
 
 

 

Facebook and Fan Communities: 
Basketball Clubs’ Social Media Strategies 

 
 
Authors: Elvin Danyarov 
                   Oscar Smart 
 
Supervisor: Peter Hulten 
 
 
 
 
 
 
 
 
Umeå School of Business and Economics  
Spring semester 2015  
Master thesis, two-year, 30 hp  



 
II 

ABSTRACT 
 
The research examines and explores the differences and similarities between how the 
social media platform of Facebook is used in the context of the basketball industry. The 
research centers on the respective Finnish and Swedish basketball leagues. More 
precisely, the study scrutinizes nine basketball teams social media representatives – four 
Finnish and five Swedish – perceptions on how their respective sport clubs act on the 
medium of Facebook, through the use of relevant marketing theories. 
 
“How do Swedish and Finnish basketball clubs manage their brands and fan clubs on 

Facebook?” 
 
In the recent years sport marketing has been researched extensively, however the 
research on sport marketing has focused solely on more established sport leagues (e.g. 
National Basketball Association, Premier League among other bigger leagues). The 
major emphasis in sport marketing has been on bigger leagues; this research focuses on 
the smaller and less established leagues of Finland and Sweden. There is a limited or no 
literature to be found of sport marketing, which specifically focuses on smaller national 
leagues. Additionally, the study adds knowledge to a relatively new and evolved way of 
marketing. Social media marketing research is at its infantry stage, at least when 
considering research done in more traditional marketing, thus the research could add 
knowledge to this young marketing sphere. The study is based on a social constructivist 
approach, where the social actor creates reality. The teams’ social media representatives 
had their own unique interpretations of team’s actions on the social media platform of 
Facebook. Moreover, the primarily reason for the study was to create understanding of 
the perceptional Facebook practices used by two countries basketball teams. The main 
research question was divided into three research objectives to get more accurate 
results. Relevant theories of branding and customer relationship management, where 
emphasis is on relationship marketing, were used to answer the three more specific 
research objectives. More specifically the theory of relationship marketing is used to 
identify the teams’ relationship management practices on the social media platform of 
Facebook and the theory of brand equity was used to understand how the teams’ build 
their brand image on the medium. Additionally, appropriate organizational definitions 
are used to recognize the underlying reasons why the sample teams are motivated to use 
the platform of Facebook. The results indicated that there were both similarities inside 
the examined country’s teams’ perceptions of Facebook activities and differences 
between these perceptional practices. However, the differences were of a lessening 
degree than similarities. Similarly, the country comparison showed that there were only 
minor differences between Facebook practices used by two countries’ club practices. 
The study gives a sound general view of smaller and less established sport league teams, 
thus the study could give a good foundation for further studies on other smaller and less 
established countries sport league clubs. Furthermore, it could also be used as a building 
block for a more extensive study, where perceptions of multiple club key stakeholders 
could be compared with each other to find similarities and differences between their 
perceptions gaps. 
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1.0	  Introduction	  
 
This introduction chapter is designed to introduce readers a background to the thesis 
topic. Moreover, the key concepts and key stakeholders of the study will be introduced 
in this chapter. Our motivation behind this choice would be argued for in detail. 
Additionally, the research question and objectives will be introduced. Finally, the 
chapter will be ended with the delimitations of the research & key abbreviations. 

1.1	  Background	  
“Sport has the power to change the world. It has the power to inspire in a way that little 
else does. It speaks to youth in a language they understand. Sport can create hope, 
where once there was despair. It is more powerful than governments in breaking down 
barriers. It laughs in the face of discrimination” Mandela (2000, cited in Levermore, 
2009, p. 49).   

1.1.1	  Sports	  Industry	  in	  Global	  Market	  
 
The quote above illustrates the enormous power of sports: uniting nations in a global 
scale. However, the value that is stated above is just one of the many values that sports 
bring. To illustrate the general shape of sport industry, it is enough to look through the 
latest numbers, which says that in a global level, sport market total revenue in 2014 was 
147.46 billion dollars, and the revenue had steadily increased by approximately 36% 
from 2006 (Statista, 2015). Then again, PWC estimated that the sport industry would 
rise at a compound rate of 3,7% annually, so 2010 global revenues of 121.4 billion 
dollars would increase to 145.3 billion dollars in 2015 (PWC, 2011, p. 11). Finally, QS 
gives a rough estimate of a staggering 500-600 billion dollars for the worth of the global 
sport market (QS, 2014). We feel that the estimate of QS is the closest to the truth, as 
Callejo and Forcadell (2006, p.51) estimated that the soccer industry generates about 
$170 billion only by itself. Ultimately, it is very difficult to estimate the total revue 
generation of the sports industry, but still it can be agreed upon that the industry is 
financially enormous. 
 
When inspecting the enormous revenue stream that sports generate annually, it suddenly 
becomes very logical to try to understand how and by what means are organizations 
able to get a piece of the sport industries pie. Ultimately, the sheer size of the industry, 
the staggering growth of the industry and the obvious increases of sport consumption by 
the general global public are some of the many reasons, why we feel that it is important 
to examine sports marketing done in practice. For instance, as the primary focus of this 
study is basketball and the primary league in basketball is the National Basketball 
Association NBA (USA), at least, when examining attendance numbers and estimated 
league revenue generation. In figure on Statista (2015) it was estimated that the total 
revenue of the NBA was 4.79 billion dollars in 2014. There was a 2.12 billion-revenue 
increase in the time span of 2001-2014 (Statista, 2015). Moreover, Badenhausen (2015) 
explained that currently, in the season 2014-2015, there were eleven teams in the league 
that were worth over a $1 billion; Los Angeles Lakers currently lead the pack by an 
estimated worth of $2.6 billion (Badenhausen, 2015). In the season 2014-2015 the NBA 
attracted approximately 22 million paid attendees to the leagues games (Brown, 2015). 
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The average game attendee number was around 18 thousand (Brown, 2015). However, 
this was only the tip of the iceberg, when considering basketball total NBA spectator 
numbers. Only in social media platforms overall league of NBA had 811 million 
followers (NBA, 2015). The numbers presented above are staggering it paints a clear 
picture how big only one, even though the biggest, of the many worlds basketball 
leagues is.   

1.1.2	  Marketing	  of	  Basketball	  Clubs	  in	  Sweden	  &	  Finland	  	  
 
The focus of our study is mainly on organizations that could be defined as small and 
micro size organizations. More specifically our thesis concentrates on the teams, which 
play in the top basketball leagues in Finland and Sweden. These teams could be 
categorized under the definition of small and micro organizations. 
 
Criteria that an organization is small or micro size are: that they have between 1 to 50 
employees working for the organization, have a balance sheet total between 1€-10 
million € (European Commission, 2014). Ferreira et al. (2011, p.254) then again 
characterized small organizations as organizations, which are unstructured and have 
high level of risk in decision-making. Basketball clubs in Finland and Sweden fit quite 
neatly into the above criteria. These teams, which fall into the category of small and 
micro size organizations, have to take into consideration higher levels of decision 
making risks than teams, which operate in bigger sport markets (Ferreira et al., 2011, p. 
254). For this reason we argue that it is essential for teams operating in smaller markets 
to be more nimble and efficient in the usage of their scarce resources, for instance, in 
marketing, which of course is in the forefront of this thesis. 
 
According to the latest publications, teams’ approaches have been reshaped by the 
commercialization and professionalization flows that occurred lately in the sport 
industry. Notable changes have occurred in the marketing approaches and perspectives 
where they started to get more attention. Scholars such as Ströbel and Woratschek 
(2013, p. 499) support ideas discussed in previous sentences of this paragraph and add 
that these developments are relevant for sport branding strategies, which are crucial for 
team’s marketing success in the long-run. In particular, sport clubs with strong brand 
are able to insure themselves with added value, enhanced sympathy and increased fan 
base (Richelieu et al., 2008, p. 31; Ströbel & Woratschek, 2013, p. 499), which 
ultimately generate economic and marketing successes such as favorable revenues in 
ticket sales, sponsorship/media rights and awareness (Ströbel & Woratschek, 2013, p. 
499-500).  

Scholars, for instance, Kirtis and Kaharan (2011 p. 260-268) and Erdoğmuş and Cicek, 
(2012, p. 1355) noted that social media marketing is a cost efficient way of marketing 
compared to more traditional marketing. Moreover, Ashley and Tuten (2015, p. 17) and 
Botha (2014, p. 168) both reminded marketers of the importance of being creative in 
social media platforms to engage with customer and increase brand awareness. 
Furthermore, viral marketing is also discussed and it is stated that viral marketing is a 
low-cost way to communicate marketing messages in a credible way, (Botha, 2014, p. 
168); it could be noted that viral marketing leans on creative marketing (Cruz & Fill 
2008, p. 743-758). 
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Ultimately, we believe that the social media platforms could be very suitable platforms 
for basketball clubs to market themselves, as they are limited financially.       

1.2	  Problem	  Discussion	  	  

1.2.1	  Social	  Media	  and	  Need	  to	  Reconsider	  (Sport)	  Marketing	  
 
Over the past decade changes in the media arena have been tremendous and immense 
(Constantinides, 2014, p. 40), that, social media platforms or micro-blogs have been 
able to substitute traditional media and catch the attention of millions of people in a 
short period of time (Bruhn et al., 2012, p. 770). Emergence of new Internet 
technologies has transformed the rules of marketing, meaning that individuals 
(consumers) are now more powerful and donated with more chances and tools to reach 
information. With the presence of social media platforms several old marketing tenets 
and mass marketing approaches of 1960s and 1970s have started to demonstrate less 
effectiveness. (Constantinides, 2014, p. 40; Bruhn et al., 2012, p. 771; Hennig-Thurau et 
al., 2010, p. 311)  
 
With the rapid changes in the online advancements, sports have become more 
commercial in recent times, and as a marketing medium, internet has helped clubs to 
communicate and establish relationship with customers, sell products and services 
(Kriemadis et al, 2010, p.291; Kishner & Crescenti, 2009). Therefore many enterprises 
have put emphasis on finding successful ways of attracting more customers, increasing 
public awareness of their brands and products, and selling more of their offerings 
through social media channels (Kriemadis et al, 2010, p.292).  

Online sport marketing has turned to the best way of building fan/customer 
communities for professional teams and clubs (Loakimidis, 2010, p.271). Loakimidis 
(2010, p. 272) explained concept of sports marketing as a fan base that is ready to pay 
for support and promotion of the organization in return of social exchange and personal 
identity. Sport customers, in contrast with regular customers are searching information 
regarding team/club and are more interacting with “organization – public relations” that 
can potentially lead to the durable relationships (Stavros et al., 2014, p. 456). That is the 
reason why sport clubs need to be very efficient in the management of their social 
media content and strategies in order to build strong brand image and reputation which 
can help clubs to derive revenue and communicate effectively with fans (Kriemadis et 
al., 2010, p.292; Stavros et al., 2014, p. 455). 

The pros of social media enable organizations to interact with existing consumers for 
retaining them, and also for getting in touch with new ones to increase their customer 
base (McCarthy et al., 2014, p. 182). As the way that fans and clubs interact with each 
other has changed the traditional roles of both parties, now teams can reach out more 
and diverse range of audience ever before and enhance their brand awareness more 
effectively (Tsimonis & Dimitriadis, 2014, p. 331-332; Hennig-Thurau et al., 2010, p. 
311). However social media threatens sport teams with several risks concerning its 
adoption, which is presented in the following paragraphs.  
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1.2.2	  Branding	  in	  Sports	  	  
 
In their study McCarthy et al., (2014, p. 184) stated that an experience in the social 
network sites can be a significant part of consumer’s feeling of a brand. As the audience 
in the social media communicates with each other out of control of the clubs, it evokes 
electronic word of mouth (eWOM), which can be an effective shaper of consumer 
behavior and attitudes towards the brand. Even before the widespread use of social 
media platforms, companies were worried about the negative side effects of eWOM, 
namely the lack of control over the negative comments of unsatisfied consumers on the 
Internet. (McCarthy et al., 2014, p. 183-184). According to Hennig-Thurau et al. (2010, 
p. 311) one of the major challenges for companies is to come up with appropriate tactics 
to regulate and control negative eWOM and facilitate positive ones to foster brand 
awareness and image.  
 
In his study Constantinides (2014, p. 41) said that in the changing context of marketing, 
role of Internet and in particular social media became crucial. In order to accept the 
challenge, firms need to understand the role of technology and importantly role of 
Social Media as a part of marketing toolbox (Hennig-Thurau et al., 2010, p. 311). At 
this stage, empowered customers need to be approached with more up-to-date tactics, 
rather than traditional mass-marketing ones. After the sudden birth of social media 
platforms, customers are now connected to hundreds, or even thousands of other users, 
which makes firms no longer the primary source of communication (Hennig-Thurau et 
al., 2010, p. 311; Bruhn et al., 2012, p. 771). Thus there rises the question of whether 
this progress of social media has decreased marketers’ control of brand management or 
it is just an old wine in new bottles. Study of Kaplan and Haenlein (2010) indicates that 
the role of marketer has experienced decline in the power against social media. Kaplan 
and Haenlein (2010, p. 59-60) claim that not so many firms are comfortable with this 
condition, in which they have less power to control information about brands in the 
cyberspace. A decade ago, firms and organizations were able to regulate news and 
information about the company with the help of strategic press releases and public 
relationships, by being the sole source of information distribution. However nowadays 
they have, to some extent, lost this control and went from regulator to observer position, 
says Kaplan and Haenlein (2010, p. 59-60).  
 
The paragraphs above give a quick glimpse in what direction marketing is moving 
today, at least when considering Internet marketing and social media marketing. Social 
media platforms have already radically changed the practice of marketing and most 
likely this is only the tip of the iceberg. Even though, the field of marketing has changed 
radically after the adoption of social media, the research in the field of social media 
marketing has not kept up. Still as social media marketing is quite immature in the field 
of marketing, it has not extensively been researched and the best practices of social 
media marketing have not been tested in many industries, particularly in the sports 
(McCarthy et al. 2014, p. 182; Stavros et al., 2014, p. 456). Most recent studies indicate 
social media as a tool used to make marketing communications more effective and just 
limited number of authors has checked the motivations, benefits and strategies of it 
(Tsimonis & Dimitriadis, 2014, p. 329; McCarthy et al., 2014, p. 184). Our purpose is 
to expand on the literature in the field of social media marketing in sports industry, as 
we see social media marketing as a future trend in the field of marketing. 
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1.3	  Research	  gap	  	  
 

Few or limited studies have been done in the areas of how sport clubs implement 
customer relationship practices, control direction and content of conversations in the fan 
communities or official/unofficial Facebook pages, and additionally how fan 
engagement and interaction are handled in the social media platforms (Tsimonis & 
Dimitriadis, 2014; McCarthy et al., 2014) in smaller leagues. Our aim will be to fill the 
gap in the mentioned areas of sport clubs’ social media brand management. However 
several points need to be elaborated before we present the objectives and research 
question of this study.  
 
First of all, although social media is relatively new field within sport marketing, it was 
able to capture the attention of scholars and academics very fast in the last decade 
(Bitter et al., 2014). Moderate number of studies has been carried out to show how firms 
and customers can mutually benefit from social media (Bitter et al., 2014), metrics or 
measurement criteria of social media strategies’ effectiveness (Peters et al., 2013; De 
Vries et al., 2012), and challenges/opportunities of social media (Kaplan & Haenlein, 
2010) and etc. Scholars, for instance, (McCarthy et al., 2014; Thrassou et al., 2012; 
Desarbo & Madrigal, 2011) have all contributed to the sub-discipline of sports 
marketing and produced very context specific knowledge of sports marketing.  
 
Still, it becomes quickly evident, when reading literature of sports marketing, that it 
only focuses on very established big leagues such as, National Basketball Association 
(NBA), National Football League and the Premier League, to name a few. However, in 
contrast with bigger sport leagues, smaller leagues were not in the center of attention in 
terms of research and studies. There is limited or almost no literature to be found of 
sports marketing, which specifically focuses on smaller national sport leagues. Teams in 
these smaller national leagues without a doubt have sufficiently smaller resources than 
teams in bigger leagues, which quite surely separates their strategies from the bigger 
league teams strategies. We feel that this gap in the sports marketing literature would be 
a very interesting gap to examine in a more thorough manner. Bearing this in mind, 
Swedish and Finnish basketball clubs’ social media strategies will be studied to fill the 
gap in sport marketing.  

1.4	  Research	  Question	  	  
 
After the presentation of problem areas and gaps in the literature, we have formulated 
research question as expressed below. The research question covers the social media 
branding of two Nordic countries’ basketball clubs, namely Sweden and Finland.  

 
“How do Swedish and Finnish basketball clubs manage their brands and fan clubs on 

Facebook? 

1.5	  Research	  Objectives	  	  
 
Aim of this paper is to explore branding and social media management strategies of 
Swedish and Finnish basketball clubs. The sports industry and social media trends are 
very important in the sense that sport clubs are big business units and they own strong 
fan bases, which can be a valuable source of support (McCarthy et al, 2014, p. 182-183; 
Kriemadis et al, 2010, p.291). According to Swedish Sports Confederation statistics 
(2012) among all the communities in Sweden, sport clubs have the highest membership 
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indicators. With approximately 1,6 million members, 20 000 sport clubs head cultural 
society, outdoor life club and political parties (Riksidrottsförbundet, 2012, p.5-6). 
Additionally, McCarthy et al (2014, p. 183) claims that sports contents are the major 
source of growth of online discussions.   

The way that basketball teams interact with customers or in other words with fans 
through Facebook, is also a black box for us. Exploring two geographically close 
countries’ (Sweden & Finland) representatives, we will try to understand this aspect as 
well. Like stated previously our purpose will be to expand on the knowledge of social 
media marketing. We will be inspecting professional sport clubs and how professional 
sport (basketball) clubs use social media marketing to reach their organizational 
objectives. 

Scholars have found correlations between, for instance, fans attitudes towards the teams 
sponsor and the fans purchase intention (Schlesinger, 2011, p. 450). Furthermore, 
Schwarz & Hunter (2012, p. 19) noted that various scholars have found correlations 
between social identification and affiliation with the team and the decision to go watch 
sport events. These findings quite evidently illustrate the very specific characteristics 
found from sports consumers. The findings also remind us again, that even though 
marketing and sports marketing are in theory the same, they are still worlds a part in 
practice (Schwarz & Hunter, 2012, p. 18). Moreover, it could be argued that marketing 
theories and practices should be adapted to suit the very specific characteristics of sports 
consumers. Thus, one of our objectives is to find out how basketball teams in Finland 
and Sweden have adapted their marketing strategies to the specific context of sports 
consumers.  

1.5.1	  List	  of	  objectives	  	  
 

• Identify the perceptions of basketball clubs regarding their relationship 
management on Facebook.  

• Investigate how Swedish and Finnish basketball teams manage the image of 
clubs on Facebook.  

• Identify sample clubs’ primary objectives for using social media platforms.  

1.6	  Delimitation	  and	  Abbreviations	  	  
 
Our research study has been delimited and narrowed down purposefully at some points 
to have a concrete focus and view on problem. First of all, our study will only be 
conducted on branding strategies of sport teams on Facebook, excluding other means of 
social media platforms. Reasons why we decided on Facebook will be presented and 
discussed on the Literature Review chapter below. Yet our readers must be aware of the 
point that any content analyses on Facebook or success measurement of any 
official/unofficial SM pages with metrics are out of our sight.  
 
In order to focus on branding in sports industry specific type of sport category had to be 
selected. Based on our extensive literature review it was clear that among all worldwide 
popular sports basketball was one the least attractive to spectators and registered 
members in both countries, Sweden and Finland (Kihu, 2012; Riksidrottsförbundet, 
2012). That is the reason we decided to study basketball in particular to disclosure how 
those teams manage relationships with fans and do branding on social media platforms. 
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We feel that there is a need to say that we are interested in clubs’ branding on the club 
level and activities regarding club directly. So other sport types will be disregarded in 
our research work, although considering the nature of sports it can be said that results of 
this work can be transferred to others as well. 

1.6.1	  List	  of	  Abbreviations	  
 
B2B  Business to Business  
B2C  Business to Consumer  
CRM  Customer Relationship Management  
ESM-CRM Electronic Social Media CRM 
eWOM  Electronic Word of Mouth  
NBA  National Basketball Association (USA) 
SM  Social Media  
SMBBC Social Media Based Brand Communities  
SNS  Social Network Sites  
VSW  Virtual Social Worlds  
WOM  Word of Mouth  
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2.0	  THEORETICAL	  FRAMEWORK	  	  
 
Being one of the core bones of our study, this chapter will present major theories and 
concepts adopted by authors. More precisely, readers will be clear about the 
understanding of Sport marketing, Social Media, eWOM, Brand Equity, CRM and 
Community Management.  
    

	  
Figure 1. Conceptual Model Describing Theoretical Chapter 

	  

2.1	  Sports	  Marketing	  Defined	  	   	  
 
Marketing, in broader sense, has been interpreted by Kotler (1997, cited in Stotlar, 
2001, p. 4) as utilization of company resources for meeting consumer needs and wants. 
However, satisfying the needs and wants of consumers is not enough, thus in order to 
achieve organizational goals, firms or companies are supposed to meet consumer 
demands more effectively than competitors, added Fahy and Jobber (2012, p. 5) to the 
marketing definition. Following this short introduction to marketing overall we further 
argue that depending on the specific industry these thoughts can be narrowed or 
reapplied. For that purpose following paragraphs will elaborate how marketing is 
defined in sport industry.  
 
In parallel with the increasing complexity in sport consumers’ demand and 
demographics, and boost of competition among clubs to collect the most possible 
participant dollars, sport marketing also started to professionalize (Mullin et al., 2000, 
p. 8). One of the most referenced definitions of sport marketing has been given by Pitts 
and Stotlar (1996, cited in Stotlar, 2001, p.4). According to the authors sport marketing 
is “the process of designing and implementing activities for the promotion, production, 
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pricing and distribution of a sport product to satisfy the needs or desires of consumers 
and to achieve the company’s goals” (Stotlar, 2001, p.4). Although the focus is on both 
parties (consumer and producer), priority must be given to consumers’ needs and wants.   
 
Mullin et al. (2000, p. 10) has put emphasis on giving a proper definition for the sport 
marketing, arguing that the concept of sport marketing is experiencing confusion 
between the components: (1) marketing of sport and (2) marketing through sport. A 
professional club/team engages in the former one, while an auto dealer or brewery can 
benefit from sport as a promotional vehicle to promote industrial or consumer products 
and services. (Mullin et al., 2000, p. 8-9) Marketing through sports can help 
organizations that associated with sport club to increase their product’s awareness and 
image (Beech & Chadwick, 2007, p. 5). In our study we, as the authors, will look sport 
marketing from the first component’s view. More precisely, marketing of sport will be 
our main focus area, while we will touch the marketing through sport as less as 
possible, as it is out of scope of our study and research objectives. Given the notions 
about sport marketing Mullin et al. (2000, p. 9) provided their own definition of sport 
marketing: 
 

“Sport marketing consists of all activities designed to meet the needs and 
wants of sport consumers through exchange processes. Sport marketing has 
developed two major thrusts: the marketing of sport products and services 
directly to consumers of sport, and marketing of other consumer and 
industrial products or services through the use of sport promotions.” 

 
It is important to mention that the term of sport consumer and consumption are 
synonyms of many types of consumer or fan involvement in sports, along with playing, 
officiating, watching, listening, reading, and collecting (Mullin et al., 2000, p. 9; Stotlar, 
2001, p. 15-16).  
 
