities of a product stay the same indifferent of what name is carries but names 
today contribute to communicate feelings and to put the imagination in motion. 
 
In brand management-literature there are four different demands to what makes up a good brand 
name:35 
 
- The name shall be simple, i.e. a short, easy name that is easy to remember is the best way to go. 
 
- The name shall be unique, i.e. the name should be separated from those of competitors to 
attract attention. 
 
- The name shall be suggestive, i.e. the name should imply something about the product’s 
qualities and usefulness since it facilitates the consumer’s associations. 
 
- The name shall be protected legally, i.e. the name has to be distinctive so that it can become a 
registered trademark. 
 
Looking at the points above the name ‘the SOC’ is simple, unique, suggestive and it is distinctive, 
the same goes for the trademarks, terms and logotypes that they have. With today’s legal system it 
can be hard for a company to find a name that is possible to communicate out to the consumers 
and to protect. Thus a company today has to make somewhat a choice if they want their name to 
be protected or communicated. Whatever name a company chooses it is important that the name 
is simple and easy to recognize. A consumer often goes through a process called ‘mental 
shorthand’ where the brand name is shortened to as few syllables as possible. Just look at Coca-
Cola that often is referred to as Coke. The Olympic Games are e.g. in Sweden often referred to 
as ‘OS’ and in France as ‘JO’. 
 
Philip Kotler describes a brand as ”…a name, term, sign, symbol, design or a combination of 
these, which is used to identify the goods or services of one seller or group of sellers and to 
differentiate them from those of competitors.”36 The brand identifies the seller or 
manufacturer.37 The seller is guaranteed, under trademark law, exclusive rights to the use of the 
brand name forever. 
 

                                                 
34 Melin, Frans, (1997). P. 138. 
35 Ibid., p. 140-141. 
36 Kotler, Philip, Gary Armstrong, John Saunders and Veronica Wong. Principles of Marketing. Third edition, London: 
Prentice Hall Europe, 2002. P.469. 
37 Tuominen, Pekka, Understanding Brand Equity. Turku: Åbo Akademis Tryckeri, 1995. P. 5. 
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If a company only treats the brand as a name they miss the whole concept of branding. The 
challenge in branding is to develop a deeper meaning of a company’s brand. The challenge for 
marketers is to create, develop and maintain, protect and in the end enhance the brand. This for 
the SOC means to take care of their trademarks ‘OS’, ‘Olympiad’, ‘Olympia’ and their logotypes. 
Brands reflect a company’s true value and are the source to create competitive advantages. 
Brands provide added value, both to the firm and to the consumer.38 ‘Brand’ is a word that is 
frequently used but there are different meanings to it: 
 
1. The visual elements.39 
 
In this meaning the focus is on the legal aspects of a brand. A company can use legally protected 
visual elements to differentiate and stimulate the demand for its services, products or other. The 
protected elements include trademarks, trade names and trade symbols. In order to add value to 
the visual elements a company needs to provide good service and high-quality products over a 
long time. 
 
2. Intangibles.40 
 
This meaning includes marketing intangibles such as domain names, trade dress, packing, 
copyrights and others. Many of these legal rights can, if they are registered, be traded, transferred 
sold or licensed. There are different kinds of intangible assets; Knowledge intangibles, in this 
category patents, software, specific know-how and others are included. Business process 
intangibles, included here are the ways of organizing the business. Such as innovative business 
models, flexible manufacturing techniques, and supply chain configurations. Market position 
intangibles, here are licenses, distribution rights and others included. Brand and relationship 
intangibles,  here we find trade names, trademarks, trade symbols and others. 
 
3. Everything in the organization associated to the brand.41 
 
Within this meaning the brand refers to everything in the whole organization within which visual 
elements, visual and marketing intangibles and the associated goodwill are developed. The 
combination of all the above mentioned legal rights put together with the culture, people and 
programs of an organization, ‘the whole package’,  is a basis for the company to differentiate 
itself and create value within the organization. In this focus a company needs to concentrate on 
consistent communication with all its stakeholders rather than just increasing a consumer’s 
preference for buying its products or services. 
 
In Swedish there is only one word: ‘varumärke’ when in English there are two: ‘brand’ and 
‘trademark’.42 Thus the difference between the legal- and commercial nature of a brand can be 
hard to see in Swedish. In Swedish a ‘varumärke’ can be either legally protected or just so old or 
so rooted that it has a sort of protection.43 In English a brand is just what it is: a brand, whilst a 
trademark also is a brand but it is a brand that is legally protected. 
 

                                                 
38 Tuominen, Pekka, (1995). P. 15. 
39 Haigh, David and Jonathan Knowles. ”How to define your brand and determine its value.” Marketing Management: 
vol. 13 Issue 3 (May/June2004), p. 22-28. 
40 Ibid. 
41 Ibid. 
42 Melin, Frans, (1997). P. 20. 
43 Conversation with Jan Bodin, 2006-05-30. 
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3.2 A brand’s different functions 
 
A brand is of interest to four actors on the market.44 The functions of a brand vary depending on 
from who’s perspective it is looked at. From the legislator’s perspective the brand makes the 
commerce more effective by facilitating the communication between the actors on the market. 
Therefore the legislators have made certain rules for the use of a brand. These are seen in the 
law. The goal for the brand proprietor is to attract as many consumers as possible for as long 
time as possible. This is achieved by satisfying the need that the consumer has. The consumer 
shows its satisfaction through brand loyalty to the product or the service. The competitor is 
interfering on the side by trying to interrupt and break the connection between the brand 
proprietor and the consumer. 
 

                   Competitor 
 

 
                    Brand proprietor                  Consumer 

 
 

                   Legislator 

Figure 1: A Modification of how a brand is of interest to four different actors on the market.45 

 

3.2.1 From the brand proprietor’s perspective 
 
• Let the brand carry information.46 
The brand has an ability to individualize and to identify which means that for the proprietor it 
has an excellent ability to carry information. This information is normally expressed through 
price, quality and content. 
 
• Let the brand have an identity.47 
The exclusivity to a brand enables a proprietor to build up a brand identity. A good basis for 
brand identity is e.g. the product’s name, and the form and content of its commercial. 
 
• Use the brand for positioning.48 
According to the segmentation of the market, that has been made, a company can use the brand 
as an effective instrument for positioning. Positioning can be done through choosing to serve 
one market with a number of brands, each brand chosen carefully to target the consumer’s needs 
and taking into account the competitors. A company can also do this by multibranding, which 
means that the market is served through a variety of chosen brands with similar positioning. 
 
• Compete with the help of the brand.49 
A company communicates to its customers through its brand. If this communication is handled 
successfully the company can build a loyal basis of customers. With a strong basis of loyal 
customers the company has a strong competitive means towards competitors. 
                                                 
44 Melin, Frans, (1997). P. 164-165. 
45 Ibid., p. 165. 
46 Ibid., p. 26. 
47 Ibid., p. 27. 
48 Ibid. 
49 Ibid., p. 27-28. 
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• Grow with the brand.50 
When a company has built up a strong and loyal basis of customers they can concentrate on 
other things such as expanding the brand. 
 

3.2.2 From the consumer’s perspective 
 
• Get information from the brand.51 
Depending on a brand’s ability to individualize and identify itself a consumer can obtain 
information about the product’s price, quality and function. Through this information a 
consumer can compare products between different manufacturers to see which one to choose. 
 
• The brand as a help to choose.52 
When a consumer has tested different products and decided which one is the best, the brand 
facilitates the repurchase. 
 
• A brand can guarantee satisfaction.53 
A consumer’s brand loyalty is based on that his or her needs are satisfied. Thus a consumer 
chooses a certain brand because it guarantees products of even and consistent quality. 
 
• A brand can reduce risks.54 
For the consumer by choosing a brand that is established and well-known, all types of risks can 
be reduced. 
 
• Use the brand to create an image.55 
A brand image is the way in which a consumer sees the product. A brand’s image can be 
important for a consumer’s self-image but also to the image the consumer wants to mediate to 
others. A consumer can thus choose a specific product with a certain image to be e.g. socially 
accepted. 
 

3.3 Brand Image and Brand Identity 
 
People’s views of organizations have changed over the years.56 From being a source of 
satisfaction, working has now become a necessary evil to earn money. The confidence in 
organizations has decreased and this has forced the organizations to change and find new ways to 
build up the confidence. The organizations need to review their advertising and see to it that it is 
honest and that they link themselves to positive activities and build positive images. 
 
A brand image is about the set of believes that a consumer holds about a particular brand.57 Or as 
Aaker states:”…a brand image is a set of associations, usually organized in some meaningful 
way”.58 The image of a product that a marketer wants to create in a customer’s mind is called 

                                                 
50 Melin, Frans, (1997). P. 28. 
51 Ibid. 
52 Ibid. 
53 Ibid., p. 29. 
54 Ibid. 
55 Ibid., p. 29-30. 
56 Kotler, Philip, Gary Armstrong, John Saunders and Veronica Wong (2002). P. 141. 
57 Nandan, Shiva, (2005). P. 264. 
58 Ibid., p. 267. 
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brand identity, i.e. it is how a company seeks to identify itself and the company alone is 
responsible for it.59 Companies use branding as a strategy and by this they communicate the 
wanted identity to consumers and other stakeholders. It is by branding that companies make their 
specific brand unique. 
 
Customers are all the time influenced and affected by information concerning a new brand that is 
being created.60 From these impulses a person creates his or her own brand profile. A brand is 
not something that is created right away on its own, but a constantly ongoing process. It is a long 
process that is, in the end, put together by all the impulses collected on the way. Brand identity is 
what a company is striving towards, to create an image of the brand in the customer’s mind. 
 
A marketer cannot create a brand on his or her own.61 He or she needs the help from the 
customers. The customer is the one who decides if the brand is created or not. The marketer is 
responsible to create the frame in which the brand is supposed to develop. If he or she succeeds 
in creating the frame the brand achieves its wanted image. 
 
The brand, if you see it from the consumer’s perspective, provides a visible representation of 
difference between brands.62 A brand can help a consumer to differentiate between products and 
also signify product quality. If a consumer trusts a brand it can reduce perceived risk and post-
purchase cognitive dissonance. Cognition is about the functions (memory, reasoning and 
problem solving to mention a few) by which information and knowledge are processed. 
 

3.4 Communication between Company and Consumer 
 
Through branding strategies and advertising messages a company can seek to establish a certain 
image for its brand.63 Customers however do not always see the brand in the same way as the 
company. Instead they evaluate the brands using their own interpretations and can respond 
differently. This process results in the brand image in the mind of the customer. It is therefore 
important that the message about the brand is delivered clearly. This message is delivered 
through different sorts of communication between the company and the customer. This 
communication can be seen in the communication process: 
 
Sender                  Encoding               
 
 
 
 
                                                                    
 
 
            Feedback                                                                                        Response 

Figure 2: A Modification of the Communication Process.64 
 

                                                 
59 Nandan, Shiva, (2005). P. 265-266. 
60 Grönroos, Christian, (2002). P. 317. 
61 Ibid., p. 318. 
62 Nandan, Shiva, (2005). P. 264-265. 
63 Ibid., p. 265. 
64 Kotler, Philip, Gary Armstrong, John Saunders and Veronica Wong, (2002). P. 632. 
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According to the basic communication process a company (sender) encodes and sends out a 
message (brand) to the consumer (receiver).65 The media are the channels through which the 
message moves. The consumer decodes the message and assigns meaning to it based on his or 
her past preferences and experiences. Then the consumer gives a response to the message. This 
response is later communicated back to the sender in the form of feedback.  A communication 
gap (or noise) can exist between the encoding and decoding process if there is a contradiction.66 
This can result in the wrong message delivered to the consumer. The communication between 
the company and the consumer can be examined in terms of brand identity and brand image. 
The brand image is created through the decoding by the consumer whilst the brand identity is 
encoded and sent out by the company.67  
 
To create a strong brand a company needs strong brand identity and brand image.68 These are 
two related but distinct concepts. A company can enhance brand loyalty by ensuring that there is 
congruence between the brand image and the brand identity. Brand identity originates from the 
company. This means that the company is responsible for differentiating itself and its products. 
By strengthening the link between identity and image you can create and maintain brand loyalty.69 
A company has to minimize or eliminate the gap that can exist between how the company sees 
itself and how the consumer sees the company. Today with, all the marketing communication 
there is, it is easy for the brand identity and brand image to mismatch.70 If this happens 
consumers can move on since they live in a world of many options. If you look at brand image 
and brand identity from a communications perspective it is logical to believe that a strong link 
between them will lead to a stronger brand loyalty.  
 

3.4.1 Word of Mouth Communication 
 
The noise in the communication process affects the creation of the brand image and the brand 
identity. The disturbance in-between can be affected by significant others, media, etc. WoM can 
be described as:”…a dominant force in the market place”71 and the:”…ultimate test of the 
customer’s relationship.”72 The basic idea behind WoM is that information about products, 
services, companies and so on can spread from one customer to another.73 The communication 
in WoM is transferred from one individual to another, in person or via some communication 
medium. WoM can be both positive and negative and marketers are of course interested in that 
the WoM about their product, company and so on, is positive. 
 
Negative word of mouth is interpersonal communication about e.g. a product or a company that 
reflects the object that you are talking about in a bad way.74 Negative WoMC has potentially a 
stronger influence on consumers than written sources because individuals find the WoM 

                                                 
65 Kotler, Philip, Gary Armstrong, John Saunders and Veronica Wong, (2002). P.  632-633. 
66 Nandan, Shiva, (2005). P. 265. 
67 Ibid., p. 268. 
68 Ibid., p. 264. 
69 Ibid., p. 268. 
70 Ibid., p. 270-271. 
71 Brown, Tom J., Thomas E. Barry , Peter A. Dacin  and Richard F. Gunst. ”Spreading the Word: Investigating 
Antecedents of Consumers’ Positive Word-of-Mouth Intentions and Behaviors in a Retailing Context ”. Journal of the 
Academy of Marketing Science, vol. 33, No. 2 (2005). P. 123. 
72 Ibid. 
73 Brown, Tom J., Thomas E. Barry , Peter A. Dacin  and Richard F. Gunst. (2005). P. 125. 
74 Laczniak, Russell N., Thomas E. DeCarlo and Sridhar N. Ramaswami, ”Consumers' Responses to Negative Word-
of-Mouth Communication: An Attribution Theory Perspective”. Journal of Consumer Psycholog: vol. 11 Issue 1 (2001), 
p.57-73. P. 58. 
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communication more accessible and diagnostic. The WoM has the power to influence 
consumer’s behavior and attitudes.  
 
Previous research suggests that negative WoMC influences customers’ brand evaluations stronger 
that positive WoMC.75 How the consumers respond to the negative WoMC is likely to be 
influenced by how strong the brand’s name is. 
 

3.5 Brand Equity 
 
The primary capital of many firms today consists of their brands.76 A firm’s real value lies in the 
mind of the customers, outside the business itself.  
 
Consumers decide by their purchases which brand has more equity than others.77 They base their 
decisions on the factors they deem important. The brand equity relies on the brand knowledge 
structures in the minds of consumers; individuals or organizations. Brand equity was first 
mentioned during the early 1980’s.78 It was considered that top management and financial 
markets should see brands as financial assets. One view of brand equity is ”the differential effect 
that brand knowledge has on consumer response to the marketing of that brand” (Keller, 1993)79 
Brand equity can also be defined as ”a set of brand assets and liabilities linked to a brand, its 
name and symbol that add to or subtract from the value provided by a product or service to a 
firm and/or to that firm’s customer” (Aaker, 1991).80 Any marketing action that is made has a 
potential effect on brand equity since the brand equity represents the accumulated impact of 
investment in the brand.81 
 
 

Brand Loyalty �                       
Name Awareness �                        
Perceived Quality �                  
Brand Associations �             

Other Proprietary Brand Assets� 
 

Figure 3: A Modification of a Simple model of Brand Equity.82 

 
To the left in the figure are the assets and liabilities on which the brand equity is based.83 If all 
these aspects are managed well they can add value to the product or service and create additional 
customer satisfaction. If the brand creates value to the consumer then it results in value created 
to the company through brand loyalty.84 
 

                                                 
75 Laczniak, Russell N., Thomas E. DeCarlo and Sridhar N. Ramaswami, (2001). P. 59-60. 
76 Tuominen, Pekka, (1995). P. 5. 
77 Hoeffler, Steve and Kevin Lane Keller, ”The marketing advantages of strong brands”. Journal of Brand Management: 
vol. 10 Issue 6 (august 2003), p421-445. P. 421. 
78 Tuominen, Pekka, (1995). P. 8. 
79 Ibid. 
80 Ibid. 
81 Ibid., p. 9. 
82 Aaker (1991) through Tuominen, Pekka, (1995). P. 16. 
83 Ibid., p. 16-17. 
84 Melin, Frans, (1997). P. 34. 
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3.5.1. Brand Loyalty 
 
A core dimension of brand equity is loyalty.85 With loyal customers a company can better defend 
itself against competitors and the customers act as a barrier to entry. Brand loyalty is about when 
a customer has a favorable attitude towards a brand and continues to buy it over time.86 Only this 
particular brand can satisfy his or her need.87 There are two approaches to brand loyalty; 
behavioral approach and cognitive approach. The behavioral approach sees brand loyalty as 
when a customer purchases a brand consistently over time. The sequence of purchases and/or 
the proportion of purchases measure the loyalty. The cognitive approach states that behavior 
alone does not reflect brand loyalty. The brand can be the only one on the market or a consumer 
may continue to buy a brand because of e.g. the low price that states that continuous behavior 
does not mean that the consumer actually prefers the brand. Thus a change in price can cause the 
consumer to buy another product. This means that there can be loyal, habitual, satisfied and truly 
committed customers. 
 

3.5.2 Name (Brand) Awareness 
 
Brand awareness is a sometimes undervalued component of brand equity.88 Brand awareness 
indirectly affects the consumer’s behavior as it has an influence on perceptions and attitudes 
towards the brand. The brand awareness is the ability of a customer to recall that a brand is a 
member of a certain product category.89 There are different levels of brand awareness. Brand 
recognition demands that a consumer, after being exposed to the brand, discriminates it as 
having been seen or heard previously.90 Brand recall demands that a consumer can correctly 
generate the brand from memory when exposed to the product category. Top-of-mind awareness 
is the first brand that is named in a recall task. A brand is dominant when it is the only brand that 
is recalled. Brand knowledge is when a consumer has a basic knowledge about what a brand 
stands for and brand opinion is when a consumer has an opinion about a brand. What awareness 
that is important to concentrate on depends on which brand or which category that is looked at. 
 

3.5.3 Perceived Quality 
 
Perceived quality is the subjective judgment made by the consumer regarding the excellence or 
superiority of a product.91 This quality can be used to compare to other brands.92 The quality of a 
product is important to choosing a product or a service. Higher perceived quality gives an 
incentive to choose a particular product or service. 
 
 

                                                 
85 Aaker, David A., ”Measuring brand equity across products and markets.”. California Management Review:, vol. 38 
Issue 3 (spring 1996), p.102-120. P. 105-106. 
86 Tuominen, Pekka, (1995). P. 17. 
87 Ibid. 
88 Aaker, David, A., (1996). P. 114. 
89 Tuominen, Pekka, (1995). P. 19. 
90 Ibid. 
91 Villarejo-Ramos, Angel F. And Manuel J. Sánchez-Franco. ”The impact of marketing communication and price 
promotion on brand equity”. Journal of Brand Management, vol. 12 Issue 6 (august 2005), p.431-444. 
P. 435. 
92 Tuominen, Pekka, (1995). P. 20-21. 
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3.5.4 Brand Associations 
 
Associations that a consumer links to a brand are mental pictures that the consumer perceives 
after having recognized the brand in the message sent by the company.93 These associations can 
include e.g. life-styles, product attributes and competitors. 94 A brand’s position is based upon 
these associations and how they differ from the competitors. Associations can create e.g. positive 
attitudes, feelings and a point of differentiation towards a brand. 
 
According to Keller there are three dimensions of brand associations.95 These are attributes, 
benefits and attitudes.  
 
The attributes can be specific such as the size and the weight and there can also be abstract 
attributes when a brand is seen like youthful or lasting.96 These attributes can also be seen as 
product- or non-product related. Product related attributes are unique to that specific product or 
service whilst non-product related attributes are the external aspects and can be common to any 
product such as packaging. 
 
The benefits refer to the value a consumer attaches to a product or a service.97 There are three 
categories to basic consumer needs: functional, experimental and symbolic. The functional 
benefits often relate to more physiological needs and usually correspond to the product related 
attributes. The experimental benefits also correspond to the product related attributes but these 
attributes satisfy experimental needs such as variety. Symbol benefits correspond to the non-
product related attributes. These benefits satisfy needs for social approval or personal expression. 
These benefits are especially important for products that are visible. 
 
The third dimension is attitudes.98 Brand attitudes are the overall way that a consumer evaluates a 
brand. There are several models of brand attitudes. The tri-component model is one. This model 
consists of three components: cognitive, affective and conative. Cognitive are about a consumer’s 
knowledge or believes about a brand, the affective are about the emotions and feelings a 
consumer holds about a brand, the last one conative describes how likely it is for a consumer to 
take a specific action (e.g. to buy) towards a brand. 
 

3.5.5 Other Proprietary Brand Assets 
 
Other proprietary brand assets are patents, trademarks and channel relationships.99  
 

3.5.6 Provides Value 
 
To manage brand equity it is important to consider all these aspects because they all generate 
value for the customer or the firm in many ways.100 For customers brand equity provides value by 
facilitating the interpretation, processing and storing of information about brands, it affects a 
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consumer’s purchase decision and finally it increases customer’s satisfaction when he or she uses 
the product or service. For the firm brand equity provides value through e.g. brand loyalty and a 
competitive advantage that keeps the customers coming back for more. 
 

3.6 Predict Behavior from Attitude 
 
There are many ways to define an attitude: ”a psychological tendency that is expressed by 
evaluating a particular entity with some degree of favor or disfavor (Eagly & Chaiken, 1993)” 101 
or as Droba said in 1933; “an attitude is the foreshadowing of what the individual will likely be 
doing with respect to the object in question”.102 But despite what researchers thought earlier, you 
cannot always predict behavior from a person’s attitudes. People can express positive attitudes 
towards an object or an activity although they never engage in the activity or the object. E.g. a 
person can hold positive attitudes towards a brand but different circumstances can make them 
choose another. This difficulty in predicting a behavior from attitude is discussed among 
researches. Earlier studies say that the relation between attitudes and behavior is far from perfect 
but it is sufficient to merit studies. After having found this relation researches started to look to 
identify under which conditions the relationship is larger and smaller. It has been found that 
aspects of an attitude influence the consistency of that attitude with behavior. The meta-analysis 
(statistical method that uses the results of a number of independent studies to enlighten a certain 
worth) of today focus on the aspects of the behavior since they influence the agreement of that 
attitude with behavior.103 An attitude can influence behavior if they involve the same target, if the 
attitude and the behavior are compatible amongst other.  