Sports marketing involves the activities of designing and implementing activities, such 
as production, pricing, promotion and distribution (place) of the tangible or intangible 
sport product to be able to satisfy sport consumers needs and wants and to reach the 
company’s overall goals (Stotlar, 2001,p. 4-5). Even though, Stotlar has used the word 
sport marketing in the above quote, it is still very close to the definition of the overall 
marketing discipline. Kotler & Keller (2009, p. 45) described marketing as organization 
using processes to create, communicate, delivering value to customer and managing the 
relationships with customers in ways that benefit the organization. Despite, the 
understandable similarities between the two, sports marketing being a sub-discipline of 
marketing, there are some important differences between the discipline and the sub-
discipline: at least when considering, which parts of a particular theory are more 
important than others.  
 
In an ideal world sport marketing (as definition can be seen from above) formed from 
activities that aims to satisfy needs and wants of its consumers. However, marketing of 
sport historically has been suffering from the lack of foresight or marketing myopia. 
(Mullin et al., 2007, p. 12) According to Mullin et al. (2007, p. 12) symptoms of 
marketing myopia in a sport industry are: 
 

§ First symptom is instead of identifying and satisfying sport consumer needs and 
wants, having a focus on producing and selling. One of the general managers of 
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Pierpont Racquet Club realized that most teams in his industry still 
concentrating on the sales. However he believed that membership or fan 
retention is the place where future will be, and thus sales must be organized 
according to the benefits to a potential member.  

§ The psychology that winning always solves problems.  
§ Confusion of marketing and promotional activities (special events & 

advertisings). Most of sport marketers have trouble to differentiate promotional 
strategies from marketing ones. A good promotion can sell the product but it is 
just a part of integrated strategy, which starts with the right identification of 
consumer need and wants.  

§ Focus on short-term returns such as price increases and sponsorship investments 
rather than long-term view on strong relationships buildings and research.  

§ Neglecting inside and outside competition in sports. Very few teams realize the 
opportunities in market, which they can use to their own advantage. For 
instance, Atlanta Hawks realized that 30 % of their supporters are more likely to 
go to cinemas and they decided to make a ticket promo strategy before the 
movies. As a result moviegoers had high recall rates compared to television ads, 
which helped club to increase its brand popularity.  

According to Beech and Chadwick (2007, p. 4-10) sport marketing differs from other 
types of marketing with distinct characteristics. The uncertainty of outcome nature, the 
most fundamental term of sport, is hard to control by marketers and one of the 
determining factors that draws fans to events. As the outcome or final score of games 
are unknown by anyone this creates tension and excitement which is arguably hard to be 
surpassed by a regular product. (Beech & Chadwick, 2007, p. 5) This characteristic of 
sport marketing brings it to the next differentiating factor. Beech & Chadwick (2007, p. 
9) indicate that most of sport organizations are product led. In practical terms, the 
effectiveness of sport marketer’s efforts outside of the pitch will largely be dependent 
on what happens on it. Thus players and team have an indirect impact on marketing 
progress.  
 
Moreover, if one wants to find more profound differences between the discipline of 
marketing and the sub-discipline of sports marketing, one has to examine the 
differences between the two’s consumers. For instance, Schlesinger (2011) examined 
how fans identify with sport teams and came to some very interesting conclusion. He 
discovered a strong correlation between fans attitude towards the teams sponsor and the 
fans purchase intention (Schlesinger, 2011, p. 450). Furthermore, Schwarz & Hunter 
(2012, p. 19) highlighted that numerous studies have found a correlation between social 
identification, affiliation with a team and deciding to go watch sport events. They also 
noted that the findings provided by past sport marketing studies should affect how 
organizations, catering to sport consumers, create their offerings.  

2.1.1	  Sport	  Fans	  versus	  Regular	  Consumers	  	  
 
Sport marketing publications has put large emphasis on differentiating regular 
consumer-goods consumers from sport “consumers”, in other words fans. Based on the 
extensive literature review we can say that, scholars have not defined clear definition of 
sport consumers or spectators. Yet they have differentiated fans from regular consumer 
with the psychological bonds they have with the sport clubs. Sport fans; in contrast with 
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regular consumers demonstrate high level of emotional solidarity, loyalty and 
engagement with their supporting team or club. (Schlesinger, 2011, p. 435) In the 
context of sport clubs, emotional feedback and support from fans are considered to be 
stronger than any other industry except politics, religion and entertainment (Richelieu et 
al., 2008, p.31). Fans are often characterized by loyal consumer behavior toward 
product of their club, where consumption of club product and services on regular basis 
is admitted to play primary role than price and quality. It is therefore unluckily that fans 
with high emotional ties to the club will change to another club only because tickets are 
cheaper and stadium are bigger and nicer. (Schlesinger, 2011, p. 435)  
 
Spectators or fans are an important factor in the formation of sport organization’s 
success; with greater numbers of spectators and attendance to events organizations are 
able to attract sponsors and various stakeholders.  Thus studying them should be in the 
interest of clubs. As there are different factors motivating spectators to attend games 
and determine their product/service usage rate, they have been categorized under 
different headings. Aficionados or diehard fans are the ones who are completely 
devoted to club, passionate about the game and sport code. Compared to previous ones, 
fair-weather fans can be score dependent fans, whose attendance and spectatorship will 
mostly be dependent on teams performance and results. Finally the theatre-goers or in a 
cruel form spectacle whores will be the ones who attend games for factors exogenous to 
the event itself. Elements such as music, go together with friends, comradeship and so 
on are considered to be more important for these fans. (Beech & Chadwick, 2007, p. 93) 
 
Sport fans literature elaborates large number of several concepts and terms to describe 
psychological relationship and associations between club and its fans (Stavros et al., 
2014; Sanderson, 2013). Some of them are team identification, fan loyalty, 
psychological commitment, and fan attitude or fan attachment, where they sum the 
understanding of psychological attachment and passion of a fan feels to a team 
(Schlesinger, 2011, p. 436). Schlesinger (2011, p. 436) has provided three dimensions 
that describe strong bonds between sport clubs/teams and their fans. According to the 
author (1) emotional achievement represents fans’ personal achievement and pride 
feelings when their team is successful. (2) Self-connection expresses the extent to which 
club delivers important identity issues, tasks and themes expressing an aspect of fan 
identity. Finally (3) intimate commitment refers relatively stable connection between 
team and fans, and it demonstrates little fluctuations either from game to game or 
season to season. 

2.2	  Customer	  Relationship	  Management	  (CRM)	  
 
This section of customer relationship management will be examining how customer 
relationship management has evolved from traditional customer relationship 
management to social customer relationship management, in other words, social media 
customer relationship management.  
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Figure 2. IBM Institute for Business Value analysis. CRM Study 2011 - Business 
Ranking  

In the introduction section it was noted that companies had lost control of their brands, 
as they could not control what kinds of conversation social media (e.g. Facebook) users 
had about their brands (Hennig-Thurau et al., 2010, p. 311). However, brands are not 
the only asset that companies have lost control of. It is clearly evident from the figure 
above that companies have drifted apart from their most valuable asset: their consumers. 
The gap between the company perception of why consumers follow the company on 
social sites (e.g. Facebook) and why consumers actually follow the company on social 
media sites is quite substantial. The gap illustrated above without a doubt also affects 
the company-consumer relationships: the relationship gap is especially important for 
companies, as the ‘social media era’ has shifted the cultivation of these relationships to 
social media platforms (Malthouse et al. 2013; Heller Baird & Parasnis, 2011).  It is 
important that companies find ways to properly adapt to these relatively new media, and 
are able to use the capabilities of these media to the fullest to enhance the relationships 
between their most valued assets. 

2.2.1	  The	  New	  Era	  Of	  Customer	  Relationship	  Management	  
 
Kotler & Keller (2009, p. 173) defined customer relationship management as “… the 
process of carefully managing detailed information about individual customers and all 
customer “touch points” to maximize customer loyalty.” Whereas, Peelen (2005, p. 4) 
defined customer relationship management as: “an IT enabled business strategy, the 
outcomes of which optimize [customer’s life time value], revenue and customer 
satisfaction …”. Customer relationship management could be summarized as a process 
where companies collect data, from different mediums, of customer-company 
‘touchpoints’ and arrange and split this data into smaller and smaller pieces until this 
data can be efficiently linked to customer groups or even individual customers, thus 
making it possible for the company to manage extremely large numbers of customers 
efficiently (Kotler & Keller, 2009, p. 175). 

It could be stated that in the recent years customer relationship management has seen a 
radical evolution. Some of the customer relationship management models and practices 
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that were used before might not be usable in this day and age (Harrigan et al. 2014, p. 
1). Undoubtedly, one of the biggest changes in customer relationship management has 
happened in relationship management. Where the eighties and nineties were filled with 
one-directional short-term relationships; promotions, advertisement and mass 
marketing, the beginning of the twenty-first century had been introduced with two-way 
long-term relationships: interactive marketing. Mangold & Faulds (2009, p. 358) 
discussed how Web 2.0 has enabled organizations to interact with their consumers in an 
efficient manner; in other words, the communication stream is two-way rather than one 
way with consumers. Not only can the company and the customer interact more 
efficiently on Web 2.0 platforms, but also Web 2.0 platforms have enabled more 
efficient consumer-to-consumer conversations in the virtual marketplace. To better 
illustrate the situation we present Figure 3 below which contains the overall picture of 
traditional and new communication models. Scholars as well have recognized this 
apparent shift in customer relationship management and as a consequence of that they 
have created a new and evolved definition for customer relationship management: social 
customer relationship management. Social customer relationship management is 
explained by Heller Baird & Parasnis (2011, p. 30) as facilitation of collaborative 
discussion and valuable dialogues for customers. Whereas, Constantinides et al. (2014, 
p. 182) explain that the integration of CRM and social media is called electronic Social 
Media CRM (ESM-CRM). Finally, Kotadia (2010 cited in Constantinides et al, 2014, p. 
184) noted that the primary focus in ESM-CRM is to use social media platforms to 
strengthen the relationships between customers and companies with the goal of 
enhancing trust and customer loyalty. 

 

Figure 3. Communication models  

The SCRM defined by Baird & Parasnis is more relevant for us as the focus of this 
study is on sports marketing with particular regard to how sport marketing is practiced 
on Facebook’s social media platform. As, Facebook is a platform, which is designed to 
enhance interactions and more specifically relationships (Waters et al. 2009, p. 102), it 
is highly valuable for sport teams, because as predicted by Peck, fans will crave even 
deeper relationships with their favorite teams (Santomier & Hogan, 2013, p. 185). 
Moreover, based on the previous two sentences the figure above (Fig.2) is most likely 
not an accurate depiction of sport consumer (i.e. fans) behavior on organization’s social 
media sites, although, it is an accurate depiction of ‘ordinary’ consumers (see section 
2.1.1). Based on the literature on sport consumers, which will be discussed throughout 
this thesis, form relationships rather than find promotional deals, thus it could be 
presumed that the relationship building ‘points’ (e.g. be apart of a community and feel 
connected) should be on the top of the figure’s consumer ranking, when considering 
sport consumers’ behavior on team’s social media pages.  
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In the next sub-section we will examine what relationship marketing is and how it can 
be used. 

2.2.2	  Relationship	  Marketing	  

Coviello et al. (1997) separated marketing into four distinctive parts: transactional 
marketing, database marketing, interactive marketing and networking. Lets us examine 
these four marketing parts individually and find out where our perspective of 
relationship marketing fits in.  

Transactional Marketing: Transactional marketing is a very shortsighted view of 
marketing, where emphasize is put on single transactions. Customer relationships are 
distant and buyers are passive in the market. The best and maybe most known phrase to 
describe this marketing would be mass marketing. (Coviello et al. 1997, p. 509) 

Database Marketing: One could see database marketing as software enabled 
marketing. IT solutions have enabled marketers to create one-to-one relationships with 
stakeholders (e.g. customers). Furthermore IT solutions enable companies to form long-
time relationships with stakeholders. (Coviello et al. 1997, p. 512) IT solutions also 
enable organizations to handle the vast amounts of data generated by millions of 
customers efficiently (Gummesson, 2004, p. 137). However, database marketing could 
be criticized for its asymmetrical limitations. Marketing is strongly seen as one-sided, 
where marketing is ‘pushed’ to the customer rather than created with the customer. 
(Coviello et al. 1997, p. 512) 

Interaction Marketing: Even though, database marketing forms certain types of 
relationships, it lacks the personalized touch of relationships and is seen as being at 
arms length from the stakeholders. However, interaction marketing emphasizes face-to-
face interaction inside the relationships (including virtual ‘face-to-face interactions). 
The relationships are built on trust, satisfaction, commitment and adaption to mention a 
few. The relationship and the people within the relationship are at the center of 
marketing. These interactive relationships involve processes like: joint planning and 
continues value creation between the stakeholders. (Coviello et al. 1997, p. 513-514) 

Network Marketing: Emphasizes the processes of joint production, distribution and 
usage of goods and services within the networks. Co-creation is a big part of these 
network relationships. The co-creation is generally accomplished when stakeholders 
operate across organizations and resources are used together to create mutual value for 
stakeholders within the relationships. (Coviello et al. 1997, p. 514-515) 

The marketing approach we want to take in this study is more in the line with 
interactive marketing and network marketing; our approach could be seen as a hybrid of 
the two. These two approaches are very much in line with past relationship marketing 
definitions, as both emphasize networks, the interactive approach and value creation. 
For example, relationship marketing is defined as being specific type of marketing that 
is based on interaction in relationship networks. Gummesson (2002, cited in 
Gummesson, 2004, p. 136). Whereas, Shani & Chalasani (1992, cited in Peterson, 1995, 
p. 278) described relationship marketing, as a long-term relationship where mutual 
value is created to benefit parties within the relationship. Needless to say, our approach 
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of relationship marketing concurs quite well with Gummesson, Grönroos, Shani and 
Chalasani relationship marketing approaches. 

After this discussion of relationship marketing, lets look at what should be taken into 
consideration in business relationships and how business relationships should be 
managed. 

Key characteristics of B2C and B2B relationships 

 
1 

 
Mutual 

• Both parties need to be aware of each other 
• The relationship needs to be a two-way relationship 

 
2 

 
Interactive 

• The two parties build a relationship through various 
interactions with each other and, thus build knowledge 
of each other 

 
3 

 
Iterative 

• Through multiple interactions with each other, the 
parties start building a history, which ultimately leads to 
more efficient interactions and a more efficient 
relationship 

 
4 

Provides ongoing 
value for both parties 

• The relationship between the parties provide long-term 
value for both of the parties involved 

 
 
5 

 
Requires a change in 

behavior for both 
parties 

• The relationship has to evolve, if for instance, one 
party’s situation has changed and the party is not getting 
value from the relationship anymore, the other party has 
to make changes that allow both parties to get value 
from the relationship again 

 
6 

 
Unique 

• Both parties must understand that every relationship is 
unique and that every different relationship requires 
different behavior 

 
7 

 
Requires and 
produces trust 

• The more the parties interact with each other the more 
they build trust 

• Without trust the relationship cannot last 
 
Table 1.  Characteristics of a genuine business relationship (Adapted from Peppers & 
Rogers 2011, p. 40-41) 

The table above presents the seven key characteristics, which Pepper and Rogers 
explain to be crucial for a relationship to be able to exist. Moreover, all the 
characteristics are extremely important and should be considered when forming a 
business-to-business or business-to-consumer relationship. However, even though all 
seven-relationship characteristics are important, we have found the three characteristics, 
interaction, provide ongoing value for both parties and the requirement for change in 
behavior by both parties, are particularly relevant for the purposes of this specific 
thesis. Let us examine these three key relational forming characteristics, a bit deeper, 
using the ‘lens’ of Grönroos key processes of relationship marketing.  

2.2.3	  Communication	  The	  Characteristic	  Of	  Relational	  Success	  

“From marketing point of view, when the outcomes (goods and equipment) constantly 
become more similar as competition increases, [the service side of consumption 
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becomes more important]” (Grönroos, 2004, p. 100). As a consequence it is imperative 
that the organization manage their services well, as it is at the center of relationship 
building and maintenance (Grönroos, 2004, p. 100). The above statements stress the 
importance of services in relationships. (Grönroos) 2004 particularly stresses the 
importance of the service of interactions. The statements above should be strongly felt 
by organizations that operate in social media environments (e.g. Facebook), as social 
media platforms in essence are two-way interactive tools. However, the picture should 
be broader than just interaction using social media, because if a company wishes to add 
value and receive value interaction this should happen at all customer touchpoints. As 
Grönroos (2004, p. 108) noted that for relationship marketing to be successful, in 
parallel to communication and interaction processes companies should provide positive 
value processes as well which is appreciated by consumers.  

Grönroos (2004) explains the above quote quite clearly through three key relationship 
processes: communication, interaction and value. It can be noted that these three key 
relationship processes are highly relevant especially for organizations that want to 
enhance relationships through interactive two-way communication, thus these key 
concepts are relevant for organizations that use social media platforms to manage their 
customer relationships. Let us examine each process individually.  

2.2.4	  The	  Key	  Processes	  Of	  Relationship	  Marketing	  

The Communication Process: Scholars have stressed the importance of integrating the 
more traditional one-way communication elements (e.g. direct marketing and sales 
promotion) with more evolved two-way communication elements, (e.g. social media 
platforms), and form an integrated marketing communication plan (Mangold & Faulds, 
2009, p. 364). Lets us look at what the key concepts used above actually mean and then 
carry on with the discussion. 

“Integrated marketing communications (IMC) is a concept of marketing 
communications planning that recognizes the added value of a comprehensive plan. 
Such a plan evaluates the strategic roles of a variety of communications.” (Kotler & 
Keller, 2009, p. 531). Communication planning is especially important in today’s era 
where not only do organizations need to know how to integrate traditional marketing 
mediums, but also organizations need to integrate the online media and more 
specifically the ever more fragmented social marketing media, which all require their 
own unique marketing approach, with each other. The public is surging into different 
social media platforms at an increasing rate (Statista, 2015), and the public wants 
companies’ deal with them according to the Web 2.0 standards (Greenberg, 2010, p. 
413). According to McCarthy et al. (2014, p. 193), limited communication can make 
consumers to shift to unofficial web- and social media pages, which eventually will 
diminish role and power of company over the customer relationships. Previously, we 
mentioned that one of the key characteristics of B2B and B2C relationship was that 
parties needed to be willing to change their behaviors so that both parties can continue 
to maximize the value they obtain from the relationship (Peppers & Rogers, 2011, p. 
41). Grönroos (2004, p. 102) stressed the same point that the company (i.e. team), needs 
to align its communication with their customer’s or prospects wants and needs (i.e. 
prospect fans and fans). Thus company should use a two-way interactive approach in 
media, where the public demands this approach (e.g. social media platforms). 



 

18 

Nowadays, it has become ever more essential that companies are able to integrate their 
two-way communication platforms (e.g. Facebook, Youtube, Twitter) with each other to 
provide a sound marketing strategy. However, companies should not forget that one-
way online and offline (e.g. commercials, banner ads, print advertisements) should be 
also integrated with two-way communication media to get the full power of each 
marketing medium. The integration of social media platforms has become increasing 
important, as it has been noted that in the past years social media platforms have 
become more important, in terms of, purchase intentions (Mangold & Faulds, 2009 p. 
358), thus the companies having sound marketing strategies on these platforms can be 
guaranteed strong increases in company sales. Moorman (2014) indicates that although 
SM is increasingly important for companies marketing, The CMO Survey results show 
that most of the companies do it separately from overall marketing. She continues 
adding that, with fast changing rate of social media environment companies outsource 
their SM activities from agencies outside of company. It is a threat for organizations in 
the sense that agencies rarely understand the marketing strategies of companies as a unit 
strategy. Thus companies need to move SM activities in-house or get into partnership 
with agencies very deeply. (Moorman, 2014) According to Comcowich (2015) another 
important point for effective integration between SM and marketing strategies, is the 
support of company leadership. Without their support, promoting integration will not 
happen.  

Finally, Grönroos (2004, p. 102) stresses the link between IMC and relationship 
marketing: “If relationship marketing is to be successful, an integration of all 
marketing communications messages is needed to support the establishment, 
maintenance and enhancement of relationships with customers…”. 

Interaction Process: In the previous section we stated that the company’s 
communicating should be planned, aligned with the characteristics of the medium, 
marketing media should be integrated to get the best out of each individual marketing 
medium, and this ultimately resulting in stronger relationships with customers. The 
previous discussion centered very much on broader views on how the company should 
form a marketing communication strategy: i.e., discussion of all one-way 
communication and all two-way interactions. From a narrower point of view the 
discussion specifies that every interaction with a customer is a new opportunity for the 
company to learn about the customer and vice versa. Peppers & Rogers (2011, p. 40) 
noted that whenever two parties get into interaction it leads to the exchange of 
information, which eventually becomes the backbone of relationship buildings process. 
Moreover, interaction should be organization wide meaning that every single employee 
of the organization should be used to interact with customers (Kohli & Jaworski, 1990; 
Gummesson, 2004, p. 138). It is crucial that companies act upon the previous statement 
as Peck (2009, cited in Santomier & Hogan, 2013, p. 185) predicted that fans, for 
example, will be craving for a ever deeper relationships with sport teams and players in 
the near future, as social media continues to evolve. However, it must be noted that not 
all interactions lead to relationship forming between business parties. That is to say that 
relationships should be created through dialogues, which bring both parties additional 
value, if this is not the case the relationship should be terminated (Grönroos, 2004, p. 
103). Moreover, those dialogues that do not bring value to parties or enhance the 
parties’ relationship usually lead to the relationship fading away by itself (Grönroos, 
2004, p. 103).  
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To understand the concept of value and interaction value, we have to examine what 
actually value means from the perspective of the customer and from the perspective of 
the company. Lets us delve into this topic in the next key relationship marketing 
process. 
 
Value Process: When talking about value in business it is extremely important to look 
at value from two distinctive perspectives: from the customer perspective and the 
company perspective. The fundamental difference between the two parties is that the 
former perceives value as a trade-off between all gains and all sacrifices when 
considering the company’s offering (Eggert & Ulaga, 2002, p. 109). Moreover, 
perceived value does not only take into consideration the customers monetary benefits 
and sacrifices but also the emotional benefits and sacrifices the customer perceives to 
receive or lose (Kotler & Keller, 2009, p. 161). In a business relationship the company 
can offer the customer perceived value, for instance, through a feeling of trust, security 
or a feeling of control (Grönroos, 2004, p. 99). On the other hand, the latter should 
always measure value in monetary terms: i.e., whether the company gained more money 
than it lost when making an action (Anderson et al. 2009, p. 6).  
 
As can be seen from examining these three key relationship processes, the fundamental 
reason for the forming of a business relationship is value creation  (Peppers & Rogers, 
2011, p. 41). The topic of value creation has been taken a step further in recent years. 
One value creation concept that has been discussed quite frequently recently has been S-
D logic. Lusch et al. (2007, p. 5) explained S-D logic as an “… understanding of the 
interwoven fabric of individuals and organizations, brought together into networks… 
specializing in and exchanging the application of their competences for the applied 
competences they need for their own well being.” The concept emphasizes that value is 
created together, with stakeholders, rather than alone (Cova & Salle, 2008, p. 271). 
Lusch & Vargo (2004, in Lusch et al. 2007, p. 7) take the above statement a bit further 
by stating that a company can only offer value and cannot create value by itself; i.e. 
value must be created together. The statement strongly acknowledges the importance of 
another concept that of co-creation. Co-creation is a process used to produce value 
together through collaborative efforts (e.g. customer, company and third parties) 
(Ballantyne & Varey, 2006, p. 344).  

From a business relationship point of view Peppers and Rogers see value as relationship 
history. Peppers & Rogers (2011, p. 40) argue that value is created within relationships 
through history. In other words, the longer the relationship has existed and the more the 
relationship parties have interacted, the more they have learned about each other, which 
has led to more efficient interactions with time (Peppers & Rogers, 2011, p. 40). 
Ballantyne & Varey (2006, p. 337) also emphasized the importance of a business 
relationship history by stating that one cannot manage the relationship as such but the 
quality of the relationship can be and should be managed. Moreover, the scholars stress 
that the relationship parties learn together how to manage relationship quality over time. 