3.6.1 Strong versus weak situations and norms 
 
Kurt Lewin’s equation B = f(P, E), i.e. in other words says that behavior (B) is a function of the 
person (P) and the environment (E).104 The relation between the two factors differs if they are 
performed in strong or weak situations. Strong situations “induce uniform expectancies regarding 
the most appropriate response pattern, provide adequate incentives for the performance of that 
response pattern, and require skills that everyone has to the same extent”105, whereas weak 
situations “do not generate uniform expectancies concerning the desired behavior, do not offer 
sufficient incentives for its performance, or fail to provide the learning conditions required for 
successful genesis of the behavior”106. Attitudes should theoretically be predicted better in weak 
situations since strong situations tend to restrict the range of behaviors.  
 
In the theory of reasoned action (TRA, Fishbein & Azjen, 1975), behavior is a function of 
attitudes towards performing the behavior and subjective norms regarding its performance.107 
These subjective norms are about how a person is affected by significant others. There are two 
types of subjective norms: strong and weak. The strong subjective norms can create a strong 
situation were a person is more influenced by how a significant other wants he or she to perform 
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rather than what the person’s own attitudes say. If a certain behavior is politically correct or 
socially desirable the behavior can also be performed in absence of the person’s own attitude. In 
opposite to the strong norms the weak norms create a weak situation where the person is free to 
act as he or she wishes and the attitudes here have a better way of predicting a certain behavior. 
 
In the theory of planned behavior (TPB, Azjen, 1985) another factor was added to the TRA: 
perceived behavioral control.108 This perceived behavioral control is a way of seeing how the 
mind finds it; easy or difficult, to perform a behavior. If there is a strong perceived behavioral 
control a behavior becomes easy to perform since the resources to do so are found and here the 
attitudes have a greater chance of predicting behavior. When the perceived behavioral control is 
weak a person has a hard time finding the resources needed and their own attitudes does not 
affect their performance. Here it is more likely that the attitudes do not predict the behavior. 
 
Thus TRA and TPB imply that when the environment (E) is strong, it becomes less important 
how the person (P) is to determine the behavior (B).109 
 

3.7 Changing Attitudes 
 
Attitudes can vary from one situation to the next.110  Persons are affected by new experiences 
that are made and different evaluations can become evident. As stated above we are also affected 
by significant others and our minds can play tricks on us and affect our attitudes. 
 

3.7.1 Dual attitudes 
 
Sometimes people can have more than one evaluation about an object.111 One of these 
evaluations can be more accessible. Older attitudes can be latent and replace the new ones during 
certain circumstances. When an attitude changes from one to the next, what happens then to the 
original one? Most theories assume that the old attitude is replaced with the new one. In A Model 
of Dual Attitudes the authors argue and say that the older attitude is not replaced. Instead the new 
attitude, combined with the old one results in dual attitudes. Dual attitudes are different 
evaluations of the same attitude. These dual attitudes consist of an automatic, implicit (unknown 
origin, activated automatically) attitude and one explicit attitude. Which attitude people endorse 
during a situation depends on whether they have the cognitive capacity to retrieve the explicit 
one and whether it overrides the implicit one.  
 
The theory of dual attitudes derives from earlier theories about attitudes being stable or 
unstable.112 People’s attitudes can sometimes be activated automatically which shows for a stable 
attitude that is stored in memory, persists over time and is resistant to change. Opposed to the 
stable, the unstable attitude can be constructed on the spot and sometimes people construct an 
attitude when they simply go through the effort of constructing them. 
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The two attitudes are sometimes connected.113 In the ‘anchoring-and-adjustment model of 
attitude change’ people can adjust an attitude that comes to them naturally with current accessible 
information. Depending on how strong or weak the attitude is, the prior or the current attitude 
takes over. There is also a level in-between were the prior attitude is adjusted with new 
information and an upgraded attitude takes over.  
 

3.8 Theory Summary 
 
The above stated theories will be used to answer the problem statement as to what attitudes 
people hold towards the Swedish Olympic Committee after the XX Winter Olympics 2006. 
 

 
 
In the box above I show the reader how I, by going from the initial description of what factors 
that make up a good brand and the different meanings to the word ‘brand’, take the reader 
through different steps to finally in the end see how the respondent’s attitudes are created and 
how this all throughout the process affects the SOC. 
 
I started this chapter by briefly showing the reader what makes up a good brand, the different 
meanings to the word ‘brand’. Today the name of a brand communicates so much. It is 
important today to find a name that is right for what you want to communicate with your 
product or your service and then to protect it. This was clearly shown for the SOC when their 
trademarks were wrongly used and news were spread in the media about how the whole situation 
was handled. There is a challenge in developing a deeper meaning of a company’s brand. The 
challenge for marketers is to create, develop and maintain, protect and in the end enhance the 
brand. This for the SOC means to take care of their own name as well as its trademarks, terms 
and logotypes. Important here for the SOC is the need to protect their brands. Brands reflect a 
company’s true value and are the source to create competitive advantages. Brands provide added 
value, both to the firm and to the consumer. Many things are included when one is talking about 
a brand, such as visual elements, intangibles and everything altogether that is associated to a 
brand. In Sweden there can be a problem when talking about a trademark or a brand because 
they both have the same name in Swedish; ‘varumärke’. So the difference between the legal- and 
the commercial nature can be hard to distinguish. This seemed to have been a problem since the 
trademark ‘OS’ was wrongly used during the Olympics. 
 
A brand has different functions for different actors on the market. These are: the brand 
proprietor, legislator, consumer and competitor. I was above mainly focusing on the brand 
proprietor’s- and the consumer’s perspective. For the proprietor the brand carries information, it 
has an identity, it is used for positioning, it is used to compete and also to grow. The trademarks 
that the SOC has carry a certain identity and certain information. If looking at it from the 
consumer then the brand is a way of getting information, a help to choose, a guarantee for 
satisfaction, it reduces risks and creates an image.  The trademarks surrounding the Olympics are 
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rooted and what is associated to them, when used, helps the consumers to create an image and 
also to get information. 
 
The proprietor sends out a picture of how they want their brand to be seen; the brand identity. 
How then the consumers sees the brand is made up in the brand image. The communication 
between the proprietor and the consumer is important. A brand is created with the help of the 
consumers so the interaction and the information is important for the proprietor to get the 
consumers to see their brand in the way that the proprietor wants it to be seen. The right 
message through the right channels should be sent. Negative word of mouth, interpersonal 
communication, needs to be avoided since consumers deem them more accessible and it affects 
consumer’s behavior and attitudes. The many stories in the media is an example of a message that 
has been sent out, though not by the SOC itself. These stories is something that affects the brand 
identity. The message is not sent out by the SOC but it concerns the brands and thus affects the 
identity if received and interpreted in a certain way by the consumer. 
 
There are different factors, assets and liabilities linked to a brand, that all together add up to the 
value of a product or a service, the so-called brand equity. Brand loyalty, name awareness, 
perceived quality, brand associations and other proprietary brand assets. Managed well these 
factors provide value to both the firm and the customer. 
 
The word ‘attitude’ can be defined in different ways but it involves a person’s favorable or 
unfavorable feelings, tendencies etc. towards an object. Sometimes it is said that an attitude can 
predict a certain behavior. This is however not always true since a favorable or unfavorable 
attitude, for many reasons, not always means that a person takes action in that specific direction. 
A certain behavior can be influenced by the person and the environment. The environment has a 
strong affect, and the person a less, on how a behavior is influenced. To change attitudes can be 
hard, once they are made. A person can have different evaluations about a situation and the 
attitude that is expressed can differ. An attitude can for instance sometimes be more accessible in 
that particular moment and thus they can sometimes differ from time to time. 
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� Chapter 4 - Practical Method � 
 
The choice of method is explained here. The design of the questionnaire, choice of population, how the information 
was collected and processed and so forth, is given. Last follows truth criteria; validity, reliability and generalization. 
 

4.1 Choice of Method 
 
While doing a study one has to take into consideration the questions who, what and how?114 Who is 
studied, what is studied and how should it all be done. I knew what I wanted to study so then the 
question was about who and how. Concerning the how the choice fell naturally on doing a 
questionnaire survey. For me it was a suitable and fast method to collect data. Mostly a study is 
done by questionnaires or interviews. Questionnaires are often referred to as quantitative studies 
and interviews as qualitative. Through questionnaires the researcher can get a little information 
from a lot of respondents. Since I did not want to know deeply what a few people knew about 
the subject by doing a qualitative study, but more superficially about a more grand population, a 
quantitative questionnaire study was a good way to go. A questionnaire can be distributed in 
many ways, e.g. via mail, e-mail, it can be done over the phone etc. 
 

4.2 Selection 
 
I also had to figure out who I wanted to study. I knew that I was going to spend a few periods of 
time in Storuman, the village where I grew up, in the beginning of the summer. My population, 
from which I took my sample, came to be in Storuman. In the beginning I planned and started to 
execute a non-random selection of my respondents by standing outside a supermarket and asking 
people passing by to answer my questionnaire. However this method did not work well for me, 
or for the people walking by because the responses were so few, in spite of my effort by 
repeating the procedure. The people walking by were not in the mood to answer a questionnaire 
and I was the wrong person to force them to it. 
 
I put my first collection aside and started all over again. I then sampled the personnel working at 
five workplaces. These workplaces were chosen to get a good distribution of gender and age. The 
workplaces were: one senior compulsory school, one gas station, two supermarkets and finally 
the municipality building. I wanted to try and get answers from as many as possible to get a good 
basis for my data. It is mostly impossible to collect data from all the people in the population one 
has decided to question.115 It would simply be too expensive and complicated. I made a non-
random convenience selection, i.e. you take what you can get.116 This selection means that one 
can distribute questionnaires in places where they are left for people to answer them, a notice can 
be posted to attract people who are willing to participate in the study etc.117 I chose a population 
that was close to me to access. A convenience sample is a nonprobability sample, i.e. there is not 
a way of estimating the probability that a person of the population is included in the sample and 
thus the way of ensuring that the sample is representative of the population is hard.118 I am aware 
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of that the method that I ended up using is not the best one recommended, but I felt that this 
method could be used since the purpose of my study can concern anyone who reads the 
newspapers or watches the news, i.e. anyone could know about the SOC just by reading the 
papers, looking at sports or watching the news. It does not concern anyone in particular, i.e. like 
someone with a certain occupation, or such. I was looking for a somewhat equal distribution of 
gender and age though, something that was achieved in the end. 
 

4.3 Design of questionnaire 
 
I wanted to design my questionnaire (see Appendix 1 or 2) in a way to be able to see if the 
respondents knew anything about the SOC before the ‘Olympic pizza’ and if their attitudes 
towards SOC had changed after the media coverage. The design was done to connect the 
questionnaire in a good way to the chosen theory. 
 
The easiest way to design a questionnaire is to use fixed-alternative questions, i.e., questions with 
given responses to choose from.119 Open questions, i.e. without given answers, can be hard to 
deal with since people have different handwritings and the open questions take a lot of time to 
compile. From the respondents’ point of view, open questions can result in fatigue and the 
respondents can fill in the questionnaires haphazardly. I find the fixed-alternative questions as the 
most efficient ones to use. Both for the compilation and also thinking about the respondents. 
Giving fixed alternatives to answer frames the reply and it enhances the reliability of the question 
(see later on under 4.10 Truth Criteria).120 In some cases (questions 5, 7, 13 and 14, see Appendix 
1 or 2) I use open questions though to get a specific answer that I could not accomplish with 
closed answers. I wanted to see the respondents’ own opinions being free to write whatever they 
felt.  
 
Starting I did not know if I wanted to have a short section explaining what has happened around 
the Swedish Olympic Committee lately or not. The choice in the end fell on having a short 
introduction so that the respondents shortly could recall what the news had been about. On 
questions number 8 and 15 I put ‘before’ in hope to get a response to if they had heard about the 
SOC before they read the introduction. I tried to make the introduction as neutral as possible if 
the case was that a respondent never had heard about the SOC before doing the questionnaire. 
 
Another problem was if I should have the questionnaire in English or not, since my thesis was to 
be written in English. People, according to what I have experienced before, can be reluctant to 
answer questionnaires and maybe they would be more reluctant to answer if it would be in 
English. The choice fell on having it in Swedish. I considered that it would simplify the 
answering to the respondents and that they would be more willing to answer in Swedish. Some 
information could also be lost if the respondents would not understand the English version and 
choose not to answer. I felt that the partial non-response and the individual non-response could 
be avoided more with a Swedish version.121 That is that one or more questions within the 
questionnaire would be left unanswered, or that the whole questionnaire was left unanswered. 
 
I personally like to use the response alternative ‘vet ej’ (don’t know) since when I, myself, 
compile questionnaires sometimes can not find the right answer or do not know the answer 
when fixed-alternative questions are used. By using this option I felt that the partial non-response 
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could be reduced. I also used the response alternative ‘annat sätt’ (other way) since it is hard, 
when you are doing fixed-alternative questions, to include all possible answers. 
 
I used mostly follow-up questions and tried to make it easy for the respondents to see were to 
continue or were to jump to by inserting the questions a section. 
 
I tried to keep the questionnaire down to two pages not making it to ‘tight’ so that it would be 
easily overlooked and not intimidate the respondents. In the end I left a section for the 
respondents to feel free to compile if they had any other opinions. This can be a good way to see 
if the respondents have anything else that they want to say except for the questions that have 
already been asked.122 I also put down my e-mail address in the end so that the respondents 
would be able to contact me if they were interested in my study.  
 
The questionnaire was tested on, and controlled, by different test persons (friends, family and 
supervisor) controlling both the content and the use of the language. Through these tests certain 
questions were altered or removed to better facilitate for the respondents. 
 

4.3.1 Connecting the Questionnaire to the chosen Theory 
 
The first three questions of the questionnaire handle some simple basic background facts about 
the respondents; gender, age and where they lived. 
 
Questions number four to seven deal with the respondents’ knowledge of the trademark ‘OS’, 
what it stands for and who has the right to use it. This is connected to the theories about brands, 
brand awareness and communication. What do the respondent’s know about the trademark ‘OS’, 
how aware about it are they and how has the information about the trademark been 
communicated? 
 
The seven questions that then followed, number eight until fourteen, deal with the respondents’ 
knowledge and thoughts about the Swedish Olympic Committee and its organization. These 
questions are to see how the respondents’ thoughts, prior to doing the questionnaire, are. How 
the respondents look at the SOC has to do with brand image, brand identity and also attitudes to 
some extent. The questions also deal with attributes, how aware are the respondents of the SOC 
(awareness) and finally the functions a brand can have and how the information is 
communicated. 
 
Questions number fifteen until nineteen handle the respondents’ prior knowledge about the 
‘Olympic pizza’ and how and if their attitude towards the Swedish Olympic Committee has 
changed after the ‘Olympic pizza’-story. Here the stress is mostly on the theories about attitudes 
but brand equity is also handled. 
 

4.4 Collection of primary data 
 
The collection of data took place during two periods in the month of May. During the first 
collection I handed out questionnaires in the lunchrooms of the gas station and the senior 
compulsory school. They were left there for one week and then collected. The response 
frequency was very successful. The second time I handed out questionnaires in the lunchrooms 
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of the other workplaces; the two supermarkets and the municipality building. I left them for one 
week and picked them up. This time the response frequency was not as good as the first time 
which left me surprised since the first compilation had gone so well. This resulted in my final 
number of 76 respondents. There were approximately 150 people working in the places where I 
handed out my questionnaires but they are open places and other people can cross there during 
the day, thus estimating the exact number of people is hard. From a statistical view I had hoped 
to get at least 100 answers altogether from all the workplaces. The second collection of data was 
maybe less successful because it was almost in the beginning of the vacation season. I had not 
planned for another collection of data so I decided that 76 compiled questionnaires would be 
enough. 
 

4.5 Non-Response  
 
Due to my selection it is very difficult to say how big the external non-response was, because of 
the difficulty of estimating the exact number of people. The external non-response is when 
respondents in the chosen population choose, refuse or do not have the opportunity to 
participate in the study.123 Estimated, I still got 50 % (76/150 answers) of my sample to compile 
the questionnaires which, according to me, is a satisfying proportion. 
 
The internal non-response, i.e. certain questions that the respondents chose or missed to answer, 
was not big.124 However on the questions number 13 and 14 it was quite big, around 50 % for 
both questions. This was not surprising for me since I had a hunch that the open questions 
would have less response since they take more time and effort to compile. At the same time I 
thought that they would be very interesting to include. 
 

4.6 Delimitation 
 
I chose to say that all persons live in Storuman and its surroundings since being from Storuman 
myself I am used to always include the smaller villages when talking about Storuman, they are 
mostly considered as a part of Storuman when talking. 
 

4.7 Data Processing  
 
The collected data was processed by using the statistical analysis software SPSS. The answers to 
the questionnaires were encoded into numbers so that an analysis was enabled. The answers to 
the open questions were freely translated by me (from Swedish into English), and compiled so 
that they could be used in the data presentation and analysis. 
 

4.8 Sources of Error  
 
There are different kinds of sources of error.125 Selection- or sampling errors can occur because 
even how good a selection one makes it is highly unlikely that one reaches a totally representative 
selection. Then there are sampling related errors that concern the sampling process. These errors 
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can occur when the non-response is grand or the selection frame is inadequate. Last there are 
errors that concern the collection of data itself and the processing of it. The design of the 
questions in a questionnaire, the contact with the respondents and how one compiles the data are 
things that have to be done carefully to avoid errors. These last errors have to do with the validity 
of the study. 
 
Several persons gave me more than one answer to the questions number 9 and 16, even though I 
only asked for one. I chose to process and present the answers as the respondents had answered, 
even if they had given me more than one. This since there was about one fourth that had filled in 
more than one answer so I decided it best, otherwise the internal non-response would have been 
so grand. For question number 13 I was looking for one word. Some respondents wrote several, 
or sometimes a whole sentence. Here I also decided to present their opinions for the question 
word for word in the data presentation. 
 

4.9 Source critique 
 
The sources used for the design of the questionnaire have been student literature books, same as 
for the method. They are used frequently in universities and in other contexts, also often referred 
to, so I deem them trustworthy. 
 

4.10 Truth Criteria 
 
I mentioned before that I am attacking this subject in a deductive way. Truth criteria are the way 
to see how well a study has fulfilled the goal of the study.126 When the approach is deductive then 
the following criteria are often mentioned; reliability, validity and generalization. 
 

4.10.1 Reliability and Validity 
 
Validity and reliability can often be closely related.127 If the reliability is low e.g. people 
misunderstand the questions a researcher asks, then the validity is also low since what the 
researcher is about to measure is wrongly twisted because the respondents do not answer the 
same things that the researcher meant to study. 
 
Reliability is a measure of a test’s precision, i.e., how well a test really measures what it is 
supposed to do. This means that a survey performed at one occasion should be able to be redone 
at another occasion, giving the same result as at the first occasion.128 To avoid problems with the 
reliability a researcher should not use complicated words etc. but an easy language so that the 
respondents see the questions in the same way as the researcher does.129 A high response 
frequency increases the reliability.130 
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Validity can be seen as the absence of systematic measure errors. It is a way of measuring if the 
conclusions that are generated from a research are linked or not.131 If what you intend to measure 
really is measured.132 
I tested my questionnaire several times and redid it just as many times. I tested it to see that the 
language and the questions were understood by people. This so that as few problems as possible 
would arise during the collection of data. Fixed alternatives to the questions were used and I also 
used a normal, easy language and thought closely about how to formulate my questions to 
achieve both a higher reliability and validity. Also connecting the questionnaire to the theory 
frame in a good way enhances the reliability. However the response frequency was lower during 
the second collection of data and the reliability can have been compromised because of the lower 
response frequency. 
 

4.10.2 Generalization 
 
The term generalization is about to what extent a study can be generalized to other situations or 
groups of people than those who have been the population for the study.133 This is particularly of 
interest when quantitative studies are done. Since a researcher hardly can send questionnaires to 
everyone he or she has to make a selection. It is important that the selection that then is made is 
not unique for that specific group but that it is representative. One has to be careful when it 
comes to generalizing since the time when the study was done, the place and other factors all play 
a role in telling how one can generalize a study.134 
 
This study was done in Storuman on a sample of the population there. This means that the 
results can only be generalized to this exact village and the people who live there.135 However 
since I am using a nonprobability sample it means that it is harder to generalize the results since it 
is hard to ensure that the sample is representative of the population.136 I am not looking for 
generalization with this study but simply to get an understanding about people’s attitudes when it 
comes to the SOC. My final sample turned out to be an even distribution of age and gender, 
something that I was looking for, and I find it good. 
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� Chapter 5 – Finding the Answer� 

 
In this chapter the findings from the collection of data are presented and an analysis of them is made. The data is 
presented according to the outline of the questionnaire and then the different elements from the theory (chapter 3) are 
inserted to be able to come to a conclusion about the problem statement. 
 

5.1 Background Facts  
 
The first three questions of the questionnaire handled some basic background facts about the respondents; gender, 
age and where they lived. 
 
The distribution between the female and male respondents turned out to be fairly equal with 35 
men and 41 women. All the respondents lived in Storuman and its surroundings. The average age 
amongst the respondents was 40 with a range from the youngest respondent being 17 and the 
oldest one 64. 
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5.2 Knowledge of the Trademark 
 
Questions number four to seven dealt with the respondents’ knowledge of the trademark ‘OS’, what it stands for 
and who has the right to use it. 
  

5.2.1 Brands 

 
We have seen that the name of a good brand should be simple, unique, suggestive and distinctive 
so that it can be protected legally.137 The trademarks surrounding the Olympics are all very old 
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and rooted, and they possess all these qualities. ‘OS’ is short (after the ‘mental shorthand’ 
process), it is unique and one of a kind, the name suggests exactly what it is all about and it is a 
protected trademark. The Olympic rings are the second most famous trademark in the world and 
for me everything that evolves around the Olympic Games, the names and everything that can be 
seen, are well known. This lies in favor of the Swedish Olympic Committee, they have the best 
conditions for their trademarks to be communicated and protected. 
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80% of the respondents knew what the abbreviation ‘OS’ stands for while 20% did not. 75% of 
the respondents could thereafter evolve the abbreviation into its longer meaning: ”Olympiska 
Spelen”. Four respondents could not give the correct answer or skipped it of which one 
answered yes to knowing the abbreviation but later continued to say that the abbreviation ‘OS’ 
stood for the ‘Olympic Society’, which was not the answer I was looking for. 15 persons did not 
have to answer to the question. In the end, of all the persons that were supposed to answer 
question number five, 93% got the answer right.  
 
Many of the respondents did not know what the abbreviation ‘OS’ stood for. 80 % did know 
what it stood for but the 20% falling off was surprising. Could the respondents have been 
confused about the words:”the trademark OS”. The word trademark might have made them 
unsure as to if the word sought was the Olympic Games or not. Maybe they did not know that 
‘OS’ is in fact a trademark and they became unsure as if to answer or not. Maybe they also found 
the question a bit too easy and thought that it could not be the Olympic Games. The respondents 
could have gotten a clue about the meaning of ‘OS’ if they had read the introduction but maybe 
they did not. 
 