In the era of Web 2.0 business relationship history is build using social media platforms, 
like Facebook. Also stakeholder (e.g. teams, fans and sponsors), interactions have 
increased, as a consequence of social media technology. This is no wonder as, the 
nature of social media platforms like Facebook is geared toward relationship building; 
the building of relationships and their maintenance is essentially reason why Facebook 
and other social media platforms exist. Laroche et al. (2012, p. 1759) emphasized that 
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social media platforms are better platforms to build long-term relationship than other 
equivalent offline platforms; most likely because of the reciprocity nature of social 
media platforms. Moreover, Woodruff & Flint (2006, p. 240) brought up the interesting 
concept of critical touchpoint (CTP). They explained that CTP’s are areas where 
companies and their customers touch at an emotional level. The fact that Facebook and 
other social media platforms are reciprocal in nature and geared towards a company and 
its customers being able to easily form a relationship, it is in our mind obvious that the 
critical relationship interactions, between a company and its customers, should occur on 
social media platforms, as they are of high value to both company and the customers. 
On a Facebook brand page (e.g. team official fan-page), critical touches can be created 
through a sense of control, in other words customer control of the company’s processes. 
As, earlier stated in this study a feeling of control is one perceived value that a customer 
can feel (Grönroos, 2004, p. 99), which undoubtedly carries emotional value. Finally, 
Facebook and other social media platforms can be seen as an excellent platforms to co-
create value. Davis et al. (2014) explained how Facebook and other social media 
platforms can be used to co-create value by the help of virtual communities. These 
virtual communities enable customers to receive perceived value by co-creating (e.g. 
giving them a sense of control) and company the receiving monetary gains (e.g. brand 
equity) (Schau et al. 2009, p. 31). The concept of brand community, which corresponds 
well with network marketing and is often used to describe Web 2.0 co-creation, will be 
examined more thoroughly in the next section.  

Market Orientation: The key processes of relationship marketing introduced by 
Grönroos, are quite comprehensive – however as we consider the influential factors of 
relationship marketing for this particular study, we want to add one key process to the 
original three key relationship marketing processes: that is market orientation. Market 
orientation is a concept that is strongly in line with relationship marketing 
(Gummesson, 2004, p. 138). Moreover, market orientation by itself is a very broad 
concept and takes into consideration different corporate marketing aspects. As the 
concept is so broad it will not be examined exhaustively in this study, instead the most 
relevant parts of the concept will be introduced and examined more comprehensively.  

Felton (1959, cited in Kohli & Jaworski, 1990, p. 2) defined market orientation as “a 
corporate state of mind that insists on the integration and coordination of all the 
marketing functions, which, in turn, are melded with all other corporate functions …”. 
When examining this definition, through the lens of this study, the words “integration” 
and “coordination” are specifically important. Moreover, Kohli & Jaworski (1990, p. 2) 
split market orientation into three core “pillars”: customer focus, coordinated marketing, 
and profitability. 

Customer Focus: This “pillar” emphasizes the importance of market intelligence; for 
example, understanding customer wants and desires, however the view of market 
orientation takes this traditional view a step further. From a market orientation 
perspective companies should not only gather intelligence of customer wants and 
desires and act upon this intelligence but also from a broader view, examine how 
external elements, for instance, competition and regulation affect customer wants and 
desires. Additionally, the company should not only be trying to figure out customers’ 
current wants and desire but also customers latent wants and desires. As with the other 
pillars, this pillar as well emphasizes the company’s broader strategic view of customer 
service. (Kohli & Jaworski, 1990, p. 3) 
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Profitability: This “pillar” gives priority to the overall plan market orientation (i.e. 
customer focus). When a company becomes market orientated, it company will gain 
more profits, in other words, companies that plan of market orientation and follow 
through with this plan will yield increased company earnings. (Kohli & Jaworski, 1990, 
p. 3) 

As stated previously, only the most relevant part, in other words “pillar”, will be 
examined more thoroughly. The coordinated marketing “pillar” emphasizes the 
importance of the organization having a very holistic view of marketing, that is to say, 
that the whole organization is integrated into the organization’s marketing practices and 
not only the marketing department (Kohli & Jaworski, 1990, p. 3). In the same vein, 
Gummesson et al. (1997 cited in Gummesson, 2004, p. 138; Grönroos, 1995, p. 253) 
explained the importance of every single organization employee working either as a 
part-time marketer or a full-time marketer. Critically, there should not be any “silos” 
within the organization, in other words, all marketing information and intelligence 
should flow freely between employees and departments (Wind, 2005, p. 864). 
Moreover, all organization employees should act according to this information flowing 
within the organization and serve the company’s customers according to their specific 
needs and wants (Kohli & Jaworski, 1990, p. 3). Finally, it cannot be overstated that 
market orientation emphasizes how crucial it is that organization marketing is done in a 
holistic and planned manner. The organization should be able to make a distinction 
between marketing practices that are important for the organization and marketing 
practices that are not important for the organization and then of course operationalize 
the marketing practices that are of relevance for the organization (Kohli & Jaworski, 
1990, p. 3).       

2.3	  Word	  of	  Mouth	  
 
The chapter will begin with a brief introduction to the history of word-of-mouth 
(WOM). Thereafter, there will be a short discussion on how today’s technology has 
impacted the spread of WOM and evolved from word-of-mouth (WOM) into electronic 
word-of-mouth (eWOM). Further, in the section we will discuss company threats and 
opportunities of eWOM. In the opportunity sub-section, model of customer engagement 
cycle will be used to illustrate how companies can use eWOM for their advantage to get 
customer spread positive eWOM. 
 
Word-of-mouth (WOM) is information about a product, service or company, which is 
transmitted from individuals to other individuals (Solomon et al., 2013, p. 422: Jansen 
et al., 2009, p. 2169). The concept of WOM carries far back into history, as far as the 
Ancient Greece. Owing to its long history WOM is seen to have ties with ancient 
origins. (Groeger & Buttle, 2014, p. 1186) However, in recent history one scholar above 
all, Everett Rogers, has been seen to have a major impact on the conceptualization of 
WOM (Groeger & Buttle, 2014, p. 1187). Rogers (1962) explained how innovations 
and ideas spread to the population, through WOM, from a few people to many people at 
an accelerating speed. The spread of ideas through WOM could be seen as the same as 
the spread of the common flu. Johnson et al. (2014, p. 306-307) explained how first 
ideas spread rapidly from person to person until the spreading of the idea starts to 
rapidly decline and ends. Today, the reach of the ‘WOM-flu’ has been amplified thanks 
to the creation of the Internet. The Internet and more recently Web 2.0 has accelerated 
the phase of WOM and made it possible for an idea, recommendation or a commercial, 
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to name a few, to reach millions of people at an unprecedented speed (Cheung & Lee, 
2012, p. 219). The influence of recent technology has had such a substantial impact on 
WOM that various scholars have adapted the name of WOM to the electronic 
environment, thus changing the name from word-of-mouth (WOM) to electronic word-
of-mouth (eWOM) (see for example Tsimonis & Dimitriadis, 2014). Scholars have also 
used the name of viral marketing, which in essence means that companies use 
consumers to share eWOM to multiply brand awareness (Hennig-Thurau et al. 2004, p. 
39). 

2.3.1	  Threats	  Of	  Negative	  eWOM	  	  
 
In the eyes of many marketers eWOM is seen as a double-edged sword: from the 
companies perspective it has its opportunities and its threats (Solomon et al. 2013, p. 
423). For example, Hennig-Thurau et al. (2010, p. 313) explained how companies had 
lost control of their brands; the company was now only one of many participating in the 
conversation about their own brand. The loss of control is also stated quite well in the 
following quote by Gensler et al. (2013, p.243): “A brand is no longer what we tell the 
consumer it is — it is what consumers tell each other it is”. Thus, it is seen as 
impossible or, at least, extremely difficult for a company to control the flow of negative 
eWOM in an online environment (e.g. Facebook). It is also noted that the sheer natures 
of social media platforms, where consumers generate content to other consumers, make 
it practically impossible to control negative conversations about the brand (Malthouse et 
al. 2013, p. 273). Even though, the previous notion painted a very dark picture of 
marketers not being able to control the discussion around their brands, it still has not 
stopped marketers from trying. 

2.3.2	  Opportunities	  of	  Positive	  eWOM	  	  	  	  	  	  	  	  	   
 
The figure on the right is very closely 
linked to the previous customer 
relationship management section, and 
more specifically social customer 
relationship management (SCRM), 
which was discussed within the 
customer relationship management 
section. The cycle will illustrate how 
SCRM can be used to spread eWOM. 
The link between SCRM and the 
spread of eWOM should become 
clearer as we discuss the content of the 
figure further.     

 
      

Connection: Connection is the starting point of the figure. The company and the 
customer need to be connected to be able to start relationship. On Facebook this could, 
for instance, mean that the customer has liked the company’s Facebook page (see 
section 2.5.2 how Facebook works), thus making the customer a follower of the 
company. Offline the connection could be established by, for instance, using a 
salesperson, which meets with the customer and creates bonds between the company 
and the customer. (Sashi, 2012, p. 260) 
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Interaction: After the link or connection between the company and the customer has 
been established the company can interact with the customer and vice versa (Sashi, 
2012, p. 261) As explained previously in this study, social media platforms, for instance 
Facebook, are backed with tools, which enable both the customer and the company to 
interact with each other (Sashi, 2012, p. 261). 
 
Satisfaction: Previously we stated in this study that interactions between the company 
and the customer are important; however only interaction that leads to mutual value will 
lead to the company and customer forming a long-term relationship. It is argued that 
interactions that provide value for the company and the customer will result in mutual 
satisfaction, which ensures that the company and the customer will stay connected and 
continue to interact with each other. (Sashi, 2012, p. 262) 
 
Retention: Sashi (2012, p. 262-263) explained two reasons why long-term relationships 
are formed between the company and the customer. Affective commitment and 
calculative commitment are those two reasons (Sashi, 2012, p. 263). These two 
concepts are explained in more detail in the commitment cycle. 
 
Commitment: Affective commitment has to do with strong emotional affection. 
Customers could, for example, build affective commitment if they have, for instance, 
been provided with superior customer service in a restaurant (e.g., the staff knows their 
name and they have become friends with the restaurant staff) or on Facebook (the 
company has sent personalized messages to the follower). On the other hand, 
calculative commitment is more rational. The customer measures rationally the 
switching cost. For example, the customer is an avid fan of Chinese food. He lives in a 
city where there is only one Chinese restaurant and other Chinese restaurants are in the 
next city; traveling there would be costly and time consuming. For, this reason he 
makes a rational decision to eat in the city’s only Chinese restaurant and not travel to 
the other city’s Chinese restaurant. In summary, affective commitment is emotional and 
calculative commitment is rational, and both lead to a long-term relationship between 
the customer and the company. (Sashi, 2012, p. 263) 
 
Advocacy: If a customer is both loyal (calculative commitment) and delighted 
(affective commitment), the customer will become the company’s advocate and start 
spreading WOM (eWOM) (Sashi, 2012, p. 263). Moreover, in the connected world we 
live, where eWOM can spread in a matter of minutes to thousands and even millions of 
people. Companies are doing what ever they can to turn customers into advocates, as 
these customers are extremely valuable for companies. 
 
Engagement: Engagement is the stage of cycle, where the loop is completed and 
restarts. When the customer is both loyal and delighted it is crucial to engage with the 
customer. This stage of the cycle requires that the customer is included into the 
company’s product or service production processes; the customer is co-creating 
products and services with the company. At the stage of engagement the bond and 
relationship between the company and customer is the strongest and most enduring; the 
seal between the company and customer becomes almost unbreakable. (Sashi, 2012, p. 
264) The cycle above should have given a more thorough example, how a company can 
use superior SCRM, as a means to an end to get customers to spread positive eWOM of 
the company. According to the engagement cycle at the cycle stage of advocacy 
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customer should be loyal and delighted towards the company and spread positive 
eWOM of the company.  

2.4	  Community	  Relationship	  Management	  	  
 
Due to the universal and natural sense of joining others, identifying self with a network, 
religiousness, group experience and etc. word of “tribe” emerged. A tribe can be 
defined as a network of persons with similar characteristics, in terms of gender, age, sex 
and income, who are linked by a shared passion or emotion. Members of the tribes tend 
to be not just consumers of it but at the same time advocating the brand. More precisely, 
one of the characteristics of tribe marketing is to loose control over brand by brand’s 
marketers, and let members of tribes take this role partially. (Dionısio et al., 2008, p. 22)  
 
Muniz and O’Guinn (2000, cited in Dionısio et al., 2008, p. 22) have recognized shared 
identity from community perspective and presented the differences between 
communities and tribes accepting that both concepts are forming around brands with 
strong brand image. A brand community is a specialized, non-geographically limited 
community, relying on a structured set of social relationships among lovers of a brand. 
(Muniz & O’Guinn, 2001, p. 412). In contrast with the tribes, communities are more 
durable, not limited with geographical boundaries and more commercial oriented. Thus, 
based on the distinguishing characteristics of communities, in this study tribes will not 
be taken into consideration rather communities and their below defined elements. 
Compared to one-to-one relationships where firms had to emphasize individual 
transactions, emergence of brand communities was to serve consumers in a collective 
and easily manageable way. Managed well, brand communities can be source of 
competitive advantage, information support, perpetuating the history and culture of the 
brand, and providing assistance to consumers, which ultimately lead to brand loyalty. 
(Laroche et al., 2012, p. 1756) To participate in brand communities both parties, 
customers and firms/companies, have their own motivations and practices done inside 
the communities bring value to all participants (McAlexander et al. 2002, p. 38). 
Additional to previously stated benefits, brand communities are a valuable place where 
companies can build linkages with members, communicate effectively and collect 
valuable information. On the other hand, community members (customers or 
consumers) have their own specific incentives/motivations. They look for symbols or 
signs that will help them to be differentiated from the rest, and be the one they want to 
be identified by others. (Laroche et al., 2012, p. 1757-1758) 

2.4.1	  Community	  Markers	  	  
 
According to Muniz and O’Guinn (2001, p. 412) for collectives to be recognized as a 
brand community three main markers must be met. The three indicators that make 
communities recognizable are shared consciousness, shared rituals and traditions, and 
obligations to society (Habibi et al., 2014, p. 153). To begin with, first and the most 
important marker of brand communities is (1) shared consciousness (Habibi et al., 
2014) or consciousness of kind, which means the way of perceiving things that is more 
than shared attitudes or perceived similarity. It can also be stated as a shared knowing of 
belonging (Muniz & O’Guinn, 2001, p. 413). According to this marker, members of 
community feel the feeling of we-ness in the community even if they have never met. 
This connection is strong to brand and even stronger among members towards one-
another. (Muniz & O’Guinn, 2001, p. 418) One of the tendencies of consciousness of 
kind is that members of communities have oppositional brand loyalty behavior. This 
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tendency explains that members of communities derive meaning of their collective and 
define the true members of their community by opposing to competing brands (Habibi 
et al., 2014, p. 154; Muniz & O’Guinn, 2001, p. 420). 
 
The second marker or component of communities is rituals and traditions. Social 
processes through which the understanding of the community is reproduced and 
transmitted within and beyond the community has been defined as a main process of 
brand communities in terms of rituals. Originating from the consumption experience, 
rituals and traditions keep and maintain the culture, spread its meaning within and 
outside of the brand communities borders. (Muniz & O’Guinn, 2001, p. 421) Members 
do these activities by storytelling, celebrating brand history and shared experiences 
(Laroche et al., 2012, p. 1758; Muniz & O’Guinn, 2001, p. 422). The last dimension is 
the (3) obligations to society that explains importance of duty feeling to the brand 
community and to the members of it. Obligations to society marker encourage fellows 
to recognize the right and wrong doings, which ends up with new member integration 
and retaining (Laroche et al., 2012, p. 1758). Additionally, moral responsibility enables 
members to help and support each other in case of information search. Brand 
community members appreciate and prefer information from a fellow member that they 
perceive it as a trusted source. (Habibi et al., 2014, p. 155) 
 
Sport companies can obtain attendance levels and financial gains that are not dependent 
directly on win-loss outcomes of events by enhancing their customer-based brand 
equity. Figure 5 adapted from Underwood et al., (2001, p. 2) demonstrates the level of 
identification or fellow feeling of consumers of each industry, and Sport Teams rank 
one of the highest places. Overall, figure summarizes the level of attachment and 
affiliation consumers hold towards their industry and service-product providers. 
Recognizing the crucial role of fans’ identification and sense of attachment with club 
and among fans can strengthen brand loyalty, image and awareness of club.  

  
Figure 5. Service Identification Continuum 
 
According to Kozinets (1999, p. 254) members’ lasting identification and assimilation 
with brand will depend on two independent factors, which are relationship with 
consumption activity and relationship with virtual community. Kozinets continues to 
explain first factor saying that as the consumption is becoming important for the 
member’s self-concept then he/she will more likely appreciate being member of 
community. On the other hand, level of member’s contact intensity with other members 
will be second factor. These two factors are in most cases interrelated and create four 
distinct community member types, demonstrated on Figure 6 below. Tourists are the 
ones who show lowest level of interest to the community and demonstrate 
temporary/passing consumption activity. In general they have very weak ties with 
community members. Minglers however have strong ties with community but low 
enthusiasm for consumption activities. Opposite to minglers devotees are willing to get 
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high on consumption level, but low on social ties. Finally, the most desired type of 
member is insiders who have highest indicator of both consumption and interaction 
activities. From marketing perspective last two types (devotee & insider) must be 
valuable target groups. 

 
 
Figure 6. Types of Virtual community consumption  
 

2.4.2	  Distinctive	  Social	  Media	  Community	  Characteristics	  	  
 
Original versions of (offline) brand communities were constrained from the 
geographical point of view, which means that physical presence of customers was a 
must and important condition. However nowadays, Internet in general, and social media 
in particular enables communities to bring customers and brands together, nurture 
relationships and connections without geographical limitations. (Laroche et al., 2012, p. 
1757)  
 
Habibi et al. (2014) have examined the roles of brand communities on building trust on 
social media and found out that social media based brand communities (SMBBC) 
positively influence brand trust among members and company/brand. On the same 
work, authors have identified five unique aspects that differentiate SMBBC from other 
types of communities. First unique aspect is that SMBBC has (1) social context, which 
occurred with the emergence of WEB 2.0 applications and put social media 
communities somewhere between offline and text based settings. More precisely, fellow 
members are now able to obtain great deal of information (e.g. family status, profile, 
pictures and etc.) about each other that was nearly impossible on physical communities 
(Habibi et al., 2014, p. 155; Laroche et al., 2012, p. 1757). Following aspects (second 
and third) are the (2) structure and (3) scale of SMBBC. Social media has enabled 
communities to work without an implicit structure. Additionally, compared to 
traditional brand communities SMBBC do not have numerical limitations in terms of 
member numbers. In several occasion, scale of members can reach millions where it is 
not more than thousand in traditional ones. Finally, last two dimensions are (4) 
storytelling and (5) affiliated brand communities. Storytelling dimension is a crucial 
point since it enables members and firm to share videos, pictures, and text and instantly 
get response (e.g. “Like”, “Share”, “Comment”) from other fellow members. (5th 
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dimension) As a matter of fact, creating communities on social media does not require 
much financial investment (almost zero cost), and this can encourage subgroups to be 
created within the main community. (Habibi et al., 2014, p. 155). 

2.5	  Social	  Media	  	  
 

“We lived on farms, then we lived in cities, and now we’re going to live on the 
Internet!” (Habibi et al, 2014, p.123). 

 
Just less than three decades ago, the term ‘Internet’ had no meaning to us; however in 
1989 all these changed after Tim Berners-Lee created The World Wide Web (Longman, 
1998). The ‘expansion’ of the Internet happened quite rapidly at the start of the 21-
century. In 2000 the Internet had 394 million users and in 2014 Internet usage had 
increased to 2,923 million (Statista, 2015). The way that individuals and organizations 
use Web has recently been transformed after introduction of social media (SM) and 
social network sites (SNS) (Lyons et al., 2012, p. 626). After a decade of its birth, SNS 
are becoming the media of choice around the universe. Besides the abilities of searching 
for information and communicating limitlessly, it is possible to share feeling and ideas 
through social media platforms (Tsimonis & Dimitriadis, 2014, p. 328).  

It is hard to argue that literature has a concrete definition for social media, which fulfills 
all the aspects of its applications such as Facebook and YouTube (McCarthy et al., 
2014, p. 182). In a broader sense Kaplan and Haenlein (2010, p. 61) stated that social 
media is “…a group of Internet-based applications that build on the ideological and 
technological foundations of Web 2.0, and that allow the creation and exchange of User 
Generated Content.”. In contrast with WEB1.0, WEB 2.0 platforms are no longer a 
place for content and applications that were created and published by individuals; rather 
they are passing through the same phases by participatory and collaborative way. 
Furthermore, User Generated Content (UGC) is a term used to describe as a sum of all 
ways people use SM. More precisely, it can also be defined as a content that are publicly 
available and created by end-users. For a content to be accepted as a UGC there must be 
met three criteria such as being on a web site or SNS which is accessible to a selected 
group and it must demonstrate some amount of creative effort. (Kaplan & Haenlein, 
2010, p. 60) Referencing to the above definition of SM, authors have illustrated the need 
for distinguishing social media types. Based on two key dimensions (media research and 
social processes) of social media, six distinctive applications were created and 
visualized in Table 2 (Kaplan & Haenlein, 2010, p. 62). 

 

Table 2. Classification of Social Media by social presence/media richness and self-
presentation/self-disclosure  
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Applications such as collaborative projects (e.g., Wikipedia) and Blogs demonstrate 
lowest indicators in terms of media research (Social presence/Media richness) as they 
work mainly with texts and do not enable complex information exchanges. Following 
platforms with lowest media research, social networking sites (e.g., Facebook) and 
content communities (e.g., YouTube) are scoring medium level of media richness and 
social presence (Kaplan & Haenlein, 2010, p. 62; Peters et al., 2013, p. 283). These 
applications do not only let its users to insert/edit text but also sharing photos, videos 
and various sorts of media materials. However platforms (virtual social & game worlds) 
on the highest level of media research provide opportunity to replicate all the 
characteristics of face – to – face interactions (Kaplan & Haenlein, 2010, p. 62). As 
table illustrates, regarding self – presentation and – disclosure Blogs, SNS and VSW 
show high score than their respective counterparts.  

2.5.1	  How	  Does	  Facebook	  Work	  

The Facebook experience starts with the creation of a Facebook account. The creation 
of a Facebook account is a relatively simplistic process. Actually one has to only type a 
username and password to create an account and be able to log into Facebook, however 
many users also give more personal information for Facebook’s to use (e.g. personal 
picture, demographic information, music preferences and so forth). From a Facebook 
user’s viewpoint, the more information one gives to Facebook the more one gets out the 
Facebook experience.    

Within Facebook, the Facebook user, company or consumer, can access two main feeds: 
a user’s news feed and a user’s timeline. The news feed is the very first screen the user 
sees after logging into Facebook. The content on the two news feeds, shown on the 
screen, is presented in reversed chronological order. The bulk of the content shown on 
the users news feed is content that is in the form of status updates, photos, videos and 
links. Other Facebook users, the user has chosen to be ‘friends’ in his or her network 
can also curate content on the user’s news feed. The users however primarily curate 
content their timelines. On the other hand, user’s subscribers, friends or companies, can 
also curate content on a user’s timeline by posting content that is addressed to the user. 
(Witek & Grettano, 2012, p. 245) All the activities that happen on Facebook happen on 
these two main feeds. 