57 respondents could give a correct evolved answer to the abbreviation ‘OS’. One of the 
respondent said the she knew what the abbreviation stood for but later wrote ‘Olympic Society’. 
Only 93% of the respondents could evolve the abbreviation, strangely since they after all had 
stated that they knew the abbreviation. 
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Knowledge of the Trademarks’ Legal Protection
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The trademark’s legal protection was known by 59% of the respondents prior to the survey.  
20,5% of the others answered that they did not know of it. The remaining 20,5% had answered 
no on question number 4 and did not have to reply.  
 
Only 59% of the respondents before the survey knew that the brand ‘OS’ was a legally protected 
trademark. This problem, the legal protection, was what the whole story around the ‘Olympic 
pizza’ was all about. Some company owners used the trademark in their marketing campaigns, 
which they were not allowed to. Could the confusion be because there exists no word in Swedish 
to say trademark? When you say ‘varumärke’ in Swedish people maybe do not react to that the 
brand can be either protected or not. Only two respondents turned out to know that ‘OS’ could 
not be used by anyone just exactly because of its legal protection, the others knew it through 
media.  
 
There were different ways as to how the respondents knew about the trademarks protection. 
Since it was an open question several different answers were obtained. 24 persons answered 
“through media” in different ways such as by reading the newspapers or watching the news on 
the TV. One person knew about it just because of the ‘Olympic pizza’ story. Two persons knew 
about the trademark’s protection and that was why they knew it. One respondent stated that he 
had known about the protection “since ancient times”. 
 
Even though there was grand coverage on the TV and in the newspapers of the story, 41% of the 
respondents did not know that the trademarks can not be used by just anyone. As we have seen 
above there was a knowledge of the trademark (80%) but all the aspects to it need to be 
communicated. The SOC has the exclusive right to the trademarks surrounding the Olympics but 
even so they need to carefully manage them. They have been created, developed and the deeper 
meaning of them is so grand that they should not fade away. The SOC do not have to 
differentiate themselves in any way, they are the only committee in the ‘business’. But the 
trademarks need to be maintained so that they do not loose their meaning in any way. The SOC 
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have a responsibility towards the sponsors that the trademarks are used rightfully so that they do 
not loose their support. 

5.3 Knowledge and Thoughts about the Swedish Olympic Committee 
 
The seven questions that then followed, number eight until fourteen, dealt with the respondents’ knowledge and 
thoughts about the Swedish Olympic Committee and its organization. These questions were to see how the 
respondents’ thoughts, prior to doing the questionnaire, were. 
 

5.3.1 Brand Image and Attributes 
 
With all the technological progress that have occurred the last few years people are influenced by 
information from all directions and they can access it at anytime. As stated earlier the 
organizations of today need to be careful how they advertise and how they appear to the 
public.138 They need to be associated with positive activities and positive images. The success 
Sweden had in the XX Winter Olympic Games 2006 might have strengthened the people’s 
relationship and trust to the SOC.  
 
In this case how the SOC handled the ‘Olympic pizza’ is of big importance. Since a brand is not 
something that is created right away, but a constantly ongoing process, all the information that is 
communicated about the brand affects people attitudes and their creation of the brand image. 
 
Since I have not included the comments of the SOC I will not be able to describe the brand 
identity, i.e. how the SOC seek to identify themselves.139 I can state the opposite, how the 
respondents look at the SOC and what they do, i.e. the brand image or the image the 
respondents hold of the committee. Let’s have a look. 
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As can be seen above 90% of the respondents had heard about the Swedish Olympic Committee 
before taking part in the study. Only 9% had never before heard about the organization and one 
person did not know if he or she had ever heard about them before. 
 
Again, the media played a big role as in how the respondents got their information and this time 
in how the respondents had heard about the SOC. The main part had heard about the Swedish 
Olympic Committee through TV, it was the most common channel with 40% then TV and 
newspaper combined came in second place with 24%. Only newspapers came in third place with 
16% and then the rest of the respondents had many different other options which however all 
included the alternative ‘TV’ and ‘newspapers’. Only one person stated that he or she had heard 
about the SOC through rumors. 
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Over half of the population, 53%, felt that their first thought when they hear the word the 
‘Swedish Olympic Committee’ was indifferent. 26% had a positive first thought. The opposite, 
negative thought, was felt by 3% (2 people). 
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Has the SOC clearly stated what they work with?
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The same number of people who felt that their first thought about the Swedish Olympic 
Committee was indifferent also thought that the committee had not clearly stated what they work 
with (53%). 24% did not know, they did not have an opinion and 13% were confident to say that 
they thought that the committee clearly had stated what they work with.  
 

How is your attitude towards the SOC?
Positive

2

3

4
Negative

Don't have to
respond

62%

11%

8%

5%

 
 
 
As to how the respondents’ attitude was towards the Swedish Olympic Committee the most 
popular answer can be seen as quite neutral since 62% of the respondents chose the middle level 
3. The rest of the attitudes were quite spread. 11% were just under negative (number 4) and only 
one person had a negative attitude. 8% were close to positive (number 2) and 5% were positive. 
Put together we can see that a total of 13% had attitudes towards the positive and a total of 13% 
had attitudes towards the negative side but the biggest part was quite neutral.  
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Attributes 

 
Question number 13 was an open question. Several respondents answered to what attribute they 
would like to ascribe to the Swedish Olympic Committee. There were answers from a total of 36 
persons, and their opinions differed a lot. However a few of the responses were alike. Five 
respondents said: ”did not know”. Three answers stated: ”a club for joint admiration”. One of 
these three had added: ”anonymous” to her opinion. The rest of the responses are summarized as 
follow below: 
 
Attributes with a more negative ring to them were: 

◊ Proper. 
◊ Old-fashioned. 
◊ In it for the profit. 
◊ Rules. 
◊ Boss rule. 
◊ Old man rule, even though one Swedish woman is in the International. (meaning the International 

Olympic Committee: my comment) 
◊ Formal. 
◊ Bureaucracy. 
◊ Anonymous. 
◊ Stiff. 
◊ Big. 
◊ Ruled from the top. 
◊ Boring. 
◊ Slow, ruled by bosses. 
◊ Invisible, royal, mysterious. 
◊ Finicky. 
 
More neutral and positive attributes were: 

◊ Helps athletes. 
◊ Athletics. 
◊ Peace. 
◊ Sponsor issues, commitment to Swedish athletes. 
◊ Good. 
◊ Wants the Games to be something positive. 
◊ Important. 
◊ Sport. 
◊ Probably needed to organize the participation in an Olympic Games? Needed is my attribute. 
◊ Coordinator. 
 
As can be seen compiled above, to me, many of the attributes had a negative ring to them; 
proper, old-fashioned, in it for the profit, rules, boss rule, old man rule, even though one Swedish 
woman is in the International, formal, bureaucracy, anonymous, stiff, big, ruled from the top, 
boring, slow, ruled by bosses, invisible, royal, mysterious and finicky. The positive attributes 
clearly just described the tasks of the SOC and positive thoughts. Helps athletes, athletics, peace, 
sponsor issues, commitment to Swedish athletes, good, wants the Games to be something 
positive, important, sport, probably needed to organize the participation in an Olympic Games? 
Needed is my attribute, coordinator. 
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We saw that the respondents’ first thoughts about the SOC when they first heard the word were 
mostly indifferent. However when giving the respondents the question to ascribe the 
organization an attribute of their choice we can see a clearer view of their opinions. The negative 
attributes were more common than the positive ones. 
 
Brand Image 
 
The brand image is very important since it is the way in which a consumer sees a product.140 I 
would like to see it also as how a person looks at an organization or a company. How do the 
respondents look at the SOC? 
 
Question number 14 was another open question. The respondents were asked to shortly write, in 
their own words, how they look at the Swedish Olympic Committee, i.e. what they work with etc. 
40 responses were given. As the same as above, the answers differed a lot. Five persons agreed 
that they did not know what the organization did and two persons knew that the SOC appointed 
athletes before the Olympics. The rest of the answers are summarized as follow below: 
 
 
 
Descriptions concerning drug control and rules: 

◊ Control of players, judges, follows the anti-drug policy. 
◊ Checks for doping. 
◊ Prevention of drugs, rules that are to be followed. 
◊ Controls the rules for the different sports. 
 
Unknowing or negative associations: 

◊ You know that they exist but not exactly what they do. 
◊ Not much. I guess they distribute money to the athletics. 
◊ I don’t think about it. 
◊ Good job but are they needed? I.e. is the big stab of personnel needed or should it be a 
smaller committee under ‘Riksidrottsförbundet? 

◊ An organization for joint admiration. 
 
Descriptions associating to the Games and athletes: 

◊ Plans were the Games are held. 
◊ Organizes and sets rules for how the Olympics are carried out. 
◊ Takes care of the most around an Olympic Games. 
◊ Organization around the Olympics. 
◊ Sweden before Olympics. 
◊ Appoints Olympics venues, travels, represents. 
◊ Takes the Olympics to Sweden (Åre etc.) 
◊ I think they appoint candidates for the Games. 
◊ An organization that works with sport issues and plans for big events such as the Olympic 
Games. 

◊ Develop the Swedish team before the Olympics. 
◊ The highest organ for Olympic questions in Sweden. 

                                                 
140 Melin, Frans, (1997). P. 29-30. 
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◊ Get the Olympic Games to Sweden, marketing of the Games. 
◊ To keep the Games as decent as possible, decide where the Games should be held. 
◊ Probably tries to handle the administration around the Swedish participation in the Olympic 
Games. 

◊ Sponsor issues, committing to Swedish athletes. 
◊ Good. They sponsor future hopes for the Olympics. 
◊ I guess that they try to get the Olympic Games to Sweden. That they work with doping issues 
amongst the Swedish Olympic athletes. 

◊ They make sure that everything is going correct in connection to the Olympics. Makes sure 
that no one uses the Olympic Games for their own purposes. 

◊ Appoints Swedish athletes. 
◊ Provides the basic conditions for our athletes. 
◊ Athletic issues. 
 
It was quite clear that the people thought that the SOC had missed to communicate to the people 
what they work with as we saw above, 53% of the respondents stated so. Although, as above, 
when they were asked to shortly describe how they thought they worked some similarities 
amongst the respondents could be found. One part can be said to see the SOC as a committee 
that works with athletes, appointing them, provide basic conditions for them and working with 
all kinds of preparations before an Olympic Games. Another part said that they work with drug 
control and rules. The third part had negative or unknowing thoughts. Summarizing the 
respondents saw the SOC as an organ preparing for the Olympics in different ways such as 
looking at athletes, supporting and appointing them, plan for the Olympics and keeping the 
Games clean from drugs and unfair-play. The comments were positive in their nature except for 
the one who thought that it was an organization for joint admiration. 
 
The majority of the answers contained the words ‘athletes’ and ‘Olympics’. The respondents 
could in broad outline say something about how they thought the committee works but nothing 
more specific. If we take a look at the SOC’s main tasks again:141 
 
1.  Organize and carry out Sweden’s participation in the Olympic Games. 
2.  Prepare Sweden for the participation in the Olympic Games. 
3.  Select the athletes who participate in the Olympic Games. 
4.  Develop the elite athletics. 
5.  Work internationally. 
6.  Marketing and sponsorship. 
 
The respondents’ replies were in fact an overview of the SOC’s main tasks. Maybe the 
respondents underestimate themselves, they seemed unsure. ”Not much…”, ”I guess…” They 
did not realize that the way that they looked at the SOC were the tasks that they have. There are 
a lot of things to organize before an Olympic Games so that is what they do. The two last tasks 
were less known. That the committee handles marketing is something I guess the respondents 
never think about. Now this has been made more obvious through the media and the attempts 
the SOC has made to protect their trademarks. 
 
 

                                                 
141 Homepage of the SOK, http://www.sok.se/omsok.4.18ea16851076df6362280008256.html, 2006-04-06. 
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5.3.2 Communication 
 
Since customers not always see the brand in the same way as the company the brand image is of 
most importance to the company. It is about a person’s associations to a brand.142 Are they good 
or are they bad? When faced with such a story that the SOC had to face it must have been 
important for them not to disturb the brand identity. It is important that the message about the 
SOC’s trademarks and the committee’s activities are delivered clearly. If we look at the 
communication process we can see that the SOC sends out a message about their activities and 
their trademarks and then the people try to decode this message based on their experiences and 
past preferences.143 The respondents think that this message has not been sent since they do not 
think that they have a clear view of how the SOC work. However, as we saw, the opinions the 
respondents hold about the committee did match the tasks of the SOC. They must have put all 
the information received together with past messages and their past experiences and in the end it 
all created a somewhat correct picture of the committee in their minds. 
 
The channels through which the message about the SOC has been sent are in this case TV and 
newspapers. It was through these channels that the respondents had received information about 
the trademarks and the committee.  
 
Maybe the woman who had the comment: ”The Olympic pizza could have been used as positive 
marketing by the SOC. They could have stated their messages and in the same time received 
goodwill by ‘freeing’ the pizzamaker.”, was right. The SOC had massive publicity during the story 
and this could have been used to their best. In the end some company owners were freed from 
the accusations but the ones who had already paid were not. A comment or something about this 
could have done a big difference and given positive publicity instead of negative. 
 

5.3.3 Name (Brand) Awareness 
 
Brand awareness affects a person’s behavior towards a brand or an organization since it has an 
influence on perceptions and attitudes towards the brand.144 The brand knowledge was grand 
since we could see earlier that 80% of the respondents knew about the trademark ‘OS’. If we 
look at the SOC as an organization then we saw that almost 90% had heard about the SOC prior 
to taking part in the study. The awareness was more grand about the organization than the 
trademark.  
 

5.3.4 A brand’s different functions 
 
There are certain rules for the use of a brand and in this case the SOC and the sponsors are the 
only ones who are allowed to use the trademarks associated with the Olympics. The use of them 
needs to be handled with care. The Committee does not have any competitors trying to interfere; 
they can concentrate on trying to keep the public and their sponsors happy. 
 
If we look at the different functions a brand can have to the brand proprietor the SOC can use 
the brand to let it carry information.145 The Olympic Games are about peace and fair-play. They 
are associated with good things. Thus the information that is sent out in relation to the brand 

                                                 
142 Nandan, Shiva, (2005). P. 267. 
143 Kotler, Philip, Gary Armstrong, John Saunders and Veronica Wong, (2002). P. 632-633. 
144 Tuominen, Pekka, (1995). P. 17. 
145 Melin, Frans, (1997). P. 164-165. 



 44 

should say the same. Argues about who can use it or not sends out the wrong information. Of 
course the legal rights are to be followed but when problems occur they should try to diminish 
the damages to the brand by associating it with positive actions and publicity. The SOC have an 
opportunity now to use the story to continue the campaign against illegal attempts to use 
trademarks. They can reach out to the public and enhance the information about legally 
protected trademarks and how they are allowed to be used. 
 
The identity of the trademarks surrounding the Olympics is strongly rooted and well-known. It 
allows the proprietor to build the brand identity, i.e. the image of a product that a marketer wants 
to create in a customer’s mind.146 The respondent’s thoughts about the SOC were neutral. Do 
they not care about the Committee or is it connected to the fact that more than half of them 
thought that the SOC had not clearly stated what they work with? It is difficult to have an 
opinion about something when you do not know anything about it so the committee’s identity 
should be communicated more. 
 
The SOC do not have to use their brands to compete with others, they are the only ones in an 
unique business, but still the brands are their basis to create a loyal basis of customers. Scandals 
and negative publicity hurt their image. Being alone they may not have to see to how they are 
looked at, as much as other companies with competitors have to, but they represent Sweden on 
an international level and need the support of the Swedish population and their sponsors to 
achieve good results. 
 
For the people the brand and everything that is associated with it is what influences their 
thoughts and believes, they receive their information through the brand. People make a choice 
and loyalty is based on how good the brand is. The information that is given to the customer 
must be well thought through and communicate a good and true message. Media has played an 
important role in this story since TV and newspapers were in general the only channel that the 
respondents had heard about the SOC, and also about the ‘Olympic pizza’. However the 
information received through these channels did not put the SOC in a positive light.  
 

5.4 Prior knowledge and Attitudes 
 
Questions number fifteen until nineteen handled the respondents’ prior knowledge about the ‘Olympic pizza’ and 
how and if their attitude towards the Swedish Olympic Committee had changed after the story. 
 

 

                                                 
146 Nandan, Shiva, (2005). P. 265-266. 
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5.4.1 Prior Knowledge 

 

Have you ever before this questionnaire heard about the
‘Olympic pizza”?

Yes
No
I don't know

80%

18%

 
 
A clear majority of the respondents had heard about the ‘Olympic pizza’ story before answering 
the questionnaire. 80% of the respondents answered yes to the question. 18% stated that they 
had not heard about the story prior to the questionnaire and only two persons stated that they 
did not know.  
 
So, how had the respondents heard about the story prior to the questionnaire? Once again the 
TV and the newspapers seem to be they way the respondents receive information. To achieve the 
knowledge they had about the ‘Olympic pizza’ story the most common ways were the TV (34%) 
and the newspapers (21%). The two combinations combined were a total of 18%. 
 
Word of Mouth Communication 
 
We saw that the message that a company is trying to communicate can be affected by word of 
mouth communication.147 This communication can be done via the media or by talking to 
significant others. The response to negative word of mouth is relying on how strong the brand’s 
name is.148 Theoretically the trademarks concerning the Olympics would be able to handle 
negative word of mouth quite well since they are so strong and well-known.  
 
Media has played a big role in informing the respondents about the trademark’s protection. One 
respondent knew about the protection just because of the ‘Olympic pizza’ story. 80% knew 
about the ‘Olympic pizza’ before the survey and they had mainly heard about it through the TV 
and the newspapers. The campaign about enlightening people of the trademarks and prevent 
miss-use should be repeated. Only one respondent had heard about the ‘Olympic pizza’ story 
through rumors so the significant others seem to not have played a role in how the respondents 
came to their conclusion about the SOC and the story. 
 

                                                 
147 Brown, Tom J., Thomas E. Barry , Peter A. Dacin  and Richard F. Gunst, (2005) P. 125. 
148 Laczniak, Russell N., Thomas E. DeCarlo and Sridhar N. Ramaswami, (2001). P. 59-60. 
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Had You heard about the SOC before the news about the
‘Olympic pizza’?
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The bigger part of the respondents had heard about the Swedish Olympic Committee prior to 
the ‘Olympic pizza’. 68% persons answered yes. There rest of the part that were supposed to 
answer question number 17 (9%) had not heard about them before the news about the ‘Olympic 
pizza’ and one person did not know. 
 

5.4.2 Attitudes 

 
So an attitude is about how a person will react or express towards an object. Attitudes can vary 
from one situation to the next. Every new experience and each new piece of information can be 
reasons to reevaluate an old opinion. How are the respondent’s attitudes towards the SOC, 
favorable or unfavorable? What feelings do they have? 
 

Yes No No, I didn't
have anyone

earlier.

I don't know Don't have to
respond

Has Your attitude towards the SOC changed
 after the ‘Olympic pizza’?
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There was a fairly equal distribution when the respondents were asked if their attitude towards 
the Swedish Olympic Committee had changed after the ‘Olympic pizza’ story. A slightly bigger 
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part had not noticed an attitude change, 36%, while 30% had had an attitude change. 8% said 
that they did not have an attitude towards the SOC before so it had not changed and the rest of 
the answers stated that they did not know. 
 
How has your attitude changed?

3

4

Negatively

Don't have to
respond

26%

4%

5%

65%

 
 
27 persons were asked to continue to the question of how their attitude had changed after the 
story. Of them 20 persons had had a change in attitude towards the Swedish Olympic Committee 
somewhat negatively after the ‘Olympic pizza’ story. Four persons felt that their attitude had 
changed negatively. Not one person had had a positive attitude change. A total of 49 persons did 
not have to answer this question. If looking at the total number of respondents it can be said that 
32% had had a negative attitude changed towards the organization, whilst 4% were neutral, and 
as said earlier no one had had a positive change. 
 
The last open question that was left if the respondents had something additional to say was not 
completed a lot. Only four people felt that they had something additional to say. A young guy 
admitted that he had realized, by filling in the questionnaire, that he did not known anything 
about the Olympic Games and that he had to study about it, after having left almost the whole 
questionnaire unknowing. A comment was made that:”The Olympic pizza could have been used 
as positive marketing by the SOC. They could have stated their messages and in the same time 
received goodwill by ‘freeing’ the pizzamaker.” Another comment said:”Feels a bit ridiculous 
with damages. Are not the Olympic Games for everyone.” One person made a joke and said 
that:”Pizza is junk food. Nothing for us athletes.” 
 
I have stated earlier that the respondents did not have a particular attitude towards the SOC 
when they first heard their name. Most of them were indifferent to the name. When the 
respondents later on were free to write what they wanted about the committee different opinions 
submerged, negative and positive ones. Attitudes can be hard to get to know, to discover, so the 
answers may differ by the way you ask. Some researchers say that one can not always predict how 
a person will react, just by looking at that person’s attitudes.149 Since people can express positive 
attitudes towards something but never engage in it maybe having negative attitudes is not so bad? 
As long as these attitudes do not lead to any action being taken. How can you be sure that no 
action is taken? To avoid negative action at all one should always try to build up positive 
attitudes. Why worry when it can be avoided. 
 

                                                 
149 Wallace, David S., Paulson, René M., Lord, Charles G., Bond, Charles F. Jr. P. 214-215. 
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Brand Equity 
 
The primary capital of many firms of today is their brands.150 The value lies in the minds of the 
customers. This value is put together by e.g. how loyal these people are, how well they are aware 
of the brands and the name and what associations are being linked to the brand. 
 
As the SOC owns the trademarks surrounding the Olympics and they work alone in their field 
they need not to defend themselves against competitors. Still they need people to have positive 
attitudes towards their brands and their organization so that they can use their trademarks in the 
best way possible. The sponsors that they depend on might leave them if their trademarks no 
longer are associated with good feelings and positive attitudes. 
 
So brand loyalty is about having loyal customers with favorable attitudes towards a brand.151 Are 
the respondents loyal to the organization? As we saw, the respondents’ first thoughts when 
hearing the word ‘the Swedish Olympic Committee’ were mostly indifferent. A smaller part had 
positive associations and only two persons had negative ones. The respondents did not have an 
attitude about the organization, or maybe they did not care. However when the respondents were 
asked if their attitude had changed after the ‘Olympic pizza’, the main part had, towards the 
negative side. 
 
Kurt Lewin’s function says that behavior is a function of the person and the environment.152 So 
we have to look at how the environment is and compare it to the person to see how the behavior 
is created. We have seen before that the environment has affected the respondents a lot in how 
they have received information. The TV and newspapers have been their biggest channels. The 
environment in that way has thus been very strong. So, according to Lewin’s equation it then 
depends on the situation, if it is strong or week, how the attitudes develop. The situation seems 
to have been week here because the attitudes vary from positive, neutral and negative. If it would 
have been a strong situation then the attitudes would have been more towards the same 
direction. The range in this situation has been wide. 
The theory of reasoned action implies that behavior is a function of attitudes towards performing 
the behavior and subjective norms regarding its performance.153 The subjective norms were 
about how a person is affected by a significant other. Only one respondent said in combination 
to another answer that he or she had heard about the SOC and the ‘Olympic pizza’ story through 
rumors. So the subjective norms have not played a big role in this study since we have seen that 
almost none of the respondents seem to have been influenced by significant others. So the 
respondents attitudes do not seem to depend on significant others. 
 