Both individual people and companies can create Facebook accounts. The major 
advantages that Facebook has when considering company usage is that the company is 
able to reach extremely large amounts of people extremely quickly (Facebook, 2015). 
Furthermore, Facebook has build-in various analytical tools that companies can use to 
create stronger understanding and knowledge of their key stakeholders (Facebook, 
2015). Besides, all the above advantages and tools of Facebook, the medium also offers 
the companies tools to build targeted marketing messages, (Facebook, 2015), these 
targeted messages can not only be sent to the Facebook user who has liked the 
Facebook page but also to the friends of the Facebook user who has liked the Facebook 
page (Facebook, 2015). 

Previously it was mentioned that the companies could send targeted marketing 
messages to Facebook users friends who have ‘liked’ a particular the Facebook page. 
The possibility to like a Facebook page is one of the many things that Facebook has 
built within Facebook pages. “The Like button is the quickest way for people to share 
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content with their friends” (Facebook, 2015). When Facebook users like a company’s 
Facebook pages they are said to become the company Facebook pages fans or followers 
(Facebook, 2015). Further, Facebook informs these fans and followers each time after 
the companies post new content on their Facebook pages, however as stated in the quote 
above, also when the Facebook user ‘hits’ the like button his or her friends can see that 
he or she has liked the Facebook page. 
 
Another Facebook page button is the share button. “The Share button lets people add a 
personalized message to links before sharing on their timeline, in groups, or to their 
friends via a Facebook Message” (Facebook, 2015). In general, the share button 
enables Facebook users to either send curated content directly to friends or post the 
content to his or her own timeline. 
 
Finally, “the [comment button] lets people comment on content on your site using their 
Facebook account” (Facebook, 2015). The company can use the comment button to 
interact with customers. For instance, the customer can ask questions about a company 
and companies can then answer these questions using the comment button. Moreover, 
Constine (2011) explained that the companies can use ‘commenting’ as a means to 
create additional satisfaction to customers and the feeling that the customers are wanted 
and appreciated. As a consequence, company ‘commenting’ can increase the likelihood 
of customer loyalty (Constine, 2011). 

2.6	  Branding	  &	  Brand	  Equity	  	  
 
A brand is a: “name, term, sign, symbol, or design, or combination of them, intended to 
identify the goods or services of one seller or group of sellers and to differentiate them 
from those of competitors” (Kotler & Armstrong, 2010, p. 255). Moreover, Kotler & 
Keller (2009, p. 277) noted that branding does not only enable organizations to 
differentiate their company, product or service from competitors, but also enables 
organizations to create long lasting competitive advantages. Studying and understanding 
insights and structure of brand knowledge is crucial due to its ability to influence 
customer thoughts when they think about a brand (Keller, 1993, p. 2). Additionally, 
Keller (1993, p.1) noted that organizations are able to affect customers behavior by 
marketing products or services brand, and they also add that without the brand name the 
customers behavior would not be affect to the same extend. Therefore, we argue that a 
brand is a great instrument for an organization to affect customer behavior by building a 
distinctive brand identity.  
 
In the definition above Kotler separated branding into two distinctive parts products and 
services. Zeithaml et al., (2009, p. 4) distinguishes the two: services are intangible acts 
and performances, which are created for clients to satisfy their needs and wants, 
whereas Baines et al., (2011, p. 293) describes that, products are tangible and are 
offered in the market to satisfy a customer's needs and wants. Delving even deeper into 
the topic, White (2012) states that product branding is primarily focused on consistency 
of the product, thus having emphasize on the product, whereas service branding is 
highly focused on people: let it be noted that the service and people-side of branding is 
a highly relevant topic in the authors’ thesis. 
 
The previous two paragraphs focused mainly how brands are created by organizations. 
It is still important to remember that the meaning of the brand ultimately depends on the 
individual customers image of the brand (Koll & Von Wallpach, 2009, p. 338). In other 
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words, it is not only the organizations branding practices that influence the brand image 
installed into the customer mind, it is also various other past and present external 
stimuli that affect the customers images of the brand (Suh & Youjae, 2006, p. 146). 
 
Ultimately, the success of an organization's brand is often determined by how close the 
brand identity, of a company, a product or a service, is to the customers’ image of the 
brand and how efficiently the brand identity is communicated to customers (Armstrong 
et al., 2014, p. 190-191).  
 
Brand equity as a concept was revealed in the middle of 1990s. Emergence of the 
concept was to fill the gap between short- and long-term marketing achievements by 
providing non-financial and market-based intangible assets. (Christodoulides et al., 
2006, p. 800) And a decade later this term was able to attract great interest and become 
a central part of a firm’s marketing performance measurement (Ambler et al., 2004, p. 
478; Christodoulides et al., 2006, p. 801). Currently brand equity is accepted to be a 
source of competitive advantage for companies, especially for those in service industry, 
where consumers perceive high risk and major gain is intangible (Christodoulides et al., 
2006, p. 800; Bharadwaj et al., 1993, p. 86).  
 
Brand equity has been studied traditionally from two perspectives. First of all, 
companies or firms motivated to calculate brand equity from financial perspective to 
measure value of brand more accurately for accounting, merger and acquisitions or 
return on investment (ROI) purposes. On the other hand, second motivation for studying 
brand equity is based on non-financial, more strategy related perspective. (Keller, 1993, 
p. 1) According to Keller (1993) due to the increasing cost, fluctuating demand and 
huge competition in the market firms need to maximize marketing efficiencies, and he 
named it customer-based brand equity. Customer-based brand equity is consumers' 
reactions to an element of the marketing mix for the brand in comparison with their 
reactions to the same marketing mix element attributed to a fictitiously named or 
unnamed version of the product or service, explained Keller (1993, p. 2). 
 
Brand equity has been descried by Aaker (1996, p. 8) as:  
 

“… a set of assets (liabilities) linked to a brand’s name and symbol that adds 
to (or subtracts from) the value provided by a product or service to a firm 
and/or that firm’s customers”.  
 

Aaker (1996) divides brand equity into four assets categories that shape the concept of 
brand equity, which are; brand awareness, brand loyalty, perceived quality and brand 
associations. These dimensions are presented in detailed form in below paragraphs. 

2.6.1	  Brand	  loyalty	  	  
 
Fyrberg and Söderman have described brand loyalty in the Riksidrottsförbundet (2007) 
report as a tool that affects firm’s future potential profits, provides barriers against 
competitors and their strategies/actions by securing loyal customers. Brand loyalty is a 
major point when placing a value on a brand that is subject to be sold or bought. The 
reason is that a highly loyal customer base can be the source of very predictable sales 
and generate noticeable profit stream. When customers make repeat repurchases of 
same brand with low consideration of other alternatives, it ultimately leads to brand 
loyalty. Mullins et al. (2002, p. 120) argue that brand loyalty occurs as a result of 
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positive past experience and contact between firm and customer. Additionally, Aaker 
(1996, p. 21) has stated that from financial point of view, brand loyalty demonstrates a 
substantial impact. More precisely, it costs firms much less to retain already existing 
customers than attracting new ones. Previous studies (Aaker, 1996; Underwood et al., 
2001, p. 2) show that widely experienced and expensive mistake by companies was to 
neglect already existing customers and enticing new ones to seek growth. Strong brand 
loyalty of a firm is a substantial barrier to competitors because changing or enticing 
customers to change loyalties is often exceptionally expensive (Aaker, 1996, p. 22; 
Keller & Lehmann, 2003, p. 29).  
 
Brand loyalty can be illustrated by what consumers do (behavioral loyalty) and their 
attitudes (attitudinal loyalty) towards brand. Primary loyalty occurs when fans attend 
games, purchase merchandise of club and etc. Latter one however is commitment of 
fans to club and willingness to follow it. Both types of loyalty are important in the sport 
context. As we have talked previously, sport is unique in terms of its consumers who 
become loyal at an early age and barely switches to other teams. For instance, two giant 
Greek football teams’ (Olympiakos & Panathinaikos) fans are very attached to their 
own clubs and it is unrealistic to expect one club’s fans to cheer for their competitor. 
But, it must be noted that a sport marketer can make a mistake by assuming that his club 
fans’ loyalty is for granted. A change in fans loyalty can happen and it dose not 
necessarily mean that fans will shift to other clubs, but change in investment they make 
to club product/services can be a determining factor in terms of team success. Sport 
marketers can affect this situation with well-defined communication tactics such as 
establishing secure environment and entertaining experience, which can increase fan 
satisfaction and attendance rates to games. Additionally, increased brand loyalty can be 
achieved by creating an interaction between team members and fans that can boost their 
identity with club. (Beech & Chadwick, 2007, p. 193)   

2.6.2	  Brand	  awareness	  	  
 
Brands awareness is the indicator of strength of a brand’s presence in the minds of 
consumers (Aaker, 1996, p. 10). In other words, as Keller (1993, p. 3) said strengths of 
the brand awareness is expressed by the consumers’ ability to identify brand under 
different conditions and situations. Aaker (1996, p. 10) explained brand awareness to be 
measured based on various ways in which customers remember the brand, ranging from 
recognition to recall, to top of mind (first brand recalled), to dominant (the only brand 
recalled). If a particular brand is not very well known then there is risk of falling outside 
of consumer choice list. However, in contrast, strong brand awareness strengthens the 
probability or chance for customers to select the product or service 
(Riksidrottsförbundet, 2007, p. 19).  
 
Brand awareness consists of two parts that are brand recall performance and brand 
recognition (Keller, 1993, p. 3). Latter is the term used to describe familiarity gained 
from past exposure, however it does not necessarily demand to answer questions such 
as where the brand has been encountered before, or why it was/is different from other 
product or services, or what product class does the brand belong. Simple condition is 
that there was a past exposure before to the brand. (Aaker, 1996, p. 10) Aaker (1996, p. 
11) has explained brand recall as an occasion when particular brand comes to 
consumers’ minds or customers are able to retrieve the brand (Keller, 1993, p. 3) when 
its product class is mentioned.  
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Based on the claims of Beech and Chadwick (2007, p. 190) in a sport context, budget 
permitting, sport marketers can be very flexible and comfortable with controlling brand 
awareness. A plan of different promotional campaigns such as advertising, sales 
promotions and etc. can create a buzz about the club. Additionally one of the effective 
ways is to spread word about the schedule, player transactions and community relation 
initiatives in order to increase and strengthen fans affinity and excitement to the club. 
(Beech & Chadwick, 2007, p. 190) 

2.6.3	  Perceived	  quality	  	  
 
Perceived quality is a term used to describe consumer’s evaluation of a branded product 
or service when considering the overall purpose of it and alternative options (Beech & 
Chadwick, 2007, p. 187). For firms generating high quality service and products, it is 
essential to understand what quality means for customers. Creating a quality 
product/service is not enough alone, says Aaker (1996, p. 20) and adds that building 
perceptions is a must for firms as well. Several occasions can demonstrate that there 
might be a gap between perceived quality and actual quality, meaning that they can 
differ from each other.  
 
First of all, based on the previous influence and experience with the brand’s poor 
quality consumers may not be willing to believe new claims, and take time to try new 
version. That is why it is important and critical for companies to secure brand from 
undesired circumstances and gaining a bad reputation, for which it is hard and 
sometimes almost impossible to find ways for recovery. To add on, difference between 
perceived quality and actual quality could occur due to achieving quality on an aspect 
that consumers do not consider being important for them. Thus it is worth to mention 
that quality investments must be done in parts, which matches with customers’ 
demands. Lacking all the necessary information, motivation and time for proper and 
objective evaluation of quality is a factor that makes consumer look for a few selected 
cues to judge the service/product quality. Therefore, grasping and managing little things 
that customer use for evaluating quality is a key factor for companies. (Aaker, 1996, p. 
20)  
 
Among all four components of brand equity perceived quality is the least one that sport 
marketer or manager have control over it. In most cases, perception of fans about the 
quality is related to the on-field results and other team related factors. For instance, if a 
club wins Euroleague or resigns it leading player for a season again, then fans 
perceptions about the club will probably increase. However as we have already 
mentioned in the preceding chapters sport marketers have very limited on these kinds of 
activities. (Beech & Chadwick, 2007, p. 189) On the other hand what marketer can do is 
to use brand elements such as coach and players, special promotions and offering 
associated with the winning season to create a quality organization image. Additionally, 
involving team members into the promotional campaigns such as talk shows, school 
visits and etc. could be beneficial to present them as a quality individuals, says Beech 
and Chadwick (2007, p. 190).  

2.6.4	  Brand	  associations	  	  
 
The last piece of Brand Equity is brand associations, which constitutes a great part of 
brand equity success by associations made in consumer mind. Regardless of being a 
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direct or indirect in nature, associations can help to differentiate product or services of 
company from competitors and create positive feeling and attitudes towards the brand. 
(Riksidrottsförbundet, 2007, p. 19) Typical brand associations are product attribute, 
celebrity spokesperson or a particular symbol (Aaker, 1996, p. 25). Driving force of 
brand associations is the brand identity. Brand identity is, the way organization wants 
its brand to be represented and stand for in the minds of consumers. Developing and 
implementing a brand identity is essential in the sense that it is the key to building 
strong brands. (Aaker, 1996, p. 25)  
 
Brand	  Equity	  provides	  value	  to	  the	  brand	  

owner	  by	  improving:	  
Brand	  Equity	  provides	  value	  to	  

consumer	  by	  improving:	  
•	  Better	  Distribution	  	  	  
•	  Marketing	  	   	   	  
•	  Brand	  Loyalty	  	  
•	  Prices/Margins	  	  
•	  Brand	  Extension	  
•	  Competitive	  Advantage	  

•	  Confidence	  at	  the	  time	  of	  purchase,	  	  
•	  Interpretation	  of	  information,	  
•	  Satisfaction	  with	  the	  use.	  
	  

Table 3: Aaker brand equity model (1996) by the different values generated (adapted 
from Riksidrottsförbundet, 2007, p. 19). 

Brand associations in sports can be defined as a collection of fans’ emotions, ideas, and 
feelings to the sport organization. Keller (1993, cited in Beech & Chadwick, 2007, p. 
191) has categorized brand associations under three headings namely attribute, benefits 
and attitudes. Attributes are the elements and characteristics of brand (success, star 
player, head coach, logo design, stadium and tradition), benefits are the value that fans 
seek in brand (fan identification, peer group acceptance, nostalgia) and attitudes are the 
perceptions fans hold to brand (importance, knowledge). (Beech & Chadwick, 2007, p. 
191) The challenge for sport marketer is identifying the right association that links 
perfectly to his fans.  For instance, if nostalgia is an important element for fans then 
creating past successful season’s video can be a good strategy.  
 
According to Beech and Chadwick (2007), strength of brand associations can be 
achieved by providing fans with continuous and relevant information flow through 
different media channels.  For instance, recently in NBA (National Basketball 
Association) teams have paced microphones on coaches that let fans hear all the 
conversations during time-outs. Furthermore, favorability of brand associations comes 
from the understanding that club offers fans desired benefits. In most cases it is 
achieved by success on field, which is outside control of marketer. However, having fan 
and community initiatives can also satisfy those needs. For instance, player appearances 
and meet-and-greet sessions that affect fan behavior very positively and have direct 
effect on their thoughts are the alternatives. Finally clubs need to evoke uniqueness of 
their brand associations in order to differentiate their brand from others. Emotions and 
thoughts related to the traditions of club can be a distinguishing factor for sport clubs. 
(Beech & Chadwick, 2007, p. 192) Brand associations are an important part of branding 
strategies of sport clubs in the sense that in can enhance other brand equity parts such as 
perceived quality and brand loyalty. Sometimes because of uncontrollable associations 
such as players using illegal drugs or gambling scandals, fans can have negative 
attitudes towards club. Thus sport marketer needs to create enough goodwill for club 
that can protect brand in undesired situations. (Beech & Chadwick, 2007, p. 192) 
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We should say that elaboration of several points is needed to clarify the definition of 
brand equity. First of all, brand equity is a set of connected assets, which requires 
investments to create and enhance. Table 3 provides the overview of in what ways 
brand equity and its components generate value (for consumer and firm). For instance, 
brand equity assets are beneficial to provide firm with the ability to reduce marketing 
costs, increase competitive advantage and etc. (Aaker, 1996, p. 8) Additionally previous 
researchers have presented that growth of future profits and long – term cash flow, 
merger and acquisitions (Yoo & Donthu, 2001, p. 1) and consumers’ will to pay extra or 
premium prices (Keller, 1993, p. 9) are positively influenced by brand equity.  Second 
aspect to be elaborated is the fact that each of assets has its own contribution towards 
the value creation. It is crucial to be sensitive to the strategies with which brands create 
value, as they enable effective brand equity management and informed brand-building 
activities.  

 
Figure 7: Brand Equity model (Adapted from Aaker, 1996) 
 
Third aspect is the point that brand equity is delivering value for customers and as well 
as the firm, in which customers represent final-users and the ones in the mid-level 
parties between producer firm and final consumers (Aaker, 1996, p. 8).  Therefore, for 
instance, Hilton Hotel chains do not have a chance to concentrate entirely on final 
consumers, but needs to focus on travel agents as well. Finally, all the brand equity 
assets need to be linked and related to the brand name or symbol of brand. In the case of 
brand name or symbol change some or all of assets and liabilities are subject to the 
affection and lost, although some can be shifted to new name/symbol. (Aaker, 1996, p. 
8) 
 
Developing a successful brand through brand equity elements mentioned above is very 
essential to the sport clubs for having long-term success. With strong brand sport 
companies can increase its fans loyalty and protect themselves against competition. 
Competition is used in terms of other entertainment and sport activities that can have a 
claim on fans discretionary income. Additionally with strong brand equity teams can 
have a shield against scandals concerning coaches and players that may result with a 
negative publicity. (Beech & Chadwick, 2007, p. 193) However, there are challenges 
for brand development such as marketing and management expertise and skill level of 
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team executives (Beech & Chadwick, 2007, p. 194) and short-term approach focusing 
on winning. Beech and Chadwick (2007, p. 194) argue that limitations in the expertise 
level of staff running sport organization as a business limit their ability to see the actual 
needs and potential of brand and fans. Last but not least, in order to be able to realize 
the benefits of brand development, clubs need to shift and change their focus from 
short-term results to long-term strategies that will go beyond the success gained on the 
field (Beech & Chadwick, 2007, p. 194).  
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3.0	  METHODOLOGY	  	  
To better grasp the whole idea of our methodology section, we have divided it into two 
parts namely scientific and practical methodology.  

3.1	  Scientific	  Method	  	  
This chapter will start with the discussion of authors’ background and its effects on the 
study. Following that we will present our discussion and decisions on scientific methods 
that were selected in our study. Finally, chapter will end up by providing insights about 
literature selection and criticisms on sources.  

3.1.1	  Research	  Philosophy	  
 
Almost in all stages of research researchers make assumptions regarding the way they 
view their work. The way researchers view what they do, how they investigate the 
findings or view the world can be thought of as a research philosophy. The philosophy 
that researcher will pursue will most likely be affected by what is acceptable knowledge 
and the process through which that knowledge is developed. (Saunders et al., 2012, p. 
128) The last sentence mentioned previously is the logic behind two mostly accepted 
branches of research philosophy: epistemology and ontology. Bryman and Bell (2011) 
have distinguished between those and what issues they concern in particular, bearing in 
mind that they are not better than each other rather serving different objectives 
(Saunders et al., 2012, p. 129). Concern of ontology is the nature of reality (Sobh & 
Perry, 2006, p. 1194) or social entities (Bryman & Bell, 2011, p. 20). On its own 
ontology is divided into two categories: however although the logic is same Saunders et 
al. (2012, p. 130) and Bryman & Bell (2011, p. 21) have various headings for them. (1) 
Objectivism is explaining the understanding that social entities are operating and 
existing outside of the influence of social actors and external factors. Bryman and Bell 
(2011, p. 21) gave particular aspects of management and culture in organizations as an 
example of objectivism. From management point of view in organizations there are 
settled rules and job descriptions that managers need to follow, and they are part of 
formal structure in which they accept reports and send it to others (Saunders et al., 
2012, p. 131). Subjectivism (social constructionism) on the other hand states the 
opposite of objectivism. More precisely, according to this viewpoint, social phenomena 
are created by the perceptions and interactions between social actors (Bryman & Bell, 
2011, p. 21-22). Based on the claims of Saunders et al. (2012, p. 132) interactions 
between social actors are continuously changing so revision of the phenomena should 
take place constantly and on a continuous basis.  
 
In our study, we will adopt constructionist ontological position, believing that brand 
equity as a concept on Facebook is created through social interactions between 
company and followers/fans. As the nature of social media platforms is primarily 
concerned with relationship management, we consider this a solid reason to back up our 
choice. Basketball clubs may implement strategies on their own to strengthen or build 
brand loyalty or awareness of their brands through social media, but the effectiveness of 
their strategies will most probably depend on the relationship management with fans. 
Referring to David and Sutton (2011, p. 86), qualitative studies tend to associate with 
the belief and interaction of social actors, which is the information source of subjectivist 
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or constructionist ontological point of views. Thus we think that teams’ customer-based 
brand equity may exist as a result of fan and club interaction on Social Media.  
 
Compared to ontology, epistemology deals with the question of what acceptable 
knowledge is in a given context or principle (Bryman & Bell, 2011, p. 15). 
Epistemology consists of three parts, which are positivism, realism and interpretivism.  
The possibility of creating understanding by way of value-free data collection can be 
linked to the epistemological branch called positivism (David & Sutton, 2011, p. 76). 
As a positivist researcher, one needs to collect info regarding observable reality and 
draw law-like conclusions (Saunders et al., 2012, p. 134). Adopting this kind of 
philosophical stance means that researchers need to be non-normative and non-
judgmental to the area of study, and any speculation or conjecture that is impossible to 
test with reference to evidence must be avoided. According to positivist approach data 
collected is neutral and have a power to test various theories’ true or falseness. (David 
& Sutton, 2011, p. 76) Second type of epistemological stance is realism, which states 
that objects around social actors have their existence independent of human mind, and 
Saunders et al. (2012, p. 136) sums up realism by saying what we sense is reality. 
Depending on the understanding of data realism can have two types: (1) direct realism 
argues that what we see is exactly what our senses portrays accurately. On the other 
hand, (2) critical realism contracts by claiming that relying on our senses might deceive 
us, because what we see are the sensations of things not the things directly. (Saunders et 
al., 2012, p. 136) 
 
In our study we will be looking to the study are from the perspective of interpretivism. 
Interpretivism is contradictory or alternative to positivist philosophy and argues that 
humans as a social actors are different from objects and they need researchers to 
understand the subjective meaning of social action (Bryman & Bell, 2011, p. 16-17; 
Saunders et al., 2012, p. 137). According to Saunders et al. (2012, p. 137) interpretivism 
can be very appropriate in the case of marketing and business. Thus we will try to hear 
from basketball clubs what they do and later interpret in a particular way.   

3.1.2	  Research	  Approach	   ��� 
 
Every research study is subject to the theory use. However, according to Saunders et al. 
(2012) due to some factors such as extent of being clear about theories and its 
involvement in the data collection process, research can have different approaches: (1) 
deductive, (2) inductive and (3) abductive. Deductive reasoning or deduction 
perspective state that theory is developed first and then based on those theories data is 
collected (Teddlie & Tashakkori, 2009, p. 23; Bryman & Bell, 2011, p. 11). However, if 
research process has started by data collection that leads to theory building, it is called 
inductive approach (Bryman & Bell, 2011, p. 11). Supporters of inductive approach 
criticize deductive perspective stating that deductive reasoning limits the alternative 
view or interpretation by selecting fixed methodology (Saunders et al., 2012, p. 145-
146). Finally, compared to previous two approaches, abductive approach does not take 
one single perspective for theory use (generation). Instead, as a lot of business and 
management practitioners do, it goes back and forth, which is the combination of 
deduction and induction. (Saunders et al., 2012, p. 147)  
 
In literature many researches are conducted based on the inductive approach where the 
naturalistic and emergent design are used to develop new theoretical fundamentals in 
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the field (Saunders et al., 2012, p. 161). However, being guided by those definition and 
explanations, we conclude that our study is deductive, where we have established our 
theoretical background (Sport marketing, CRM, Community management and eWOM) 
first. Following that, data that was collected with the lead of theories, will be analyzed 
according to the same theories.  

3.1.3	  Research	  Design	  	  
 
Saunders et al. (2012, p. 159) explained research design as being a collection of 
activities and an established plan that will help to answer the research question. It 
contains in itself sources from which data will be collected, the ways it will be gathered 
and analyzed, and also ethical considerations. A researcher has a chance to select one of 
the two methodological choices, namely qualitative and quantitative methods. The 
research that we are conducting is purely a qualitative research, which was 
differentiated from quantitative research by Sobh and Perry (2006, p. 1194) as being 
non-numeric. Often qualitative research is considered to be synonym of data collection 
techniques and data analysis techniques that provide verbal and non-numeric data 
(Saunders et al., 2012, p. 161). However, quantitative research design concentrates 
mainly on numerical data generation or use, where the data is collected heavily by 
surveys and questionnaires (Bryman & Bell, 2011, p. 26-27). As our intention is to 
understand how sport clubs manage and strengthen their brand equity on social media, 
we will aim to see the perception and viewpoints of clubs by conducting interviews. In 
that sense, quantitative method is not suitable for us. Using qualitative design will 
enable us to associate with interpretive philosophy where as researcher we will need to 
make sense out of subjective and socially constructed meanings about the basketball 
clubs’ strategies. 
 
Depending on the research question, every study should have one of three purposes (or 
mix of them) such as exploratory, explanatory and descriptive. If researcher’s aim is to 
dig deeper in the topic, understand what is happening and discover the nature of the 
issue then exploratory study can be valuable. However, descriptive studies object to 
attain a concrete view or profile of actors of study and situations by asking what, where, 
who and when questions. (Saunders et al., 2012, p. 171) Compared to previous two 
studies explanatory studies investigate problem or situation to define the relationship 
between variables. In most cases it happens with the research question of why (Saunders 
et al., 2012, p. 172) 
 
Although there are three different types of research purposes namely, explanatory, 
exploratory and descriptive (Saunders et al., 2012, p. 170-171), we will focus on 
exploratory nature of the research. The authors explained it to be a valuable way of 
asking open questions to find out what kind of processes are happening in the industry 
and gain insights about the topic of interest. If the purpose of the study is to find out 
more about the understanding of problem, exploratory can be an appropriate choice, 
where it offers several ways to conduct this type of research. Interviewing experts in the 
field, having in-depth personal interviews and looking for suitable literature are the 
components of exploratory research (Saunders et al., 2012, p. 171).  

3.1.4	  Research	  Strategy	  	  
 
Authors such as Saunders et al., (2012, p. 173) has perceived research strategies as a 
plan to achieve research goal, linkage between methodology and philosophy of study. 
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Due to different views in the literature, we are served with several strategy choices, 
namely: experiment, survey, archival research, case study, ethnography, action 
research, grounded theory and narrative inquiry. Among all, experiment and survey 
strategies are purely or mostly associated with quantitative research (Saunders et al., 
2012, p. 173) that make us disregard them for our study. However, as we will use case 
study strategy in our research, rest of chapter will focus on its definition and 
argumentation. A case study is exploring the phenomenon or research topic within its or 
several real-life contexts (David & Sutton, 2011, p. 166). Compared to all the other 
research strategies listed previously, case studies together with archival research can be 
part of quantitative and qualitative studies, or mix of them by including interviews, 
observations, document analysis and questionnaires.  
 
Yin (2009) has divided case studies into two categories being singe and multiple cases, 
where a single case can be a representative of a critical or a unique cause. However a 
multiple case (more than one case) aims to discover the replication of findings across 
different cases (Saunders et al. 2012, p. 180). Thus cases must be selected carefully so 
that identical results can be concluded from each case. According to Yin (2009, p. 11) 
distinguishing factor of case studies is the research question it is answering. He claims 
that questions such as “how” and “why” are best answered and described by case 
studies. Considering that we can support our research strategy selection with the 
arguments of Yin (2009). Additionally, acknowledging our study’s explorative nature 
case studies can be a suitable fit (Saunders et al., 2012, p. 179). A multiple case has 
been adopted in our study in order to better understand the phenomenon, and be able to 
reach richer and deeper analytical comparisons (McCarthy et al., 2014, p. 188). Nine 
basketball clubs (5 Swedish and 4 Finnish) have been selected purposively for our study 
to constitute the multiple cases, which will be extensively defined in our Practical 
Method chapter.  

3.1.5	  Literature	  Use	  and	  Scrutiny	  	  
 
Although we have previously stated that research can carry elements of one or 
combinations of three types of research approach in a study, we felt that the weight of 
deduction is more than the others. More precisely, characteristics of deduction 
demanded us to have a deep literature review and theoretical background before data 
collection, although we have not used hypothesis testing or numerical data collection 
methods (Saunders et al, 2012, p. 163). To grasp the idea of sport marketing better we 
have benefitted mostly from the sport marketing books, which have been released in the 
past fifteen years. Mullin et al. (2000) and Stotlar (2001) had well written and explained 
concepts of marketing in sports that helped us to build understanding of concept. On the 
contrary, more recent concepts such as Social Network Sites or Social Media demanded 
to pay attention to the latest articles or books. Additionally, considering emergent nature 
of this field we must say that in the previously mentioned areas, articles and research 
papers were major source of information. However, some of other fundamental theories 
such as brand equity and Customer Relationship Management (CRM) were already 
established theories that we believed to be referenced from the original sources. It has 
helped us to better understand the concept accurately and without interpretations of 
other researchers. Books that have been used in the study were collected from Umea 
University library. Similarly, we have handled the article searches by benefitting from 
the library search database and Google scholar services. For getting appropriate and 
useful articles we have limited our search to the keywords such as: Social Media, Sport 
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Branding, Word of Mouth, Brand Equity, (Customer) Relationship Management, Brand 
Communities, Community Management, Sport Marketing, Sport Fans and the others.  

3.1.6	  Source	  criticism	  	  
 
Our aim in this study was to find out the ways or strategies basketball clubs use to 
strengthen their relationships and build brand equity through Facebook. Although the 
process of literature search has started with already existing knowledge of marketing 
coming from our backgrounds, eventually it was replaced with the findings we 
discovered. More precisely, by keeping scope of information search wide enough to 
handle the relevant data, and narrow in order not to get lost inside huge databases, we 
came up with fruitful sources and materials. Journals, books and (Swedish/Finnish) 
government publications were the main documents we have benefitted throughout the 
process. Yet we must recognize that among all sources secondary sources (government 
publications) might be a weakening factor to include to the research paper but as it was 
not a determining factor and helped us to grasp the overall situation in both countries we 
felt confident with the use of them. To add on, secondary data was provided to us by the 
Statistics committees and Sport Confederations of Sweden and Finland, which we may 
consider as a reliable data to be used in our study. Furthermore, we were critical on 
using journals and books as up-to-date as possible. As we have already mentioned 
before considering Social Network Site (SNS) literature’s fairly new and still growing 
nature we were able to use very recent articles. However, bearing in mind that other 
theories have an established history, we decided to use original papers and the ones that 
incorporate with them for our theoretical framework. Scientific paper and articles that 
have been used in our study belong to the well-known journals and mostly are peer-
reviewed.  

3.2	  Practical	  Method	  	  
 
In this chapter, readers will be able to understand our viewpoint on basketball club 
selection, and the way we organized data collection. More precisely, interview 
structure, questions and proceeding will be discussed. Following that we will talk how 
we have managed the data quality and ethical considerations. 
 
Before stating with the practical methods, we need to explain why we decided to choose 
specifically Facebook but not others. Among all available SNS and SM variants we 
have selected Facebook. Smith et al., (2012, p. 105) noted that Twitter is predominantly 
used to share information and news. Whereas, Facebook primarily enables tying social 
connections, however organizations also use Facebook for promotional purposes (Smith 
et al. 2012, p. 105). The primary reason why we are focusing on Facebook and not other 
social media mediums, was because we sought-after a marketing tool that best enables 
companies to create strong relationships between them and their customers. As a 
consequence of using Facebook companies are able to create strong relationship with 
their customers (Kabadayi & Price, 2014, p. 204). They are from our point of view 
branding themselves as market oriented, in other words, indicating that their primary 
interest are their customers’ needs and wants. Furthermore, even though we 
acknowledge that Facebook is only a small part of the bigger picture of social media 
Facebook has the largest customer base and thus be the most relevant social network 
site (Hughes et al., 2012, p. 561). To conclude, our decision to primarily focus on 
Facebook was influenced by the sheer size Facebook's customer base and the marketing 
mediums distinctive characteristics.     
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3.2.1	  Selection	  of	  Basketball	  Clubs	  
 
For several reasons we have decided to include specifically Sweden and Finland into 
our sample. First of all, since we were studying in Sweden it was easier and convenient 
for us to get in touch with possible respondents. Other than that we had easy access to 
data in Finland as well, which made our sample selection process less time consuming. 
To be able to demonstrate data with sufficient and moderate quality level, we have 
selected total of 9 (nine) basketball clubs, of which five were from Sweden and four 
from Finland. Based on the recommendations of Saunders et al., (2012, p. 283) for 
interviews in qualitative studies 5-25 minimum interview sample must be met. We 
believe that usage of purposive sampling was the most appropriate one to reach out 
Basketball clubs. Because, as discussed previously, in multiple case studies cases need 
to some degree provide similar results, which encouraged us to pick cases from both 
countries that operate in the identical leagues. Additionally, we must say that due to 
hectic schedule of some clubs, they were not willing to participate in study, which had 
limited our sample size and choices. However, the ones (*9 clubs) that we mentioned 
here replied positively to our requests and the only criteria we held for our selection 
process was being present and active on Facebook. 

3.2.2	  Respondents	  Selection	  	  
 
Among 22 clubs in total from both leagues, we have contacted almost all, however as 
mentioned above 9 replied positively. Before data collection process, we were planning 
to have clubs’ social media manager as a source of data. However while the initial 
contact with clubs we realized that not all basketball clubs have a person who entirely 
deals and controls social media accounts of team. So, we must state that in the 
respondent selection process we had limited control. Nearly all interviewees were in 
charge of extra daily duties in parallel with social media management. Overall summary 
of respondents and interview details have been illustrated in Table 5 and Table 6 at 
Interview Proceeding chapter below.  

3.2.3	  Interview	  Structure	  	  
 
Research interview is deliberate two-way communication between interviewer and 
respondent(s) where interviewer need to ask unambiguous and concise question, to 
which respondents are eager to answer and listen (Silverman, 1997, p. 113). Based on 
their formulation and structure interviews can have three different forms that are 
structured, semi-structured and unstructured or in-depth interviews. (Saunders et al., 
2012, p. 374; Silverman, 1997, p. 113) Structured interviews can be renamed as 
quantitative interviews since the interview procedure requires interviewer to prepare 
predetermined questions, which must be read and recorded with the same voice tone to 
avoid any bias. Additionally, they are targeted to gather quantifiable data through 
interviewer-administered questionnaires (Bryman & Bell, 2011, p. 466). On the other 
hand, unstructured interviews do not have any premade questions and they are 
considered to informal way of collecting data. (Saunders et al., 2012, p. 374-375; 
Bryman & Bell, 2011, p. 467) Keeping those in mind, we must argue that none of those 
above is suitable for our data collection, but semi-structured interviews that fit very well 
with the qualitative nature of study. Furthermore, semi-structured interviews allow 
interviewer to control the direction of process based on the interviewee and 
conversation flow. Considering that respondents might not be very close with the study 
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area or have some trouble with answering interview questions, we have selected the 
mentioned interview method. During our interview structure formulation we have 
prepared several key themes (topics) to ask to our interviewees, and equipped ourselves 
with some extra question that could be asked depending on the situation and respondent. 
This method provided us with opportunity to learn more about the areas that were 
particularly important for our study.  

3.2.4	  Interview	  Questions	  	  
 
As a researcher we must realize that the overall nature of interview had to be consistent 
with our research question, objectives and research strategy and ask interviewees 
purposefully modified questions (Saunders et al., 2012, p. 372). Considering that we 
have formulated 29-interview question with several sub-questions to them. All the 
questions have been categorized based on the theory and concepts we used in our 
research paper, that help us to have a smooth analyses phase. Interview guide also 
included several introductory questions to help us understand the experience, position 
and daily duties of respondent, which could help us figure out the professionalism of 
employee. The major themes of our interview were social media management, branding 
and brand equity, eWOM, and CRM and community management. Although we did not 
want to send questions beforehand to the respondents in order to get their unprepared 
answers, later they have asked us to have it before interview started.  
 
We must note and appreciate that, McCarthy et al. (2014) was very helpful to us by 
providing his study’s interview guide that he and his colleagues conducted in UK 
regarding Premier League Football Clubs’ Social Media management. That interview 
guide assisted us customizing our own interview questions. However, although he had 
very generative list of questions we did not depend on that entirely considering the 
possible cultural and managerial differences between UK and Nordic countries and 
contrast in two studies’ purposes. 
 
Theory  Interview Question  
Kriemadis	  et	  al.	  
(2010)	  

Social Media Q6. How have clubs responded to the 
growth of social media? 

Ashley	  &	  Tuten	  
(2015);	  Erdogmus	  &	  
Cicek	  (2012)	  

Social Media Q7c. Why did [club] join Facebook? 
Objective? 

Aaker,	  1996	   Branding Q10. What values do you want to convey 
with your brand? 

Beech	  &	  Chadwick,	  
(2007)	  

Branding Q14. How do you use players and their 
SM profiles in your marketing? 

Beech	  &	  Chadwick,	  
(2007)	  

Branding Q15. Do players interact with fans on 
individual and official club page? 

Sashi (2012)	   eWOM Q18a: How do you encourage followers 
to have a positive talk about the brand?  

Sashi (2012)	   eWOM Q18c: Do you perceive fans as a part of 
eWOM strategy and if yes how helpful 
are they?  

Constantinides	  et	  al,	  
(2014)	  

CRM Q22: How does [club] communicate with 
fans on Facebook? 

Muniz	  &	  O’Guinn,	   Community M. Q23: Is it common that followers interact 
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(2001);	  Laroche	  et	  al.,	  
(2012)	  

with each other? 

Muniz	  &	  O’Guinn,	  
(2001);	  Laroche	  et	  al.,	  
(2012)	  

Community M. Q24: Does [club] try to motivate fans to 
interact with each other? 

Muniz	  &	  O’Guinn,	  
(2001);	  Laroche	  et	  al.,	  
(2012)	  

Community M. Q28: Do you use history and former 
players of club on Facebook and how? 

Table 4. Interview Questions Development 
 
Collected interview questions will be analyzed based on the themes that we derive from 
the empirical data. Since we have based and divided our interview questions according 
to the theoretical chapter’s theories, it will be convenient to group data to specific 
themes and headlines. As table above illustrates answers that related to each specific 
theory will be analyzed according o the theory we have indicated and attached to it. To 
make analyzes process easy to start and follow, interviews first will be transcribed and 
put into more organized contexts.  

3.2.5	  Interview	  Proceeding	  	  
 
Although in the beginning phases of interview planning we decided to have all 
interviews in face-to-face settings in order to capture feelings and observe their attitudes 
towards questions, we could not manage it due to respondents’ geographical locations. 
However, four interviews conducted in Finland were face-to-face. We thought that 
having interviews with teams in Finland in Finnish language would let them to be more 
comfortable with expressing their ideas and responses; so only one of us with native 
Finnish conducted those interviews. Compared to Finnish basketball clubs, we did not 
have any face-to-face interviews but only one-to-one telephone conversations and e-
mail interviews, which were in English as none of us was proficient in Swedish. In 
order to avoid data loss or misperception of interviewees’ responses, all interviews were 
audio recorded with the permission of respondents. And to assure the data quality, all 
transcribed interviews have been sent back to respondent to be confirmed. 
 

 
Table 5: Finnish basketball clubs’ interview details  
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Table 6: Swedish basketball clubs’ interview details  

3.2.6	  Reliability	  
 
Being one of several data quality measurements, reliability concerns with if other 
researchers can repeat the collected data similarly (Saunders et al., 2012, p. 380; 
Bryman & Bell, 2011, p. 41). Although reliability is particularly the issue which 
quantitative studies must deal with to demonstrate measurement consistencies (Bryman 
& Bell, 2011, p. 41), qualitative studies also need to implement several practices to 
avoid any bias. One may argue that findings collected with semi- or in-depth interviews 
are not necessarily aim to be repeatable as they examine complex and dynamic reality at 
a specific time and conditions which may change. Thus it is unrealistic assumption to 
expect that replication of collected data in qualitative studies is same as in quantitative 
ones. (Saunders et al., 2012, p. 382) However Saunders et al. (2012, p. 382) point out 
that if semi-structured interviews are used then researchers must make detailed notes 
related to research and its design so that next researcher can follow steps easier. In our 
study, to meet reliability criteria we have audio recorded all interviews and transcribed 
them that can enable other researcher to refer them and reanalyze. This will let them 
know what respondents actually said and meant. However as we have studied current 
social media branding strategies of clubs, we expect conditions and strategies to be 
subject to the change at the later stages.  

3.2.7	  Generalizability	  	  
 
Saunders et al. (2012, p. 382) explains generalizability as the extent to which results or 
findings can be applicable to other settings. As stated previously, having an association 
with the standardized methods of data collection and analysis is a typical characteristic 
of quantitative studies, whereas qualitative ones tend to be less structured. David and 
Sutton (2011, p. 86) states that since one of the primary aims of quantitative researchers 
is to be able to claim that, their sample can be applied to the population that it belongs, 
they are more interested to have a reliable and generable work than qualitative 
researchers. In contrast with quantitative, qualitative studies tend to prioritize validity of 
study than its generalizability (David & Sutton, 2011, p. 86).  
 
In this study we have selected 5 teams from Sweden (out of 11) and 4 from Finland (out 
of 11), which is almost half of the total population. Thus, we believe that results of this 
study can be extended to the population. To be sure about this statement, we have 
scanned and checked the official Facebook pages of other league clubs, and concluded 
that practices done on other Facebook pages are highly similar to each other.  
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3.2.8	  Validity	  	  
 
The validity of research study is concerned with interpretations of what is observed; it 
test whether or not author is calling what is measured with the right name (Silverman, 
1997, p. 207). Validity can be categorized as measurement, internal and external 
validities. Measurement validity also known as construct validity is mostly applied to 
quantitative studies (Bryman & Bell, 2011, p. 42) and is the establishment of right 
measurements for the concepts being studied (Yin, 2003, p. 34). Yin (2003, p. 36-37) 
also brings up concepts such as internal and external validity, which explains whether 
one condition leads to another one and the extent to which findings of study can be 
generalizable, respectively.  
 
We believe that this study has met the criteria for the validity of study. To increase the 
validity of study we have explained purpose, detailed flow of process and similar 
practices to our participants, which increased the face validity of our study. According 
to Bornstein (1996, p. 983) sufficient level of face validity can enhance respondents’ 
motivation and will to take part in the study with the best effort. Additionally, in terms 
of external validity, we believe that our studies results can be generalizable to the 
leagues or population they belong. Same study can reveal different outcomes in 
different sport industry categories, such as football and hockey. 

3.3	  Ethical	  Considerations	  	  
 
To secure the smooth flow of study as a priority and protect objectivity of it, we have 
devoted great attention to the ethical aspects of research. According to Saunders et al. 
(2012, p. 241) regardless the technique of data collection researcher need to obey 
several rules to keep ethical considerations in a satisfactory level. Compared to 
Saunders et al. (2012), Bryman and Bell (2011, p. 128) have categorized those rules 
under four research ethics, namely: 

• Harm to participants  
• Lack of informed consent  

• Invasion of privacy  
• Deception

Bearing in mind that our study will be available to public, and it can result with 
undesired consequences for respondents’ employment or other means of personal 
security (David & Sutton, 2011, p. 48), we have decided to skip giving real name or 
identity of interviewees. According to David and Sutton (2011, p. 47) anonymity refers 
to the situation when personal details or respondents are not known or recorded. On the 
other hand, confidentiality claims that even if those details are known and recorded by 
researcher, they should not be disclosed in the research itself. This step, confidentiality 
and anonymity, has also been stated on the introductory letter that we sent to basketball 
clubs. Additionally, although it is hard to provide respondents with all the information 
concerning their involvement in the study (Bryman & Bell, 2011, p. 133), we did 
inform them with details as much as possible. According to authors informed consent 
could be handled by letting interviewees know about any equipment are to be used. 
With the permission of respondents audio recording was used to record the interview, 
which helped us to increase objectivity of study. Bryman and Bell (2011, p. 136) have 
explained deception as a case when researcher intentionally shows his/her study 
different from what it really is.  We believe that it is an important point and with that in 
mind, we gave a brief summary of our study to respondents in the beginning of each 
interview and asked if they demand a final version of completed study for assurance.  



4.0	  EMPIRICAL	  DATA	  
With the empirical data chapter authors aim to provide readers with overall data 
collected from interviews. To better understand the differences between two countries 
we have divided the chapter into two subheadings as a data from Finland and Sweden. 
Chapter will start by introduction of Customer Relationship Management, Following 
Fan Comments, Fan Interaction, Social Media and Branding categories’ presentations.  

4.1	  Finnish	  Basketball	  Clubs’	  Empirical	  Findings	  
 

Case Descriptions Respondent Descriptions 
 
 
Case 1: Bisons     
League: Korisliiga  
Estimated Budget for 2014-15: 820.000 €  
Web site: Official club web site, 
http://www.bisons.fi   
Facebook: 3,841 fans (as of 25 April 2015) 
https://www.facebook.com/Biisonilauma   
 

Interviewee has been part of Bisons 
around 4 years, and during last two years 
he was involved with marketing activities 
within the club. In the beginning of 
employment, respondent was hired as a 
volunteer, but now he is a full time 
worker. As a Chief Operations Officer, 
his daily duties range from marketing, 
sales to game-day duties and 
responsibilities. 

 
 
Case 2: Tapiolan Honka   
League: Korisliiga  
Estimated Budget for 2014-15: 396.000 €  
Web site: Official club web site 
http://www.tapiolanhonka.fi  
Facebook: 1,405 fans (as of 25 April 2015) 
https://www.facebook.com/tapiolan.honka?fref=t
s  
 

Respondent has been part of club for 25 
years (former coach), and for the last two 
months he started to do full-time 
marketing activities for the team. Before 
the previous marketing manager left club, 
he was doing marketing activities partly. 
Main responsibilities of respondent are to 
manage social media of club, game and 
event management and pre-game reports. 

 
Case 3: KTP Basket   
League: Korisliiga  
Estimated Budget for 2014-15: 500.000 €   
Web site: Official club web site, 
http://www.ktpbasket.fi  
Facebook: 2,147 fans (as of 25 April 2015) 
https://www.facebook.com/KTPBasket?fref=ts  
 

KTP Basket representative was club’s 
former player and he is part of club 
around 40 years, but only one year ago 
started to be part of marketing activities 
as a volunteer. Currently he is responsible 
for arranging and managing community 
meetings, social media platforms 
relationships with external stakeholders 
such as fans. 
 

 
Case 4: Kataja Basket   
League: Korisliiga  
Estimated Budget for 2014-15: 675.000 €  
Web site: Official club web site, 
http://www.katajabasket.fi/edustusjoukkue/  
Facebook: 1,837 fans (as of 25 April 2015) 
https://www.facebook.com/KatajaBasket  
 

Interviewee was part of club and its 
marketing activities for the last two years 
and now employed as a Chief Operations 
Officer on full-time basis. Respondent 
saw himself as a problem solver dealing 
with daily issues that arise. In parallel, he 
manages communication with fans on 
social media mediums. 

Table 7. Finnish Case and Respondent Descriptions  
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4.1.1	  Finnish	  Clubs’	  CRM	  via	  Facebook	  	  
 
There was some variability in the answer when the representatives were asked if 
Facebook has had an impact on the relationship between the team and the fan. Teams 
Kataja Basket representative did not feel that team’s Facebook usage had impacted the 
team’s and fans relationship: mainly because the team’s fans were not active on 
Facebook. In contrast, the rest of the teams clearly noticed that Facebook had positively 
impacted the teams and the fans relationship. Team KTP representative explained why 
she thought that Facebook had influenced the parties relationship: “Facebook has given 
our team another channel where the team can interact with fans, although a big part of 
fan relationship creating and strengthening is still done by more traditional marketing 
practices (visiting local malls and schools)”. Interestingly enough, team KTP Basket 
had noticed that their practices offline had carried to Facebook as well. The 
representative of KTP-Basket explained that after the team had made local visits to 
elementary schools, students’ parents had commented on Facebook about the team’s 
visit to the elementary school. On another note, Tapiolan Honka representative noted 
that their fans really appreciated team’s interactivity on Facebook. 
 
In the same vein, Bisons representative explained that the best way to enhance 
relationships and nurture relationships with their fans on Facebook was by interacting 
with them. Likewise, team KTP representative explained that by posting regularly on 
the team’s official Facebook page and through these posts the team could keep in touch 
and bond with their fans. In addition, KTP representative also emphasized that to be 
able to get the fans talking the team should post content that was relevant and good. On 
the other hand, team Tapiolan Honka conveyed that they did not know how to enhance 
relationship with their fans. Lastly, Kataja Basket representative explained that the team 
could not improve relationships with the team’s fans, as the team fans are not active on 
Facebook. 
 
In the previous paragraph team KTP’s representative mentioned the importance of 
posting relevant and good content on the team’s official Facebook page. Team Bison’s 
representative saw the previous point made by KTP representative as equally important. 
Further, the Bison’s representative explained that the club used content post on 
Facebook to communicate with fans and then similarly to KTP used the content post to 
encourage fans to interact with the team. In the same way, Tapiolan Honka used content 
to communicate with fans, although the post where most often informative, which did 
not lead to discussions with fans. Interestingly enough, Tapiolan Honka representative 
stated that the team irregularly (once or twice a season) used competitions to activate 
fans on Facebook and get them interacting. The representative explained that last fall 
the team had arranged a competition with one of the team’s sponsors. On a game-day 
before the game the sponsor had started a competition on the Tapiolan Honka official 
Facebook page. The sponsor also hosted the game event and during the game the 
sponsor interacted with the team’s fans on the team’s official Facebook page. The team 
representative noted further that interestingly enough the conversation between the 
sponsor and the team fans continued after the game had ended. Finally, team Kataja 
representative mentioned that the team most often posted informative content to fans on 
the team’s official Facebook page (e.g. future events, new products). Thus, the team’s 
communication did not really lead to fan and team discussions.  
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4.1.2	  Following	  fan	  comments	  (Finland)	  
 
The respondents stated that the teams do not have a concrete eWOM strategy, however 
all of the teams were interested in spreading positive eWOM about their respective 
brands. Additionally, the respondents noted that they did not have a specific eWOM 
strategy to try to control the conversations fans had in the team’s official Facebook 
page. Furthermore, the respondents did not believe it would be wise to try to control the 
conversations on the team’s Facebook page. For example, the representative of KTP 
noted that if they would start controlling conversations on Facebook, the conversations 
could end quickly.   
 
Based on the data collected it must be stated that, not all Finnish clubs were concerned 
with the activities happening on unofficial club pages. Teams such as Kataja and Honka 
did not think those pages exist or felt any need for checking them. However, 
respondents of KTP and Bisons believe that monitoring and keeping eye on the 
unofficial and fan-created pages is important because those pages are a source of data 
for team to be considered. More precisely, fans or supporters tend to be more open to 
discussions with each other and Bisons follow these pages because the interviewee has 
acknowledged that fans are more honest on these pages and discuss their opinions of the 
team, even if those opinions are negative. In addition to Bisons, KTP Basket 
representative tracked fan-created pages to be able to understand concerns of consumers 
deeply. Depending on the content of post or comment team could get into discussion 
with fans or just ignore it and do nothing. For instance, if someone would post 
something negative about the team, on the unofficial Facebook page, the interviewee 
would comment on it (depending on the content, if the criticism is framed appropriately 
and the criticism is appropriate, the interviewee would have a discussion with the poster 
and try to fix the problem). 
 
As stated above, the respondents noted that the actions against negative eWOM would 
depend on how the criticism would be framed. The representative of Tapiolan Honka 
explained that if someone would frame the criticism as constructive criticism, for 
example, how the game event’s could be improved, the respondent would without a 
doubt listen and respond to the criticism on the team’s official Facebook page or 
unofficial Facebook pages, however if a Facebook user would frame the criticism as 
destructive criticism, for example, where a person would be insulting a player or the 
team for no obvious reason, the team would not respond to the criticism on Facebook. 
The respondent stated that in case of spreading severe accusations about a player or the 
team, they would correct the false statement by means of a team official press release 
and not on Facebook. The respondent of Kataja was on the same lines with Tapiolan 
Honka representative by stating they would respond only to comments that were framed 
in a constructive manner. Interestingly enough Nilan Bisons stated that if a user would 
post destructive criticism on the team’s official Facebook page their Facebook fans 
would respond to the criticism and defend the name of the brand. Moreover, Nilan 
Bisons respondent noted that he would personally respond to constructive criticism on 
the team’s official Facebook page or unofficial team Facebook pages. Finally, KTP’s 
respondent stressed the point that she had not noticed any negative eWOM, however the 
respondent explained that she would not take action if she would notice negative 
eWOM on the team’s official Facebook page or unofficial team Facebook pages.  
 
Although not all clubs were concerned with negative thoughts of fans and followers, all 
of them agreed upon the importance of positive word of mouth. According to KTP 
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representative club encourages its followers to have positive thoughts and talk about 
team by acting in a positive manner. For instance, after a bad and lost game team 
usually makes a post containing favorable messages such as “next time we will win”. 
Bisons and KTP have also thought, fans – the hearts of club, are also contributing to 
their eWOM strategies. The interviewee sees fans as a very helpful and a pick part of 
the strategy, for instance, she encouraged fans to use the green colour clothes, KTP 
team colour, in games and send the picture to interviewee. The interviewee then posted 
the pictures on team official fan page. In the Bisons case, if	  for	  example,	  the	  team	  post	  
about	  an	  upcoming	  game	  the	  fans	  start	  spreading	  and	  sharing	  the	  post.	  The	  team	  
has	  also	  asked	  the	  fans	  on	  Facebook	  to	  bring	  one	  close	  person	  to	  the	  game,	  and	  this	  
has	  worked	  marvelously.	  As	  mentioned	  earlier	  the	  “hardcore”	  fans	  are	  usually	  the	  
ones	   who	   protect	   Bisons	   team	   against	   undesired	   and	   irrelevant	   posts	   of	   other	  
followers	   on	   Facebook	  page	   and	   try	   to	   cheer	   for	   club	   on	   online	  platforms.	  Nilan	  
Bison	  team	  representative	  actually	  mentioned	  that	  the	  team	  collaborated	  with	  the	  
team’s	  most	  influential	  fans:	  fans	  with	  most	  referral	  power.	  After	  identifying	  those	  
persons	   club	   contacted	   them	   via	   telephone	   and	   these	   fans	   helped	   Nilan	   Bisons	  
spread	  positive	  eWOM	  curated	  by	  the	  team	  to	  other	  fans:	  which	  were	  present	  on	  
the	   team’s	  official	  Facebook	  page.	  On	  the	  other	  hand,	  Tapiolan	  Honka	  and	  Kataja	  
teams	  were	  confessing	   that	  due	   to	   inactivity	  of	   fans	  on	  Facebook	  page	   it	   is	  quite	  
hard	  for	  them	  to	  build	  and	  execute	  eWOM	  strategies.	  Although	  Honka	  interviewee	  
acknowledges	  that	  it	  would	  be	  important	  to	  integrate	  fans	  into	  the	  team’s	  eWOM	  
strategy,	  currently	  fans	  have	  not	  been	  used	  as	  a	  part	  of	  the	  team	  strategy.	  

4.1.3	  Fan	  Interaction	  on	  Facebook	  Page	  in	  Finland	  
 
To our question whether it is the club that always took the initiative to answer post or 
questions coming from fans on Facebook page, teams answered that in most cases it is 
the other fans who respond to the enquires. In most occasions question has already been 
answered before official page recognizes them, said Bisons interviewee. KTP 
representative explained situation with an example saying that, when a fan asked if club 
will provide a transport for away games, other followers answered the question and 
offered the person a ride. 
 
According to respondents, they have not confronted with any comments that had a 
message against their competitors. Finnish fans were in most cases talking positively 
about their teams and at the same time criticizing the club they support.  
 
One of our questions was in related to the extent of using history and traditions of club 
to increase interaction among fans on Facebook. According to Kataja Basket, using 
historical data big achievements before their games. Slightly different practices have 
been done by Bisons, in which they preferred to make article about one of their previous 
and famous player to promote their play-off games.  

4.1.4	  Social	  Media	  Presence	  of	  Finnish	  Clubs	  
 
When asked about their perceptions and thoughts regarding social media usage and 
response of overall league teams to its growth in general, clubs have provided answers 
that were close to each other. Respondents of all interviewed teams agreed with idea 
that growth of social media usage in general impacted basketball clubs in a positive way 
and they have increased their activities on those platforms. However, KTP Basket and 
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Tapiolan Honka clubs believe that, although there is an increase regarding SM usage 
not all teams are equally concentrated on their strategies on SM pages and there are 
major differences among them. Due to scarce resources such as specialized employee 
on social media management, time and money, some teams were not able to catch up 
with growth of SM, argues KTP Basket representative. And continues by adding that 
some teams have employees in the team that do not feel comfortable using social media 
and this is why the team is not active in social media platforms. Then again some teams 
have young employees that actively use social media platforms and feel more 
comfortable using them (resulting in team being more active in social media).  
 
According to interviewee responds, all teams are represented by official club page on 
Facebook and Twitter and the most actively used SM platforms by the Finnish 
basketball teams were those ones. The team of KTP had, for example, linked the team’s 
Facebook account with the club’s Twitter account, enabling simultaneous information 
sharing between the two platforms. Additionally, Tapiolan Honka and Nilan Bisons 
have recently started using YouTube and Instagram actively to reach out to their fans or 
followers. Bisons representative argues that there is a distinction between player and 
team choices in terms of social media platforms. Bisons players favor Twitter as a 
primary SM account, whereas the team preferred Facebook since the majority of fans 
were on that platform. 
 
All the teams recognized and understood the marketing opportunities that SM platforms 
provided. As a consequence of social media participation growth, teams Bisons, KTP 
and Kataja become more active on SM platforms, in other words, the team’s had started 
posting more content on the platforms. Tapiolan Honka however was still figuring out 
how to become more efficient on SM platforms. Furthermore, the interviewee of KTP 
actually stated that her hiring was partly due to the growth of SM platforms. Moreover, 
from the four teams Tapiolan Honka was the only team of the four that had responded 
to the growth of SM platforms by writing down a SM strategy, however at the time of 
the interview the team had not implemented the SM strategy.    
 
The reasons that persuaded clubs to be present on Facebook were nearly same factors, 
with slight differences. Having huge member base and being a suitable tool for 
increasing brand awareness at a moderate low cost were the main reasons for why the 
teams were present on Facebook. Compared to other clubs in Finland, Tapiolan Honka 
did not have a clear definition why they joined Facebook. Honka respondent thought 
main factor was because all other Finnish basketball teams joined Facebook. Also the 
organization figured out that Facebook is a media platform where people are and for 
this reason they should be on Facebook as well. As it was stated in the previous 
paragraph one of the founding reasons why the teams were present on Facebook was to 
increase brand awareness and ultimately to get more fans to the team’s games. Yet, 
when the interviewers asked if the team had benefited from joining Facebook, in terms 
of increased spectator numbers, two of teams, Kataja basket and KTP, stated that they 
did not know if the team’s spectator numbers had increased as a consequence of joining 
Facebook. On the other hand, Bisons and Tapiolan Honka had noticed an increase of 
spectator numbers as a consequence of joining Facebook. All of the teams used 
Facebook as a promotional platform, where they promoted either new team 
merchandise or game tickets. Whereas, Bisons and KTP could say that their 
promotional effort on Facebook had paid of, as increased product sales, Kataja and 
Honka could not say the same. Lastly, in the case Facebook’s effects on increases of 
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sponsorship and media deals, only Tapiolan Honka could draw the conclusion that the 
team’s joining Facebook had increased sponsorship and media deals.  

4.1.5	  Branding	  of	  Finnish	  Basketball	  Clubs	  
 
All the representatives show their respected teams as brands. Nilan Bisons had even 
trademarked the team’s logo. Furthermore, Nilan Bisons representative explained that 
the team would become a publicly traded enterprise next year: currently the team is a 
registered association. All the other teams were currently also registered associations. 
None of the teams had a clear brand strategy, however the representative of Kataja 
basket said the he had the team’s brand strategy in his own head. He elaborated on this 
point by stating that he felt that this was quite common in smaller organizations. 
Furthermore, Kataja basket representative acknowledged that running the team’s 
branding strategy is far easier when only one person knows the branding strategy and 
acts according to that strategy.   
 
The respondents had to a certain extent similar answers when asked what their team 
brands represent. Interviewed Finnish basketball clubs believe that their perceptions 
regarding the image and values they want to convey are similar with what their fans see. 
The answers clearly emphasized the importance of the team being successful. KTP’s 
respondent explained that the team’s brand was seen and represented the geographic 
area, where the team was positioned; also the other three teams stressed the importance 
of their geographic location of the team. Tapiolan Honka also saw the geographic 
location of the team important when describing what the team’s brand represented. 
Further, Tapiolan Honka’s representative explained that the organization was like one 
big family, which consisted of the men’s team, the women’s team and the junior teams. 
The representative continued to explain what he meant by the organization being one 
big family, he used a tree metaphor “the men’s team is the highest branch of the 
organization to which younger players aim to reach”. The interviewee hoped that 
younger players could use the last branch of the organization as a springboard to 
advance into more competitive basketball leagues. Kataja Basket stressed the 
importance of financial stability of the team and being a well-managed basketball 
club.  Finally, Nilan Bisons representative explained that the team wanted to represent 
youthfulness, innovativeness and creativity. They wanted to be ‘ahead of the back’ of 
other Finnish basketball teams, for example, in team marketing. When asked about the 
fans contribution towards the brand creation, none of the Finnish teams could recall any 
experience or strategy they implemented.   
 
Being one of the core components of sport teams, players have been used extensively in 
the marketing activities of Finnish basketball clubs. According to respondents using 
players during offline marketing activities were more common than online campaigns. 
With the lead of coaches and players, community meetings with fans and supporters, 
visiting schools and universities to engage with students were the main and mostly used 
offline strategies. In parallel with offline strategies they benefit from social media 
platforms as well. For instance, one of the Nilan Bisons players manages the teams 
Instagram account. Players are used more for ‘inside stuff’ so the fans get a peak view 
into who the players really are. Basically, the Facebook followers get more knowledge 
of the team and the players than people who do not follow the team on Facebook. 
Furthermore, players take pictures of themselves in game trips and then post them on 
Instagram; the interviewee can then use these pictures and post them on the team’s 
official Facebook page. Similar strategies were used by KTP, when team met with 
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children (community work) and the pictures and videos taken from that event were 
posted straight to the team’s Facebook fan-page. Also one of the players has a hobby of 
bicycling in the woods of Kotka (a city in Finland). He was asked to post pictures of 
himself cycling in the woods of Kotka and these pictures were posted on team’s fan-
page, thus fans are tried to be given an ‘inside look’ into the players leisure activities by 
posting videos and photos on Facebook or Twitter.   
 
Compared to two previous clubs, Tapiolan Honka and Kataja teams had fewer 
motivations to use their players as a marketing tool. According to Honka representative 
the men’s team does not have players who are active on social media platforms, so this 
was partly the reason why players social media individual profiles were not used in 
team’s marketing. Moreover, even though club does not frequently use individual player 
branding on SM, the interviewee acknowledged the potential of benefiting from player 
marketing through telling stories about players and by this way creating stronger bonds 
between fans and players. All teams’ players were present on Facebook with varying 
level of activity. Kataja team representative thought that there was a risk with letting 
players to interact with fans on or through official club page. The reason was that in 
case of poor interaction process among players and fans, club’s brand image might get 
damaged. Thus they preferred not to use this strategy.  

4.2	  Swedish	  Basketball	  Clubs’	  Empirical	  Findings	  
 
 

Case Descriptions Respondent Descriptions 
 
 
Case 5: Sundsvall Dragons   
League: Basketligan  
Web site: Official club web site 
http://sundsvalldragons.com  
Facebook: 2,940 fans (as of 2 May 2015) 
https://www.facebook.com/sundsvalldragons  
 

Interviewee has been part of cub for 
seven years as a coach and three years 
as a part time marketing consultant. 
Major responsibilities are event 
planning, management of WebTV and 
social media updates before and after 
games, coordination of activities related 
to conferences and games. 

 
Case 6: LF Basket   
League: Basketligan  
Web site: Official club web site 
http://www.lfbasket.se  
Facebook: 3,219 fans (as of 2 May 2015) 
https://www.facebook.com/pages/LF-
Basket/126651014045562?fref=ts  
 

 
As a part-time marketing consultant, LF 
Basket respondent was responsible for 
communication, social media and 
campaigns. In total, he was part of club 
for six years engaging marketing duties. 

 
Case 7: Södertälje Kings   
League: Basketligan  
Web site: Official club web site 
http://www.sbbk.se  
Facebook: 1,988 fans (as of 2 May 2015) 
https://www.facebook.com/pages/Södertälje-
Kings/235619743151309?fref=ts  
 

 
Our third respondent was a fulltime 
employee at club with duties related to 
marketing and sponsor deals, getting in 
touch with newspapers and arranging 
tickets. (Six years in club) 
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Case 8: Borås Basket   
League: Basketligan  
Web site: Official club web site 
http://www.borasbasket.se    
Facebook: 4,212 fans (as of 2 May 2015) 
https://www.facebook.com/BorasBasket?fref
=ts  
 

 
Interviewee of Borås Basket was part of 
team nearly four years, which is 
counted as four years in full time 
marketing position. Respondent was in 
charge of communication, social media 
and local advertising in newspapers. 

 
Case 9: Jämtland Basket 
League: Basketligan  
Web site: Official club web site 
https://www.jamtlandbasket.se  
Facebook: 1,527 fans (as of 2 May 2015) 
https://www.facebook.com/Jamtlandbasket?fr
ef=ts  
 

According to respondent’s answers it 
will be around one year that he is part of 
club’s marketing activities that are 
mostly related to social media. His daily 
duties are concerned with IT related 
areas such as WebTV and web page 
management. 

Table 8. Swedish Case & Respondent Descriptions  

4.2.1	  Swedish	  Clubs’	  CRM	  via	  Facebook	  	  
 
Overall most of the team representatives acknowledged that social media marketing was 
a part of their overall marketing plan, however LF Basket representative stated that 
social media marketing was a part of their marketing plan before but not currently. LF 
Basket respondent added that they have to work on social media marketing to be able to 
integrate it back into the their overall marketing plan. Moreover, the representatives 
noted that the team’s communication was done by the means of both one-way 
communication (informative) and two-way communication (interactive) or only one of 
the above; on social media platforms (e.g., Facebook). The respective representatives of 
Sundsvall Dragons, Södertälje Kings and Borås Basket noted that their teams used both 
interactive and informative communication of social media platforms. LF Basket and 
Jämtland Basket used an informative way of communicating with fans on social media 
platforms.  
 
There was some variability between the representative answers when the representatives 
were asked how does the team enhance fan relationships on Facebook. In the case of 
Sundsvall Dragons they interacted with fans as much as possible to keep the fan and the 
team relationship ‘alive’. Moreover, the team wanted to offer their Facebook fans value; 
e.g., by letting the fans know the latest news about the team or giving the fans free gifts 
through different competitions. Instead, Södertälje Kings representative explained that 
the team and fan relationships were only enhanced by the team’s achievements, in other 
words, winning. She concluded that team achievements keep fans interested in the club. 
Borås Basket answer for this particular question was a polar opposite of the other teams 
answers. Borås Basket representative noted that the team has no control in the fan and 
team relationship enhancement process on Facebook, as it is all up to the fan; they can 
either decide to stay with the team or leave the team fan page. 
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4.2.2	  Following	  fan	  comments	  (Sweden)	  
 
When asked clubs’ thoughts regarding spreading positive thoughts about club, all of 
them agreed upon the fact that it can be beneficial and very useful. Some teams such as 
Södertälje Kings, Sundsvall Dragons and Jämtland Basket monitored unofficial, fan 
created Facebook pages daily in order to be updated about the conversations happening 
out of their official page. According to Sundsvall Dragons representative thus far they 
have found three pages to control. Sometimes the interviewee used his own private 
account to browse on those pages, and other times with official club account to answer 
if there was something to be cleared by club officially. Additionally, he saw unofficial 
pages as a source of material to know what fans want to hear or see from team. For 
instance, if fans talk on unofficial pages that it would be good to hear about some 
particular players then without notifying those pages, official club page can make an 
interview with those players to satisfy fans needs. LF and Boras Basket teams, in 
contrast, considered it to be uncommon for their responsibilities, and haven’t done it so 
often to check and have an eye on other pages than official one.  
 
According to interviewees none of the teams had encountered any serious and critical 
problems with the fans in terms of negative conversations and comments either on 
official or unofficial pages. However, to the question of if that happens what would be 
their actions or strategies, clubs responded differently. Depending on the context of 
comments or thoughts, club could have different strategies to overcome the problem, 
said Sundsvall Dragons interviewee. In the cases where fans make some criticisms or 
simple negative comments, club representatives try to keep quiet. On the other 
instances, when fans can talk on Facebook saying “it is hard to find tickets for game” 
then club takes initiative and start to get in touch with fans and solve their problem 
saying that “we will try to increase the number of seats for the next game” or “we have 
other ticket stores where you can look for your tickets”. Furthermore, if it is something 
that can really be harmful or damaging for club image then fan(s) are invited to have a 
private conversation with club. Respondent considered dialogues to be very important 
to prevent negative word of mouth, and in the similar manner they used game videos 
and sessions where fans could ask their questions to players and coach.  
 
With small varieties, clubs do agree that sometimes it is hard to direct people in what 
ways they should act and talk. However, they have some practices done to encourage 
fans spread positive word on their circles. For instance, Sundsvall Dragons spread 
couple of messages on Facebook such as “invite your friends to games and club fan 
page”. Additionally, to encourage people to talk positively and come to games club 
have picked up five games of a season and crated strategies based on different target 
groups on Facebook. As an example, one of the games was devoted to family theme, 
and compared to other game schedules they hold it during day time so that whole family 
could attend. Another ones were free donut, free jersey days, Valentines Day (when 
girls could freely enter games) and so on. Especially when it was student theme games, 
Facebook and Twitter were the main channels club used to reach the target group. When 
those themes promoted seriously on right channels it worked well for the team. By 
making post such as “who is your favourite player”, or competitions on Facebook club 
tries to give away free t-shirts, jerseys, VIP seats and meeting with team members. 
Consequently it is expected to end up with positive buzz. At some times winner of 
Competitions got a chance to have a free meal at one of the sponsor restaurants. LF 
Basket had strategies such as asking how the game was, and by this way they wanted to 
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keep fans interested and talkative. Additionally, keeping positive atmosphere on 
messages and posts on Facebook is another way. For instance, if players were playing 
bad on the game, club would try to make fans to focus on positive sides of game rather 
the weak. Borås Basket and Södertälje Kings acknowledged that for spreading 
electronic word of mouth fans were very important, however it is hard for them to 
predict how fans will process that messages that club aims to send and push out.   

4.2.3	  Fan	  Interaction	  on	  Facebook	  Page	  in	  Sweden	  
 
When asked questions related to the clubs’ community management and its markers, 
they had interesting answers. Sundsvall Dragons representative argued that even though 
activity level of followers and fans are not very high on club’s Facebook page, fans are 
interacting with each other. He continued saying that: “Yes it is common that followers 
talk to each other, however it is mostly started by club itself”. Respondent told that club 
posted content to official page that made fans get into talks and after some comments 
they started to talk with each other by replying. One note he made that this trend was 
more common on Twitter than Facebook where it was easier to make discussions 
(debates), go back and forth. On Facebook page though, whatever club did in terms of 
posting content, which led to fan interaction, was a strategy to make fans have a 
communication with club, they	  have	  not	  aimed	  to	  make	  fans	  get	  into	  conversations	  
with	  each	  other	  intentionally. Borås Basket also stressed the point that in most cases it 
is the club that takes initiative to start fans to get into conversation, although it 
happened not very often. Based on his observations very rarely fans start conversation 
among themselves wihtout the lead of club. For our next question “In what ways does 
[club] motivate fans to have an interaction?” he provided a contradictory answer 
saying that “Actually	  Boras	  doesn’t	  try	  to	  motivate	  fans	  in	  any	  way	  to	  interact	  with	  
each	   other,	   and	   it	   is	   a	   question	   we	   ask	   ourselves,	   why?”. In contrast with other 
interviewees LF Basket argued that even though there is an interaction among fans, club 
did not do any special or motivating actions for it. However, Jämtland Basket 
representative believed that there not so much happening in terms of fan interaction and 
club have done nothing to let followers get into conversations.  
 
Clubs have also recognized that fans were sending supportive messages when team had 
big games against strong competitors. According to Sundsvall Dragons interviewee, 
even though supporters or fans were talking positevely about club they did not made 
much negative or extreme comments on their competitors. Most of the time it happened 
in a polite and respective context. To the question “if it is the club that always answers 
question of fans?” Borås Basket answered saying that mostly there were two very 
active followers who answered question of other fans. One of the last questions 
regarding community management was strategy or tactics clubs’ used to strengthen 
community relations with club history, traditions and rituals of team. Södertälje Kings 
representative argued that club had a great history and everybody in town was aware of 
it. However when asked their particular messages or strategies regarding strengthening 
these rituals on SM platforms she couldn’t recall any. Other teams used retired players, 
previous victories as a video post before games. 
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4.2.4	  Social	  Media	  Presence	  of	  Swedish	  Clubs	  
 
According to interview results Swedish basketball teams are mostly using Facebook, 
Twitter, YouTube and Instagram. However with the increasing population of and 
interest to social media platforms not all clubs responded equally. Sundsvall Dragons 
representative argues that holistically clubs have responded to the growth of social 
media in an insufficient way. Although the overall interest of fans and followers has 
increased around 25% clubs left behind in catching up with this trend. In most cases 
clubs in Sweden still run by the former old coaches or players who prefer to work with 
old style marketing channels such as newspaper advertising which is not a suitable tool 
for reaching out basketball club’s target audience. In addition to previous thoughts, 
Borås and Södertälje Kings teams believed that not all clubs are managing social media 
accounts professionally. “If clubs have a person dedicated to social media management 
instead of someone who does it in his spare time, then management of platforms can be 
more effective and efficient.” added Borås respondent. According to S.Kings being on 
SM and having proper management of it, is a must for teams, because otherwise clubs 
cannot have the chance of getting in touch and talk to their fans.  
 
Talking about clubs specifically, respondent replied that situation is same as holistic 
view of Swedish basketball clubs. He continued by adding that Sundsvall dragons’ was 
late in terms of joining social media, and club couldn’t keep up with changes in the 
social media environment. Same guidelines and tactics have been used since 2010-2011 
season and they have not considered updating those strategies till this season. According 
to respondent, they experienced the negative effects of using same strategies for 3-4 
seasons in terms of decreased spectator attendance. LF Basket thought that there was a 
room for improvement, previously team coach had to do social media and help fans 
know about recent “secrets” regarding team from first person, however new coach is 
more concentrated on team games. All the rest teams (S.Kings, Jämtland and Boras 
Basket) said that they have the same situation in terms of catching up with improvement 
and changes in SM trends. For instance, Jämtland Basket representative added that 
before him (a year ago) club was doing inferior job on SM platforms, and when he 
joined club he tried to fix the situation by starting-up WEBB-TV, Instagram and Twitter 
accounts.  
 
As expected, all teams are present on Facebook with official Facebook pages. For 
handling all its divisions and sub-teams properly on social media, Södertälje Kings has 
created three different Facebook pages for men, women and youth players. One of the 
teams, LF Basket, added that although they have a page on Facebook, for them club’s 
web site is more convenient and important, and currently mostly used media channel. 
When asked about their official Facebook presence, Sundsvall Dragons respondent said 
that together with Twitter it is their primary channel to get in touch with fans, send 
messages such as articles, videos and etc. to the audience.  Furthermore, Sundsvall 
Dragons had to focus on the official basketball league web site, club’s own web page 
and traditional media channels as well where it is an obligation to have an article 24 
hours prior to upcoming game and 2 hours after the game. However not all clubs in the 
league follow this rule, added Sundsvall Dragons Interviewee.  
 
One of the important questions we asked to clubs was relating to their aim and reason of 
joining Facebook, which resulted with interesting responses. Almost all club 
interviewees had an idea to say regarding their Facebook presence except Jämtland 
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Basket representative. He argued that club was already on Facebook before he joined to 
management, so he had very limited information about the reasons of SM presence. 
However, responses such as convenient communication and being cost-effective were 
the most common answers that clubs gave. More precisely, getting into two-way 
dialogue and keeping followers/fans informed regarding upcoming events, games, 
activities done in collaboration with sponsors were the major communication reasons 
that encouraged teams to be online on Facebook. LF Basket interviewee added that 
instead of paying newspapers money for publishing updates about club that fans will 
probably would not read was an expensive strategy. Thus they decided to use Facebook 
to replace newspapers and other channels. Sundsvall Dragons elaborated on this 
question and had a detailed answer saying that club had various objectives and reasons 
to join Facebook. First and foremost, club had wide target group ranging from twelve to 
seventy year old fans. And reaching them required different strategies and tactics. “In 
the beginning, Facebook was used mostly by younger target groups, however currently 
the average age of Facebook users increased to 35+ and made it very attractive 
channel for staying in touch with target groups,” said respondent. Following that, 
respondent perceived Facebook as a convenient and cost-effective way of building 
communication as club does not need to reach fans through third parties such as 
newspapers and advertising agencies.  
 
For all clubs answering question of if joining Facebook had any impact on their 
spectator numbers, merchandise sales and sponsorship deals. According to Sundsvall 
Dragons, it was very hard to analyze effect of Facebook before and after because even if 
there was a change in the number of spectators in a town like Sundsvall, spectator 
numbers fluctuated based on the game scores. However he believed that compared to 
traditional media his club needed to put more investment into social media platform 
advertising to increase the popularity of club and attract people to games. Sometimes 
Sundsvall Dragons used content posts such as advertisings and asked followers to “like” 
it in order to be able to get free entrance to the games. They used this strategy mostly 
when they played against strong teams, aiming to bring more spectators to the games.  
 
In the case of LF Basket, representative argued that there was a decrease in the number 
of spectators in club games. Compared to previous years this tendency continued and he 
thought that it was not because they did things wrong on Facebook but due to bad game 
results. Södertalje Kings interviewee as well mentioned same points adding that to some 
extent SM helped them to increase the spectator numbers, but number of spectators 
changed mostly depending on the situation of club. Only Boras Basket believed that 
Facebook helped them to increase number of fans attending to games and events. 

4.2.5	  Branding	  of	  Swedish	  Basketball	  Clubs	  
 
All the team representatives strongly identified their respective teams as 
brands.  Furthermore, the representatives used various different methods to increase the 
popularity and awareness of the team’s brand. As an illustration, Borås Basket shares 
information, on Facebook, about upcoming events and gives away free tickets to their 
games. Then again, Sundsvall Dragons brought up that social media as a whole was 
used to increase brand popularity. Moreover, Sundsvall Dragons representative 
explained that the team uses informational language (buddy talk) to interact with their 
fans. By using this style of communication the team is able to create a ‘buddy’-feeling 
with their fans. 
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As players were seen as the key employees of the team, they were also used as such in 
teams marketing activities (e.g., increase brand awareness). Players were used in 
marketing both offline (e.g., visiting local schools and other local places) and online 
(e.g., team website and social media platforms). Teams Borås Basket and Jämtland 
Basket posted videos and pictures of players regularly on their official Facebook page. 
Moreover, Jämtland Basket representative explained that they posted, on Facebook, 
player pre-game and after-game interviews on game days. Similarly, Borås basket 
posted pre-game player activities on Facebook (e.g. pre-game practices). From a 
different perspective, the representative of Sundsvall Dragons raised a very interesting 
question of how much effort the team should put into trying to build a relationship 
between the player and the fan. He explained that some of the players only have a 
yearlong contract and after the player leaves all the effort to create that player and fan 
relationship would go to waste. However, according to interviewee club tried to build 
role models for community from team players to strengthen relationships with fans. 
They used, for example, player nicknames to achieve this. Names such as: ‘Iceman’ and 
‘Superman’. Furthermore, the team used player nicknames in game commentary to 
additionally strengthen the bond between the players and the fans. Sundsvall Dragons 
also used the players Twitter names on their jerseys to attract more fans to follow the 
player on Twitter. The representative of Södertälje Kings noted that the team actively 
uses retired players to market the team. As an illustration, the representative of 
Södertälje Kings explained that they shoot short videos, and then post them on 
Facebook, of old player and retired players, where the player then encourage fans to 
come see the team’s games.  
 
How they see the brand: Teams saw the brand from a result-orientated perspective. For 
example, team Borås Basket explained that they had in previously years been in the 
lower end of the league standings, however in recent years the team has been able to 
climb up to the higher end of the league.  Similarly Sundsvall Dragons note that they 
have been on the top end of the standings for the previous fifteen years. LF Basket is in 
the same inline with Borås Basket and Sundsvall Dragons by acknowledging that the 
team has won seven gold’s in the time period of (1999-2007). Interestingly enough, 
Jämtland Basket representative explained that the team has a lot of spectator, even if 
team was placed at the bottom of the league. In addition, all five teams stressed the 
importance of the brand being seen socially responsible. Sundsvall Dragons 
representative saw the team, as a community ‘role model’. The team had an initiative, 
which included that all 6th grade old students signed a contract with the team that they 
would not, for example, vandalize or smoke. Corresponding with Sundsvall Dragons, 
LF Basket had started social programs with aim to change children’s values and be a 
role model for children. In the same vein, the other teams saw themselves as ‘role 
model’ to younger community members. The team representatives did not see a contrast 
between how the team saw their brand and how fans saw the team’s brand. Thus, from 
the representative’s perspective the fans emphasized the same brand values, as did the 
team: result-orientation and the team being a community ‘role model’. 
 
There were not many contrasting answers when the representatives were asked if fans 
have been able to contribute to the team’s brand identity. Borås Basket, Jämtland 
Basket, Södertälje Kings and Sundsvall Dragons answered very similarly to each other 
by stating that fans were not able to contribute to the identity of the brand. On the other 
hand, LF Basket said the contrary and gave a very insightful illustration how fans views 
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were taken into consideration when the team was rebuilding its brand identity. The team 
wanted to rebuild the brand by changing the team’s name, however they did not want to 
ignore the fans opinion of the new team name, so the team decided to make an official 
post on the team’s official Facebook and ask the fans about their opinion of team’s new 
name. 
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5.0	  Analysis	  	  
 
In the analysis part collected interview data will be analyzed with the theories 
presented on Theoretical Framework. Compared to Empirical Data chapter, analysis is 
not divided into Finnish and Swedish sub-chapters. Both countries’ data will be 
matched and compared to theoretical background, and finally we will connect clubs’ 
Facebook practices to the brand equity factors. To be consistent with our philosophical 
views we will interpret data according to the theories mentioned earlier.  
 
Among two possible options, which were (1) combining two countries’ data or (2) keeping empirical data 
chapter’s format and analysis them separately, we have decided to combine empirical data of two 
countries aiming to make it easier for the reader to see any possible similarity or dissimilarity of 
basketball clubs in one chapter.  

5.1	  Marketing	  of	  Finnish	  and	  Swedish	  Basketball	  Clubs	  
 
According to sport marketing theory, sport marketing is to some extent similar to 
regular marketing. However, as discussed previously there are some differentiating 
factors; previously being discussed as “marketing myopia”. Being one of the symptoms 
of sport marketing myopia, “winning solves all problems” psychology can lead 
marketers to believe that without winning games it is hard to have loyal fans (Mullin et 
al. 2007, p. 12). We can concur to some extent with this statement. This particular 
symptom has been observed in both countries, in several cases. As an illustration, from 
Sweden, Södertälje Kings interviewee explained that their relationships with fans are 
strengthened and affected by the result they get from games. The Finnish team of 
Tapiolan Honka emphasized the same ‘symptom’ by noting that the teams and the fans 
relationships are similarly enhanced by the clubs basketball success. Additionally, when 
some clubs, Kataja Basket and Tapiolan Honka (Finland) and Borås Basket, S.Kings 
(Sweden), said that their relationships on Facebook are built on undetermined 
relationship building strategy or mostly based on winning games, it connected with 
other important symptom of marketing myopia. Focus on short-term returns symptom 
argues that sport teams focus on short-term gains rather than long-term relationship 
buildings and research (Mullin et al. 2007, p. 12). None of the interviewed clubs had 
any analysis/research for their activities or the effects of marketing strategies they 
implemented on Facebook to their spectator numbers and merchandise, or relationship 
strength.  
 
As mentioned in theoretical framework, lacking marketing expertise of managers and 
marketing executives can be a challenge for clubs to develop a brand, which eventually 
can lead to limited understanding of brand potential (Beech & Chadwick, 2007, p. 194). 
From our empirical data we observed that, even though some Finnish respondents were 
part of club for a long time, they have been part of marketing activities only for a short 
period of time (2 months; 1 year) and additionally, marketing was not the only area they 
focused on. With wide range of daily and seasonal activities, social media was one of 
the tasks out of many that a single person was responsible for. It became evident, after 
the interviews, that most of the clubs were short on resources, more specifically the 
teams did not have resources to hire a person who would be solely responsible for 
team’s marketing activities (e.g. marketing analysis/research) and it eventually led to 
the absence of determined Facebook strategy. For several cases from both countries we 
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observed this trend and assumption can be made that allocating employee that formally 
engages with social media accounts was labor intensive or potentially a costly move for 
clubs.  For example, Tapiolan Honka mentioned that he was in charge of most of team’s 
operational activities (i.e., daily activities), thus making it very hard for him to be able 
to focus on the Facebook strategy of the team. In the same vein, team Borås basket 
explained that the team needed a full-time marketing employee to enable Facebook 
strategy to be implemented.    
 
Based on our theoretical framework, creating an integrated marketing plan can help 
companies to better serve consumers and represent company objectives holistically in 
all channels. However, it was also mentioned that companies do to some extent 
integrate marketing strategies to overall plan, and in most cases employing external 
agencies for managing SM was a common trend. Using external agents and lacking 
support of management have been mentioned as a threat to the integration of SM 
strategies to marketing plan. (Moorman, 2014; Comcowich, 2015) When it comes to 
Swedish basketball clubs, we found out that two of clubs use consultants for their social 
media management, and one of them (Sundsvall Dragons) argued that club’s Facebook 
management is done improperly and with same guidelines since 2011; companies (e.g. 
clubs) should adapt their SM-strategies with SM platform changes (Modern Marketing 
Partners, 2014). Interviewee also supported the point mentioned earlier in this paragraph 
about management support of integration. More precisely, board of Sundsvall Dragons 
was consisted of old players and managers who were persistent with traditional 
channels and not keen on moving towards SM platforms very much. In that sense it was 
hard to say that clubs had an integrated marketing plans which were management 
supported.  
 
Moreover, the preference of teams sticking with traditional channels consequently 
meant that the priority of team marketing was more on traditional marketing practices 
that was partially supported with SM platforms; for example visiting school and malls, 
to attract new fans and to see fans outside games, rather than connecting with fans on 
SM-platforms. As a case and point, Sundsvall Dragons pointed out that the team is ran 
by former coaches and players who are more familiar with the more traditional 
marketing channels than the new marketing channels (e.g., social media platforms), 
which consequently lead to the management to become, to some extent, blindsighted to 
recognize the potential of the new marketing media.   
 
Even though the Finnish and Swedish teams were lacking systematic long-term 
marketing strategies, where both traditional and modern (e.g., social media strategy) 
were integrated together, they were still active on both media. Teams from both 
countries had attempted many marketing activities that were in accordance with the 
theories introduced in theoretical framework chapter of this study, although teams did 
many of these marketing activities unconsciously. The connections between the theory 
and the empirical findings will be discussed further in the next sections. Further, the 
links between theory and empirical findings will be critically analyzed using our own 
interpretations to make rational meanings of these created links. 

5.2	  The	  CRM	  via	  Facebook	  	  
 
As theory implies, with the emergence of social media platforms businesses are now 
able to switch from pushing information out to market to more interactive mode where 
both parties (club and fans) have communication with and among each other (Kohli et 
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al., 2015, p. 37). In the modern form of communication model (SM model) businesses’ 
role is to facilitate the interactive dialogue that consumers (fans or followers) value. 
Eventually this dialogue and mutual relationship will lead to trust enhancement and 
increased loyalty (Baird & Parasnis, 2011, p. 30).  In a link with three key processes of 
relationship marketing, we have identified that basketballs clubs in Sweden and Finland 
have all the elements of relationship marketing on Facebook. Even though important 
points will be elaborated and analyzed in the following paragraphs, it must be noted that 
not every club alone had all those elements, nevertheless since we explore two countries 
we argue that from a holistic point of view our findings are in line and match with 
theories presented in our theoretical framework.   
 
According to Kotler & Keller, (2009, p. 531) the team’s holistic communication plan 
(IMC) is of high essence, as it adds value to the team’s bottom line. Our findings from 
the teams in both countries concur with the above statement. Teams in both Sweden and 
Finland practiced fan relationship enhancement and building - interactive 
communication - on Facebook (online) and during team’s local school visits and mall 
visits (offline), thus from our viewpoint the teams did practiced combined marketing 
communication. As an interesting case and point, team KTP (Finland) explained how 
their offline relationship practices complement their online practices. The team had 
noticed a correlation between the team’s local school and mall visits and the spread of 
eWOM, in other words, the more the club bonded with local fans offline the more the 
fans talked about the team online (Facebook), and as Korduplenski et al. (1994, cited in 
Matzler & Hinterhuber, 1998, p. 27) found the more the fans spread the word of the 
company the more the team’s bottom-line is increased. Moreover, the relationship 
tactics clubs practiced both offline and online, were closely inline what sport fans were 
looking for; craving for stronger relationship with the team, thus these tactics used 
without a doubt strengthening already established relationships between the team and 
the fans. Sundsvall Dragons used multiple SM-platforms (Facebook, Twitter, YouTube 
among others) to interact with the team’s fans. The previous illustration could be seen 
as a valid example how Swedish teams strengthened the already strong relationships 
with their fans. All and all teams both in Finland and Sweden had aligned their 
relationship management on both offline and online marketing to enhance their 
relationships with fans to consequently increase team brand awareness and ultimately 
the club’s bottom-line. 
 
Interestingly besides positive practices we have also found out contradictory outcomes 
as well that Swedish basketball club LF Basket expressed. Even though club’s aim for 
joining Facebook was to be in communication with fans, they refused to get into two-
way dialogue with followers stating that currently they are not in favor of getting 
questions through Facebook as they lack to find time to answer those questions. In 
accordance with previous research, limited engagement can make fans or followers to 
go to unofficial web- and social media pages, which eventually will diminish role and 
power of club over the customer relationships (McCarthy et al., 2014, p. 193). Same 
outcome has been found in the case of Swedish basketball club LF Basket. As a result 
of information push strategy and heavy one-way communication their followers’ and 
fans interactivity decreased on Facebook. Kataja Basket (Finland) was another example 
of one-way informative communication with fans that also proved to be starting point of 
low and decreased fan interactivity level on Facebook.  
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The crucial point, in the team’s interactions with fans, is that these interactions add 
value to the fan and ultimately to the team itself (Grönroos, 2004, p. 103). In other 
words, these interactions should provide the team with monetary value and the fans 
either monetary value or perceived value. It became evident, from the interviews that 
teams from both countries strongly used players in their marketing efforts. Nilan Bisons 
(Finland), for example, explained the importance of using players in Facebook 
communication. The team explained that the team’s players are used in team Facebook 
communication to give the fans ‘inside look’ to the club’s players’ leisure lives. In the 
same vein, LF-Basket told fans club “secrets” on Facebook. Furthermore, a player of 
Nilan Bisons managed the club’s Instagram account and interacted directly with the 
fans. These interactions could be seen as ‘exclusive’; that is to say, fans that follow the 
team on Facebook get ‘valued’ interaction and information from their club. The fans 
that follow the team on Facebook get additional value (i.e. perceived value) compared 
to the people who do not. Further, these fans get a stronger relationship not only with 
the team but also with the players, by following the club on Facebook. The 
representatives from Finland strongly felt that the more intimate relationship between 
the team and the fans led the fan to increase the team’s brand equity (e.g. spreading 
positive eWOM about the team). Our findings from the team interviews clearly showed 
how teams in Finland and Sweden were able to use meaningful interactions to add value 
both for themselves and the team’s Facebook fans. 

Last concept of relationship management was value creation between and among 
participants on social media. This value creation is the result of interaction happening 
between team and its fans on different platforms, in our case on Facebook. The concept 
argues that value must be created together in collaboration with stakeholders, rather 
than alone by business organization (Cova & Salle, 2008, p. 271; Lusch et al. 2007, p. 
7).  Among all nine teams we have identified that only one practiced co-creation with 
fans.  With those tactics club gave chance to its fans to have a say and control on club’s 
activities, which in accordance to Grönroos (2004, p. 99) enhance emotional bond and 
affiliation between two parties. Example of LF Basket illustrates the concept well 
enough; club had a discussion with fans on Facebook to get their ideas about 
reformulating club name.  However since club did this tactic only once it was hard to 
measure the effectiveness of the strategy. On the other hand implemented frequently, 
co-creation can bring perceived value of control to fans and monetary gains to clubs. 
(Schau et al., 2009, p. 31). LF Basket partially satisfied the fans latent requirements, 
thus made the fans delighted with not only the service offering but the club overall, by 
offering the fans control in the team’s decision making. 

Since we were studying fan communities and perceptions of basketball clubs about their 
management in Sweden and Finland we had to find out if clubs have all the markers that 
make up communities. According to Muniz and O’Guinn (2001, p. 412) for a collective 
to be recognized as a community it had to have shared consciousness, shared rituals 
and traditions and finally obligations to society.  When asked if club fans or Facebook 
community members have any behavior of opposing to competing brands (oppositional 
brand loyalty), in contrast with clubs from Finland, Swedish clubs answered that it was 
common to observe fans to talk in favor of their favorite team and against competitors. 
However oppositional brand loyalty always demonstrated in respective and logical 
comments, mentioned Sundsvall Dragons representative. Although clubs have not done 
specific strategies frequently to increase and stimulate fans’ “we-ness” and 
identification with club on Facebook, respondents’ observations regarding oppositional 
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brand loyalty on community pages let us say that Facebook community members had 
shared consciousness. One of rare examples that have been done by KTP (Finland) can 
be related to this particular marker as well as rituals and traditions, which is analyzed 
next.  
 
Furthermore, according to respondents from both countries their Facebook pages and 
communities were constantly filled with old and retired player video shoots that aimed 
to encourage fans to attend games. In addition to that, posting videos regarding teams’ 
great victories before and after games was something that both league teams doing. 
Practices in this kind help to spread meaning of club and maintain its culture (Muniz & 
O’Guinn, 2001, p. 412). As an example of rituals, KTP team asked its fans to take their 
pictures wearing club’s green jerseys and posted on team’s official fan pages, which 
again helped to spread word about club’s rituals and culture. Indication of those 
processes illustrate that online Facebook communities have also rituals and traditions 
marker. Finally clubs stated that members (fans) of their Facebook community have 
tendency to help each other in case of information search. Based on our empirical 
findings when there is a question posted on the club’s Facebook page or wall, user or 
fellow fans answer those questions before team employees noticed that. In association 
with Habibi et al. (2014, p. 155) statement moral responsibilities in brand communities 
enable members to help and support each other in case of information need, which is at 
the same time indicates last marker (obligations to society) of communities. Activities 
from this instance are important, because support for information, perpetuating culture 
of club or team, providing assistance to fans can lead to more loyal fans (Laroche et al. 
2012, p. 1756) 
 
It was important form research perspective to understand how clubs manage their fan 
communities, which also means how they manage community’s primary elements, its 
members. As illustrated in theoretical framework, based on community members’ 
(fans’) identification and affiliation there can be four different types of members 
(tourist, mingler, devotee and insider). Among all four, from marketing perspective it 
was important to find and reach to devotee and insider fans. (Kozinets, 1999, p. 254) To 
our question if clubs had any segmented messages or strategies on Facebook 
community, all teams replied negative. It was common that clubs’ had a unitary fan 
vision in terms of Facebook community, which can be misleading considering that not 
all club fans have same identification and affiliation with the team. Overall, there was 
feeling that efforts to know the customer were in deficit. As discussed in earlier 
sections, long-term relationship building and research were areas that clubs need to put 
more emphasis.  
 
Sport fans or consumers, according to theory can be different in nature as mentioned 
above. Yet they are one of the important components of clubs’ survival success. With 
greater satisfaction, attendance numbers to games clubs are able to attract sponsors and 
stakeholders. Thus studying them and their demands must be in the interest of clubs. 
(Beech & Chadwick, 2007, p. 93) After empirical data collection it turned out that few 
clubs have activities and strategies towards different types of fans. For instance, during 
interviews Sundsvall Dragons (Sweden) interviewee mentioned at least two types of 
fans (very loyal and potentially loyal fans) for whom they had different offline 
strategies. In a link to sport consumer literature (see theoretical framework chapter) 
sport fans can be diehard, fair-weather and theatregoers. In this regard Sundsvall 
Dragons had a determined strategy towards diehard and combination of fair-
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weather/theatregoers. In addition to this, they also had a theme days such as Valentines 
Day, family day etc. on Facebook targeted to different categories. Important to mention 
that all three types of fans can have varying needs and demands, which is crucial for 
teams to consider.  
 
 

5.3	  Control	  on	  Facebook	  Conversations	  	  
 
As evidenced earlier, positive or negative eWOM could have effect on team’s brand 
awareness and image in the same way as it spread around. Additionally, we have also 
mentioned that with the emergence of social media mediums businesses were 
challenged with controlling negative word of mouth and fostering positive ones to 
expand. (Hennig-Thurau et al., 2010, p. 311) Thus we aimed to find out how basketball 
clubs deal with negative comments of unsatisfied fans on Facebook, and turn them into 
their advocates.  
 
In general clubs had limited strategies on dealing with negative word of mouth problem 
or undesired comments of followers. In contrast with the findings of McCarthy et al. 
(2014, p. 183-184), basketball clubs in Sweden and Finland were not frustrated and 
concerned very much with the negative comments or thoughts of fans, stating they have 
observed those kinds of comments very rarely. However, with those infrequent cases we 
have been able to draw conclusions from the interviews. In terms of imposing extreme 
control on conversations on Facebook, clubs were attentive; believing that heavy 
control on conversation can lead to relationship termination, which is in line with the 
findings of previous researchers (McCarthy et al. 2014). Swedish basketball club 
representative Sundsvall Dragons added that, although the thoughts coming from fans 
cannot always be in favor of basketball clubs, they believed that releasing some control 
over conversations could make fruitful debates.  
 
Interviews suggested number of cases in which they exercised control on conversations. 
Both country representatives were differentiating cases being extreme and acceptable 
criticism cases for which they took different actions. With mild and acceptable cases 
clubs preferred to stay aside and listen, however on severe occasions Swedish clubs 
(especially Sundsvall Dragons) officially felt a need to take initiative on Facebook. 
Finnish clubs, in contrast, decided not get into conversation with severe cases on 
Facebook, rather having a press release. Getting into touch with fans and through 
dialogues solving problems was one of the strategies Swedish club Sundsvall Dragons 
used. As a matter of fact fans of Nilan Bisons were helping and protecting club against 
irrelevant and negative eWOM.  
 
Based on interview data, there were other clubs in Sweden (LF Basket, Sundsvall 
Dragons, Borås Basket & Södertälje Kings) and Finland (KTP & Nilan Bisons) that 
illustrated fans’ support for spreading positive eWOM on Facebook and outside of it. 
According to customer engagement cycle in theoretical framework, when customers 
start spreading word regarding company they become advocates of club (Sashi, 2012, p. 
263), which is observed in Swedish and Finnish league clubs. Again according to the 
same model for fan to become an advocate of its team they need to start with connecting 
with club. In the case of Facebook we can assume that when fan “Like” or “Follow” 
team’s official fan page they get connected. Next step that it takes towards advocacy is 
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interacting (Sashi, 2012, p. 261). Tapiolan Honka and Kataja teams from Finland, 
Jämtland Basket from Sweden expressed it was hard for them to have an eWOM 
strategy since interaction on Facebook page is not satisfactory. For the mentioned teams 
the chain to fan advocacy was breaking on the second step (interaction).  

5.4	  Reasons	  for	  Clubs’	  Facebook	  Presence	  	  
 
Examining the findings broadly, a more comprehensive picture could be drawn of the 
reason why our sample clubs had joined Facebook. A vast majority of the teams 
explained that they joined the medium because of its cost-effectiveness (the superior 
advertising reach of the medium without marketing media costs), its capabilities, which 
enable not only one-way informative communication but also two-way communication 
with fans and collaborative marketing efforts with sponsor. These findings are in line 
with Kirtis & Kaharan (2011, p. 260-268) and Erdogmus & Cicek (2012, p. 1355) who 
noted that social media marketing is a more cost effective way to market the company 
than the more traditional marketing mediums (e.g. TV commercials, newspaper ads, 
among others). 
 
The empirical data provides understanding why the sample teams were keen on joining 
cost-effective marketing mediums, like for example, Facebook. The Finnish teams had 
an average estimated annual budget of approximately 600.000 euros; budgets for 
Swedish teams were not found but to our knowledge the Swedish teams budgets were 
around the same as Finnish teams budgets. A vast amount of the teams budgets, were 
used to cover the teams running expenses (e.g. player and staff salaries, facility rents 
among other expenses). The examined teams could be seen as small or micro size 
organizations, based on the European Commission (2014) definition of organizations 
having a balance sheet total of 1€-10€ million and employees between 1 to 50. It is no 
wonder why teams were geared towards the more inexpensive marketing mediums, as 
they had scarce financial resources. In the same vein, it became apparent from the 
empirical data that the teams felt that they were operating with limited resources, thus 
undoubtedly making SM platforms more suitable for the teams. 
 
On the other hand, one of the more important determinants for the sample teams joining 
the medium of Facebook was its superior advertising reach, which was primarily taken 
advantage of by the teams posting information about upcoming events. However, team 
Tapiolan Honka explained that they did not have a clear objective why they joined on 
Facebook. Contrary to Tapiolan Honka, KTP-Basket and Nilan Bisons saw Facebook as 
a more interactive medium. KTP Basket noted that Facebook was used as an additional 
medium to interact with fans. Coupled with offline fan relationship building (e.g. team 
school visits, game events and other local visits) KTP-Basket used the platform of 
Facebook to further strengthen the relationships with fans. The team was not  limited to 
infrequent offline meetings with fans anymore, as they were now able to nurture and 
enhance their fan relationships around the clock on the medium of Facebook. The view 
KTP-Basket had on Facebook corresponded with Woodruff & Flint (2006, p. 240) 
concept of critical touchpoint (CTP), CTP being seen as areas where the company is 
able to ‘touch’ the customer at an emotional level. KTP-Basket view on Facebook could 
be seen as another complementary medium where the team is able to ‘touch’ the fans 
emotional, in other words, interact with fans and consequently enhancing their 
relationship with fans.   
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In the same vein Swedish teams, excluding Jämtland Basket, whose objective and 
reason for joining Facebook was unknown, emphasized that they were motivated to join 
Facebook, as the medium enable two-way conversations with fans. The Swedish teams 
Facebook behavior is in line with interactive marketing, which emphasizes ‘face-to-
face’ interactions both offline and online, as a means to build relationships (Coviello et 
al. 1997, p. 513-514). In addition, Swedish teams Facebook behavior corresponded with 
the primary reason why the platform of Facebook was created and exist; tying social 
connections and nurturing these connections (Smith et al. 2012, p. 105), in other words, 
the team tying relationships with fans and nurturing these relationships. Similarly, these 
teams’ Facebook objectives were in harmony with the evolution of marketing, which 
had been seen to evolve from the traditional one-way marketing (i.e. where 
communication happens from company to customer) to interactive two-way marketing 
(i.e. where communication happens mutually from company to customer and vice 
versa).  

5.5	  Branding	  of	  Finnish	  and	  Swedish	  Basketball	  Clubs	  
 
According to Kotler and Keller (2009, p. 277) a brand does not only differentiate the 
company from competitors’ product and services, but it also lets them to benefit from 
long lasting competitive advantages. Additionally as mentioned in theoretical 
framework, for sport clubs to have long-term success and high fan loyalty it was 
necessary to build four elements of brand equity (Beech & Chadwick, 2007, p. 193), 
which is discussed in this chapter for analyzing both countries teams. It became evident 
from the empirical study that basketball teams from Sweden and Finland perceive their 
teams as a brand, even though it turned out that none of Finnish teams had a written 
brand strategy. Nevertheless with acknowledgment that currently most of clubs work on 
their future strategies, they were consciously or unconsciously doing several practices to 
strengthen their brands. Each dimension of brand equity will be analyzed separately 
starting with perceived quality first.   

5.5.1	  Perceived	  Quality	  	  
 
As discussed earlier, perceived quality dimension is the least controllable one among all 
four dimensions. Reason is that most of the time it associates with the team’s 
performance on the pitch, which is out of control of sport marketer. (Beech & 
Chadwick, 2007, p. 189) However with the help of several brand elements it can be 
compensated. For instance, being one of brand elements, coaches and players were used 
frequently on basketball clubs’ social media pages, in both countries. In particular, 
Finnish basketball clubs were using both offline and online player engagement to 
support their brand and marketing activities. To be precise, visiting schools and 
universities, community meetings with fans and supporters together with coach and 
players were the main activities done offline. It became evident after empirical data that 
Finnish clubs use players’ videos and photos that were taken during offline campaigns 
on Facebook, which might lead to an increase in staff and fan engagement. KTP Basket 
(Finland) asked its players to post instant news, photos and videos regarding their daily 
lives, which gave an inside look into players’ life to fans on social media. According to 
Beech and Chadwick (2007, p. 190) these kinds of practices portrays players and 
coaches as quality individuals. Swedish clubs used similar tactics as well, with additions 
that posting pre- and after-game videos of players took place. However as mentioned 
before, the degree of players’ engagement or marketing was an issue raised by Swedish 
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clubs. Losing a player after building strong relationships between him and fans was 
something that would waste all efforts spent on it.  
 
Nevertheless although there were potential benefits of using players in club branding, 
only two clubs have felt less motivated for this strategy. Even though Tapiolan Honka 
(Finland) had a valid idea of using individual player branding by telling stories about 
club members, they did not use it frequently on Facebook. In the same manner, Kataja 
(Finland) team disregarded letting players interact with fans through official club 
Facebook page. Due to potential poor interaction between player and fans they decided 
not to use it for getting rid of brand damage. According to Beech and Chadwick (2007, 
p. 190) player related undesired outcomes can create negative brand image in the minds 
of fans, where Kataja team was quite right to be conservative. However authors 
continue by adding that those negative incidents can happen, but sport marketers job is 
to create appropriate branding programs that will protect brand when unexpected 
outcomes occur. Recalling statement of White (2012), it must be said that as service (in 
this context “sport”) branding is highly emphasized on people (people-side of 
branding), clubs need to look at individual branding of players that may contribute to 
the perceived quality of club (Beech & Chadwick, 2007, p. 190). Ignoring player 
branding can cause losing potential brand equity building chances in sport 
organizations.  

5.5.2	  Brand	  Awareness	  	  
 
For sport clubs with sufficient budget and resources, brand awareness was the most 
convenient dimension to control. According to theoretical framework, clubs with strong 
brand equity can easily attract offline media channels to increase the buzz around team 
(Beech & Chadwick, 2007, p. 190), however with improvements in SM sport clubs 
have chance to do it themselves with comprehensive promotional plans. Based on our 
findings basketball clubs both in Sweden and Finland still use traditional media 
channels with varying degrees. As discussed earlier, even though some clubs perceive 
potential of SM, they were highlighting the use of local newspapers or TV ads to let its 
fans know about news happening in club. In parallel with offline channels basketball 
teams went to Facebook saying that it was a low-cost medium to spread word about 
team. For instance, announcement of player visits to schools/universities or other public 
places, new player signings, information regarding upcoming games and etc. were done 
with Facebook, which according to Beech and Chadwick (2007, p. 190) sharing data 
about club to public increases the excitement and affinity for the team.  

5.5.3	  Brand	  Associations	  	  
 
Brand associations are fans’ feelings, emotions and ideas about sport organizations. 
Implementing strategies for brand associations is very crucial since it helps to form 
other brand equity elements and brand image of club/team. (Beech & Chadwick, 2007, 
p. 191) There are numerous dimensions such as success, star player, coach, logo 
design, identification, peer group and etc., which can be possible source of brand 
associations. However it is important to be aware of which dimension is important for 
team’s fans; strengthening unnecessary dimensions can be a waste of effort and time. 
After empirical findings it became evident that very few clubs have tried to determine 
what fans actually want. Instead, most of the time they have concentrated on providing 
information about upcoming events and games. 
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Brands from both countries were providing information regarding the team on 
Facebook, which according to theoretical framework gives fans chance to have inside 
look to their dream players. Delivering relevant information to fans on social media 
platforms increases the strength of brand associations (Beech & Chadwick, 2007, p. 
191-192). We have identified that Finnish club Nilan Bisons’s player is managing 
club’s Instagram account that allows fans to get instant and very close look into the 
club’s daily activities. However, on the other occasions (clubs), social media channels 
(including Facebook) were managed by other staff.  

5.5.4	  Brand	  Loyalty	  	  
 
Brand loyalty is one of the tools providing barrier against competitor actions and their 
strategies by securing loyal consumers (Riksidrottsförbundet, 2007). Interestingly, in 
sport industry threat to fan loyalty doesn’t come from direct competitors, but fans’ 
decisions of investment amount to team product and services (Beech & Chadwick, 
2007, p. 193). In general, the strategies we examined till this point lead to fan loyalty. 
For instance, basketball clubs attempts to bring players and club members together with 
spectators on Facebook, can boost the fans’ identification with their favorite club 
(Beech & Chadwick, 2007, p. 193). Player and fan engagement might be more efficient 
on offline conditions due to real-time interaction, but it does not diminish the role of 
online version of the process. Thus we believe that what basketball clubs do in terms of 
increasing fan identification is leading to their fans being more loyal.  
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6.0	  Conclusions	  	  
 
In the conclusion chapter, readers will be presented with the concluding thoughts and 
answer to research question based on the analysis done previously. First, we will start 
with research question, which will then be followed with objectives listed on the 
Introduction chapter.  
 
A qualitative study has been set to study basketball clubs’ branding and fan community 
management practices from Sweden and Finland. In total nine teams have been included 
into the sample and with the help of interviews we were able to collect empirical data 
regarding their relationship management, social media practices and word of mouth 
strategies. As mentioned in our first (introduction) chapter together with research 
question we aimed to answer three different objectives with the collected and 
qualitatively analyzed data.  

6.1	  Research	  Question	  &	  Conclusion	  	  
 
By selecting nine cases in total from two Nordic countries (Sweden & Finland), we 
have answered the research question stated below. Prior going to further paragraphs we 
should indicate that our results illustrated fewer differences between two neighbor 
countries branding and fan community management practices done on Facebook.  
 
“How do Swedish and Finnish basketball clubs manage their brands and fan clubs on 

Facebook?” 
 
Our study’s results revealed that clubs form both countries were (1) lacking behind and 
slow in terms of catching up with the updates and trends on Social Media platforms, e.g. 
Facebook. However, almost all of the interviewed team managers recognized the 
situation, accepted that there are rooms for improvement and with varying degrees they 
have already started working on the determined strategies. Today, cases that we have 
studied can hardly be compared to bigger sport clubs in Sweden or Finland in terms of 
marketing activities or budget. However if basketball teams want to strengthen their 
brand, attract fans or spectators to games they need to focus on achieving stable brand 
equity, which will lead to more sponsors and media agreements.  
 
We have identified that although basketball clubs do implement several practices, which 
will be mentioned in the following sections, those strategies were (2) short-term 
focused. To add on, symptoms indicated in sport marketing such as being result 
concentrated and shortsighted instead of building strong long-term relationships and 
research were also proved in the cases from both countries. Presumably, these 
characteristics may lead to the failure of recognizing the potential of brand fully (Mullin 
et al., 2007, p. 12). It can be understandable and might be assumed that with limited 
human and financial resources, clubs were striving to do their best. 
 
After our analysis we came up with the outcome that some part of the branding of 
basketball clubs are done offline through traditional tactics. However it does not 
completely eradicate the role of Facebook from the marketing activities. Clubs with (3) 
constant information delivery tried to keep fans informed and make their ties stronger 
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with them, which ultimately lead to have a popular brand (Brand Awareness). In 
addition to previous strategy, clubs tried to get into (4) two-way communication 
through competitions, open-end discussions and etc., which also supported club’s 
relationships with fans (Brand Loyalty). Following that we observed that teams use (5) 
individual branding of players for branding and fan community management of team. 
More precisely, using retired players for inspiring nostalgia & rituals/traditions (Brand 
Associations) and current players for maintaining fan and staff relationships (Perceived 
Quality) were the most remarked strategies.  
 
On the following sub-headings we will elaborate on the objectives we have stated in the 
early stages, which are related to relationships of team on Facebook, their image 
building and objectives for using Facebook.  

6.2	  Objective	  1	  	  
 

v Identify the perceptions of basketball clubs regarding their relationship 
management on Facebook. 

Conclusions drawn out of empirical data and analysis chapters showed us that 
basketball clubs have understanding of Facebook’s communication and interaction 
potential. Yet, few clubs due to reasons such as time, right employee and financial 
limitations used that potential inadequately. Additionally, there were perceptions stating 
that as followers and fans are hardly active on official Facebook pages, it was 
challenging and hard for a club/team to implement relationship management strategies.  
 
On the other hand, examples such as increasing bonds between team and its fans was 
one of mostly heard recognition that teams expressed regarding their relationship 
management on Facebook. Statements in this kind, demonstrated that although club 
managers have difficulties managing their mutual relationships with fans on Facebook, 
they do understand the value and benefits they can a gain through strong relationship 
execution.  
 
Relationship management is a strong tool that can help teams build their brand image 
and increase their fans loyalty through determined plans. Considering that Facebook has 
a great potential to inspire the above-mentioned areas, clubs need to reexamine their 
current strategies and systematize all actions. As we have identified in our analysis 
chapter, in total clubs were using communication, interaction and creating value. 
However, what they missed is the point that not all consumers (fans) have the same 
demand when they want to get into relationship with company. In that sense teams need 
to avoid the mentality of perceiving fans from unitary consumer or fan vision, meaning 
that fans should be divided into segments in social media platforms, particularly on 
Facebook to better serve them.  

6.3	  Objective	  2	  
 

v Investigate how Swedish and Finnish basketball teams manage the image of 
clubs on Facebook. 

We were able to identify some commonalities and dissimilarities how teams build 
awareness and image on the platform of Facebook. Furthermore, we identified that 
these commonalities and dissimilarities did not only occur between the countries clubs 
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but also between the same countries teams. Still, the variability between practiced used 
to build team awareness and image was higher in Finland than in Sweden. 
 
We found that one of the more common denominators between the Finnish teams was 
their sense of the team being successful. Our findings enabled us to see that majority of 
the Finnish teams highlighted their success when portraying the team on Facebook. 
Moreover, team success was not only used to increase brand awareness but also players’ 
success was at the center of teams brand building on the platform of Facebook. 
Ultimately, the activities performed, by the teams on Facebook, were strongly 
influenced by the teams’ past and present performances. 
 
In the same way, success was a strong determinate in the Swedish teams activities on 
Facebook. Similarly to the Finnish teams, Swedish teams build their brands in 
alignment with team success. Both players and the team were used on the medium to 
create a picture of successfulness around the team and as a consequence eventually 
increase brand awareness on the platform of Facebook. 
 
Another more common denominator between the Finnish teams was that most of the 
teams found community social responsibility as important. Teams showed their 
affection to the community through a variety of different activities offline. Moreover, 
these acts of community caring, also to a large extent, were carried to the team's 
branding activities on the platform of Facebook. 
 
In the same vein, a ‘redline’ could be drawn between some of the more common traits 
that Swedish teams used to build team awareness and image on Facebook. Similarly to 
Finnish clubs, Swedish clubs used activities that were geared toward to enhance their 
presence on Facebook through social responsible activities in the community. Similarly 
to the Finnish these social responsible activities were first implemented offline, 
however commonly these activities also extended to the medium of Facebook. 
 
Finally, based on the findings there was one rare activity carried out by only one team 
of all examined teams. The team’s brand image was not only created by team 
employees but also the team’s fans. Thus, the team did not solely try to increase 
awareness by itself but with the help of a key stakeholder.  

6.4	  Objective	  3	  
 
During our study with Swedish and Finnish primary basketball league clubs we have 
strived to identify the main reason(s) that encouraged clubs to use Facebook as an 
additional medium or marketing tool, and goals they aimed to achieve with Facebook 
presence.  
 

v Identify sample clubs’ primary objectives for using media platforms. 

We have identified that without incremental differences between two league teams, 
cost-effective nature of social media platforms (Erdoğmuş & Cicek, 2012, p. 1355) in 
general; Facebook in particular encouraged teams to be present on Facebook. 
Previously, basketball clubs were reaching out to their target audiences or in a concrete 
term fans, through paying money to traditional media channels such as newspapers or 
local television channels. However, they realized that with minimum cost and financial 
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resources they could do it themselves on Facebook. Thus, (1) cost saving was one of the 
objectives of clubs for joining to Facebook. 
 
Additionally, we have discovered that majority of clubs aimed to get into dialogue with 
their fans and followers through Facebook. For avoiding third parties or middlemen 
between club and fans they have decided to choose a platform (Facebook) where the 
fans were in majority and ready to get into dialogue. In that sense, we discovered and 
identified this objective as (2) convenient communication.  
 
Finally, last and most mentioned objective was to increase (3) brand awareness of club. 
Basketball clubs in our sample were aware of the fact that number of audiences and 
users on