The environment has been strong in form of the media, not by significant others. If we look at 
Kurt Lewin’s function and TRA and TRB we can see that depending on how strong the 
respondents are as persons the behavior can theoretically be determined.  
 
A person can have more than one opinion about an object.154 Depending on the situation when 
the attitude is evoked a stable or a unstable attitude is seen.155 When the collection of data was 
done the information about the ‘Olympic pizza’ should have been easy to access. It is hard to say 

                                                 
150 Tuominen, Pekka, (1995). P. 5. 
151 Ibid., p. 17. 
152 Wallace, David S., Paulson, René M., Lord, Charles G., Bond, Charles F. Jr. P. 215-216. 
153 Wallace, David S., Paulson, René M., Lord, Charles G., Bond, Charles F. Jr. P. 216. 
154 Wilson, Timothy D., Samuel Lindsey and Tonya Schooler, (2000). P. 101-102. 
155 Ibid., p. 102. 
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here what attitude was accessed and another study should be done to see if it was a temporary 
one or actually the stable one. 
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� Chapter 6 - Conclusions � 
 
By repeating the problem statement and the purpose of the study, conclusions of the study will be made. Suggestions 
for further studies are also given. 
 

6.1 What attitudes do people hold towards the Swedish Olympic Committee 
after the XX Winter Olympics 2006? 
 
The respondents’ first thought about the Swedish Olympic Committee were mostly indifferent, it 
seems like they did not have an opinion. Not many had negative thoughts, only two persons. 
Also the respondents’ general attitudes towards the organization were neutral so it seems like 
they did not really have an opinion about the organization. However it seems like after what has 
happened in the media the respondent’s attitudes have changed. There was not a big difference 
however in the number of people who had had an attitude change after the ‘Olympic pizza’ story 
compared to those who had not. Something not so surprising is that the once who had 
experienced attitude changes had them towards the negative side. Not one respondent had had a 
positive attitude change.  
 
It seems like when it comes to caring just about the organization the people do not seem to have 
an opinion but when it comes to their attitudes about it after the ‘Olympic pizza’ they state that 
they have seen the story as negative and that their attitudes are also negative, the difference is 
however not so evident. 
 
Even though the respondents have negative attitudes towards the SOC the trademarks 
concerning the Olympic Games should not have been hurt. They are so old and well-known that 
it takes more than a story of this kind to hurt their reputation. 
 

6.2 Purpose of the Study 
 
The study aimed to get an understanding about if people’s attitudes towards the SOC and its 
trademarks had changed after what has been written and said in media after the XX Winter 
Games 2006. In order to reach this understanding I wanted to look at people’s knowledge about 
the SOC’s trademark, their prior knowledge and thoughts and finally their prior knowledge about 
the ‘Olympic pizza’. 
 
The knowledge about the trademarks legal protection was only known by a little more than half 
of the respondents. Maybe the whole story has brought something good with it. Hopefully now 
the Swedes and the companies know about the legal protection of trademarks and that they 
should be careful with how their marketing is done. The SOC should continue with the campaign 
to prevent all the illegal attempts to use the registered trademarks. Maybe a campaign about the 
organization could also be done to show people who they are and what they do. 
 
The respondents had many opinions about the SOC as an organization. The main part of the 
respondents had heard about them before but their own opinions were that they did not know 
what they worked with. However when they were asked to describe what the SOC works with 
then most of the respondents’ responses were close to how the SOC describes their own main 
tasks. The respondents were unsure of their own answers, even though they were true. Attributes 
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ascribe to the organization by the respondents and how they looked at them were many and 
different. The responses mainly had some common factors though: sport, athletes and the 
Olympics. 
 
A clear majority of the respondents had heard about the ‘Olympic pizza’ before my study and 
they had also heard about the SOC before the news about the ‘Olympic pizza’ were on the topic. 
 

6.3 Suggestions for Further Studies 
 
Maybe already next year it could be interesting for the Swedish Olympic Committee to make a 
study to see if the people’s attitudes have changed. This study is done within a fairly short time 
after the media coverage and since I have showed that attitudes can change easily one has to 
study it over time to see if a congruence can be found. Since I also, in the beginning, was looking 
for a bigger sample than the study resulted in there is always the possibility to repeat the study 
augmenting the sample. 
 
Since I did not find any studies about other trademarks that have been exposed to disputes a 
deeper study into this and to see if there are any such cases and to compare it to my study  would 
be possible. 
 
From the start I wanted to include the opinions of the Swedish Olympic Committee and I was in 
contact with one person working there. Sadly this person was to busy with the aftermath of the 
Olympics that when he agreed to take part in the study I had already finished most of it. It would 
definitely be interesting to do so. To take a look at how the congruence between the brand image 
and the brand identity is. If what the SOC wants to communicate really is the same information 
that people receive. To see what they have to say and how they experienced the whole story. 
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Appendix 1 - Questionnaire (Swedish version) 
 
Jag heter Rebecca Arklöf och läser 3:e året på Internationella Ekonomprogrammet vid 
Handelshögskolan vid Umeå Universitet. Jag håller just nu på att skriva uppsats inför 
min kandidatexamen. Jag skulle bli väldigt glad om just Du ville fylla i min enkät. Det 
skulle betyda mycket för mig och min uppsats. Tack på förhand!  
(Din identitet och Dina svar kommer inte att kunna särskiljas av mig eller någon annan.) 
 
Efter Vinter-OS i Turin skrevs och visades mycket, och så fortfarande, om den Svenska Olympiska Kommittén i 
media. Ett antal företagare använde varumärket ‘OS’ i deras marknadsföring under OS, vilket inte är tillåtet då 
detta märke är varumärkesskyddat. Dessa företagare blev kontaktade av en advokatfirma och avkrävdes 
skadestånd. Ett omtalat fall är det om en pizzabagare i Västerås som bakade en ‘OS-pizza’. 
 

Markera ett svarsalternativ på varje fråga.  
 
1. Man   Kvinna  
 
2. Ålder: ______år. 
 
3. Var bor Du ?______________________________________________________________    
 
4. Känner Du till varumärket ‘OS’? 

� Ja. 

� Nej. (hoppa till fråga 8) 
 

5. Om ja, (på fråga 4), vad står förkortningen för? 
___________________________________________________________________________ 
 
6. Visste Du innan denna enkät att varumärket ‘OS’ inte får användas av vem som helst? 

�Ja. 

� Nej. (hoppa till fråga 8) 

� Vet ej. (hoppa till fråga 8) 
 

7. Om ja (på fråga 6), hur visste Du det? 
________________________________________________________________
________________________________________________________________ 

 
8. Har Du någonsin tidigare (innan denna enkät) hört talas om Svenska Olympiska Kommittén (SOK)? 

� Ja.   � Nej . (gå vidare till fråga 15)       � Vet ej. (gå vidare till fråga 15) 
 

9. Om ja (på fråga 8), i så fall, hur? 

� TV. 

� Dagstidningen. 

� Ryktesvägen. 

� Annat sätt: _________________________________________________________________ 
 

10. Hur är Din första tanke när Du hör ordet Svenska Olympiska Kommittén? 

� Positiv. 

� Negativ. 

� Likgiltig. 

� Vet ej. 
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11. Tycker Du att SOK tydligt klargjort vad de jobbar med? 

� Ja. 

� Nej. 

� Vet ej. 
 
12. Hur är Din inställning gentemot SOK?  
 
Positiv                                                     Negativ  

� 1        �2         � 3         � 4            � 5 
 
13. Vilket attribut skulle Du tillskriva organisationen SOK? Dvs, vilket ord tycker Du bäst 
beskriver organisationen såsom Du ser den: 
_____________________________________________________________________________ 
 
14. Hur ser Du på SOK? Dvs, vad jobbar de med osv. 
Beskriv kortfattat: 
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________ 

 
15. Har Du tidigare (innan denna enkät) hört talas om ‘OS-pizzan’? 

� Ja .   � Nej. (gå vidare till fråga 20)          � Vet ej. (gå vidare till fråga 20) 
 

16. Om ja (på fråga 15), hur? 

� Hört/sett på TV. 

� Läst i dagstidningen 

� Hört ryktesvägen. 

� Annat sätt:  ________________________________________________________________ 
 
17. Hade Du hört talas om SOK före nyheterna om ‘OS-pizzan’? 

� Ja. 

� Nej  . 

� Vet ej. 
 

18. Har Din attityd gentemot SOK förändrats efter ‘OS-pizzan’? 

� Ja .  

� Nej . (gå vidare till fråga 20) 

� Nej, hade ingen tidigare. (gå vidare till fråga 20) 

� Vet ej. (gå vidare till fråga 20) 
 

19. Om ja (på fråga 18), på vilket sätt? (Gradera hur Din attityd förändrats) 
 
Positivt                                                   Negativt 

� 1        �2         � 3         � 4            � 5 
 
 
20. Om Du har ytterligare synpunkter på denna undersökning eller dess frågor så skriv dem gärna här eller 
på baksidan av enkäten! Tack ännu en gång för Din hjälp! /Rebecca Arklöf. 
__________________________________________________________________________________________
__________________________________________________________________________________________
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
(Om Du är intresserad av min uppsats kan Du skicka ett e-mail till: reaarf99@student.umu.se så skickar jag Dig en 
kopia när den är färdigställd!) 

 
 



 56 

 
 

Appendix 2 - Questionnaire (English version) 
 
My name is Rebecca Arklöf and I am attending the 3rd year at the International 
Economics Program at Umeå University. I am currently doing my Bachelor’s thesis. I 
would be really glad if You could fill in my questionnaire. It would mean a lot to me and 
my thesis. Thank You in advance! 
(Your identity and Your responses will not be separated by me or anyone else.) 
 
After the Winter Olympic Games in Torino it was written and shown a lot in the media about the Swedish 
Olympic Committee. A number of Swedish companies used the trademark ‘OS’ in their marketing campaigns 
during the Olympics, something that is not permitted since the  mark is a trademark. These companies were 
contacted by a lawfirm and demanded damages. One famous case is that of a pizzamaker in Västerås who made 
a ‘Olympic pizza’. 
 
Indicate one response to each question. 
 
1.  Male   Female  
 
2.  Age: ______years. 
 
3. Where do You live?______________________________________________________________    
 
4. Do You know of the trademark ‘OS’? 

� Yes. 

� No. (continue to question number 8) 
 

5. If  yes, (on question number 4), what does the abbreviation stand for? 
___________________________________________________________________________ 
 
6. Did You know, before this questionnaire, that the trademark ‘OS’ cannot be used by 
anyone who wants to?  

� Yes. 

� No. (continue to question number 8) 

� I don’t know. (continue to question number 8) 
 

7. If yes, (on question number 6), how did You know that? 
________________________________________________________________
________________________________________________________________ 

 
8. Have You ever before this questionnaire heard about the Swedish Olympic Committee (SOC)?  

� Yes.   � No. (continue to question number 15)     � I don’t know. (continue to question number 15) 
 

9. If yes, (on question number 8), in that case, how? 

� TV. 

� Newspaper. 

� Through rumors. 

� Other way: _________________________________________________________________ 
 

10. How is Your first thought when You hear the word ‘the Swedish Olympic Committee’? 

� Positive. 

� Negative. 

� Indifferent. 

� I don’t know. 
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11. Do You think that the SOC has clearly stated what it is that they work with? 

� Yes. 

� No. 

� I don’t know. 
 
12. How is Your attitude towards the SOC?  
 
Positive                                                   Negative  

� 1        �2         � 3         � 4            � 5 
 
13. Which attribute would You ascribe to the organization SOC? That is, which word do You 
feel best describes the organization as You see it: 
_____________________________________________________________________________ 
 
14. How do You look at the SOC? That is, what do they work with etc. 
Describe briefly: 
_____________________________________________________________________________
_____________________________________________________________________________
_____________________________________________________________________________ 

 
15. Have You ever before this questionnaire heard about the ‘Olympic pizza’? 

� Yes.   � No. (continue to question number 20)         � I don’t know. (continue to question number 20) 
 

16. If yes (on question number 15), how? 

� Heard/seen on the TV. 

� Read in the newspapers. 

� Heard through rumors. 

� Other way:  ________________________________________________________________ 
 
17. Had You heard about the SOC before the news about the ‘Olympic Pizza’? 

� Yes. 

� No. 

� I don’t know. 
 

18. Has Your attitude towards the SOC changed after the ‘Olympic pizza’? 

� Yes.  

� No. (continue to question number 20) 

� No, I didn’t have anyone earlier. (continue to question number 20) 

� I don’t know. (continue to question number 20) 
 

19. If yes (on question number 18), in what way? (Grade how Your attitude 
has changed) 
 
Positively                                                Negatively 

� 1        �2         � 3         � 4            � 5 
 
20. If You have further views on this questionnaire or its questions please feel free to write them here or on 
the back of the questionnaire. Thank You once more for Your help! /Rebecca Arklöf . 
__________________________________________________________________________________________
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
__________________________________________________________________________________________ 
(If You’re interested in my thesis You can always send an e-mail to: reaarf99@student.umu.se and I will send You a 
copy of it when it’s finished!) 
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Appendix 3 - Compiled Questionnaire answers 
 
My name is Rebecca Arklöf and I am attending the 3rd year at the International 
Economics Program at Umeå University. I am currently doing my Bachelor’s thesis. I 
would be really glad if You could fill in my questionnaire. It would mean a lot to me and 
my thesis. Thank You in advance! 
(Your identity and Your responses will not be separated by me or anyone else.) 
 
After the Winter Olympic Games in Torino it was written and shown a lot in the media about the Swedish 
Olympic Committee. A number of Swedish companies used the trademark ‘OS’ in their marketing campaigns 
during the Olympics, something that is not permitted since the  mark is a trademark. These companies were 
contacted by a lawfirm and demanded damages. One famous case is that of a pizzamaker in Västerås who made 
a ‘Olympic pizza’. 
 
Indicate one response to each question. 
 
1.  Male 35  Female 41 
 
2.  Age: Mean: 40 years. 
 
3. Where do You live? 76: Storuman.    
 
4. Do You know of the trademark ‘OS’? 
61. Yes. 
15. No. (continue to question number 8) 
 

5. If  yes, (on question number 4), what does the abbreviation stand for?  
57 correct answers and 4 wrong or non-responsive answers. 
15 who answered “no” on question number 4. 
 
6. Did You know, before this questionnaire, that the trademark ‘OS’ cannot be used by 
anyone who wants to?  
45. Yes. 
15. No. (continue to question number 8) 
15. I don’t know. (continue to question number 8) 
Missing: 1. 

 
7. If yes, (on question number 6), how did You know that?  
 

8. Have You ever before this questionnaire heard about the Swedish Olympic Committee (SOC)?  
61. Yes.   7. No. (continue to question number 15)     1. I don’t know. (continue to question number 15) 
 

9. If yes, (on question number 8), in that case, how? 
30. TV. 
12. Newspaper. 
0. Through rumors. 
3. Other way. 

 
10. How is Your first thought when You hear the word ‘the Swedish Olympic Committee’? 
20. Positive. 
2. Negative. 
40. Indifferent. 
6. I don’t know. 
 
11. Do You think that the SOC has clearly stated what it is that they work with? 
10. Yes. 
40. No. 
18. I don’t know. 
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12. How is Your attitude towards the SOC?  
Positive                                                   Negative  
4: 1        6: 2         47: 3         9: 4            1: 5 
 
13. Which attribute would You ascribe to the organization SOC? That is, which word do You 
feel best describes the organization as You see it:  
 
14. How do You look at the SOC? That is, what do they work with etc. 
Describe briefly:  

 
15. Have You ever before this questionnaire heard about the ‘Olympic pizza’? 
60. Yes.   14. No. (continue to question number 20)         2. I don’t know. (continue to question number 20) 
 

16. If yes (on question number 15), how? 
26. Heard/seen on the TV. 
16. Read in the newspapers. 
0. Heard through rumors. 
1. Other way. 
 
17. Had You heard about the SOC before the news about the ‘Olympic Pizza’? 
52. Yes. 
7. No. 
1. I don’t know. 

 
18. Has Your attitude towards the SOC changed after the ‘Olympic pizza’? 
27. Yes.  
23. No. (continue to question number 20) 
6. No, I didn’t have anyone earlier. (continue to question number 20) 
4. I don’t know. (continue to question number 20) 

 
19. If yes (on question number 18), in what way? (Grade how Your attitude 
has changed) 
 
Positively                                                Negatively 
1: 0        2: 0         3: 3         4: 20            5: 4 

 
 
20. If You have further views on this questionnaire or its questions please feel free to write them here or on 
the back of the questionnaire. Thank You once more for Your help! /Rebecca Arklöf . 
__________________________________________________________________________________________
__________________________________________________________________________________________ 
(If You’re interested in my thesis You can always send an e-mail to: reaarf99@student.umu.se and I will send 
You a copy of it when it’s finished!) 
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Appendix 4 - Frequencies 
 

 Distribution of Gender - Question 1 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Men 35 46,1 46,1 46,1 

  Women 41 53,9 53,9 100,0 

  Total 76 100,0 100,0   

      

 
  Age 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 17 1 1,3 1,3 1,3 

  19 1 1,3 1,3 2,6 

  20 2 2,6 2,6 5,3 

  22 1 1,3 1,3 6,6 

  23 1 1,3 1,3 7,9 

  24 3 3,9 3,9 11,8 

  25 1 1,3 1,3 13,2 

  26 4 5,3 5,3 18,4 

  27 2 2,6 2,6 21,1 

  28 6 7,9 7,9 28,9 

  30 1 1,3 1,3 30,3 

  31 2 2,6 2,6 32,9 

  32 1 1,3 1,3 34,2 

  33 2 2,6 2,6 36,8 

  34 1 1,3 1,3 38,2 

  36 3 3,9 3,9 42,1 

  37 2 2,6 2,6 44,7 

  38 2 2,6 2,6 47,4 

  39 1 1,3 1,3 48,7 

  40 4 5,3 5,3 53,9 

  43 2 2,6 2,6 56,6 

  44 1 1,3 1,3 57,9 

  45 2 2,6 2,6 60,5 

  47 6 7,9 7,9 68,4 

  48 2 2,6 2,6 71,1 

  49 1 1,3 1,3 72,4 

  50 2 2,6 2,6 75,0 

  51 1 1,3 1,3 76,3 

  52 5 6,6 6,6 82,9 

  53 2 2,6 2,6 85,5 

  54 1 1,3 1,3 86,8 

  55 2 2,6 2,6 89,5 

  56 2 2,6 2,6 92,1 

  57 1 1,3 1,3 93,4 

  59 1 1,3 1,3 94,7 

  60 2 2,6 2,6 97,4 
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  61 1 1,3 1,3 98,7 

  64 1 1,3 1,3 100,0 

  Total 76 100,0 100,0   

 
 
 Knowledge of the trademark "OS" - Question 4 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 61 80,3 80,3 80,3 

  No 15 19,7 19,7 100,0 

  Total 76 100,0 100,0   

 
 
 How did you know about the trademark - Question 5 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Correct 
answer 

57 75,0 79,2 79,2 

  7 15 19,7 20,8 100,0 

  Total 72 94,7 100,0   

Missing System 4 5,3     

Total 76 100,0     

 
 
 Knowledge of the Trademark's Legal Protection - Question 6 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 45 59,2 60,0 60,0 

  No 15 19,7 20,0 80,0 

  "No" on 
question 
number 4. 

15 19,7 20,0 100,0 

  Total 75 98,7 100,0   

Missing System 1 1,3     

Total 76 100,0     

 
  
 Heard about the SOC before. - Question 8 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 68 89,5 89,5 89,5 

  No 7 9,2 9,2 98,7 

  I don't 
know 

1 1,3 1,3 100,0 

  Total 76 100,0 100,0   
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How? - Question 9 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid TV 30 39,5 39,5 39,5 

  Newspape
rs 

12 15,8 15,8 55,3 

  Other way 3 3,9 3,9 59,2 

  7 8 10,5 10,5 69,7 

  12 18 23,7 23,7 93,4 

  14 1 1,3 1,3 94,7 

  123 1 1,3 1,3 96,1 

  124 3 3,9 3,9 100,0 

  Total 76 100,0 100,0   

 
 
 Their first thought when they hear the word "SOC". - Question 10 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Positive 20 26,3 26,3 26,3 

  Negative 2 2,6 2,6 28,9 

  Indifferen
t 

40 52,6 52,6 81,6 

  I don't 
know 

6 7,9 7,9 89,5 

  7 8 10,5 10,5 100,0 

  Total 76 100,0 100,0   

 
 
 Has the SOC clearly stated what they work with? - Question 11 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 10 13,2 13,2 13,2 

  No 40 52,6 52,6 65,8 

  I don't 
know 

18 23,7 23,7 89,5 

  7 8 10,5 10,5 100,0 

  Total 76 100,0 100,0   
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 How is your attitude towards the SOC? - Question 12 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Positive 4 5,3 5,3 5,3 

  2 6 7,9 8,0 13,3 

  3 47 61,8 62,7 76,0 

  4 9 11,8 12,0 88,0 

  Negative 1 1,3 1,3 89,3 

  7 8 10,5 10,7 100,0 

  Total 75 98,7 100,0   

Missing System 1 1,3     

Total 76 100,0     

 
 
Have you ever before this questionnaire heard about the "Olympic pizza"? - Question 15 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 60 78,9 78,9 78,9 

  No 14 18,4 18,4 97,4 

  I don't 
know 

2 2,6 2,6 100,0 

  Total 76 100,0 100,0   

 
 
 How? - Question 16 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid TV 26 34,2 34,2 34,2 

  Newspape
rs 

16 21,1 21,1 55,3 

  Other way 1 1,3 1,3 56,6 

  7 16 21,1 21,1 77,6 

  12 14 18,4 18,4 96,1 

  123 1 1,3 1,3 97,4 

  124 2 2,6 2,6 100,0 

  Total 76 100,0 100,0   

 
 
Had You heard about the SOC before the news about the 'Olympic Pizza'? - Question 17 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 52 68,4 68,4 68,4 

  No 7 9,2 9,2 77,6 

  I don't 
know 

1 1,3 1,3 78,9 

  7 16 21,1 21,1 100,0 

  Total 76 100,0 100,0   
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 Has Your attitude towards the SOC changed after the 'Olympic pizza'? - Question 18 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid Yes 27 35,5 35,5 35,5 

  No 23 30,3 30,3 65,8 

  No, I didn't 
have anyone 
earlier. 

6 7,9 7,9 73,7 

  I don't 
know 

4 5,3 5,3 78,9 

  7 16 21,1 21,1 100,0 

  Total 76 100,0 100,0   

 
 
 How has your attitude changed? - Question 19 
 
  Frequency Percent Valid Percent Cumulative 

Percent 

Valid 3 3 3,9 3,9 3,9 

  4 20 26,3 26,3 30,3 

  5 
Negativel
y  

4 5,3 5,3 35,5 

  7 49 64,5 64,5 100,0 

  Total 76 100,0 100,0   

 
 
 


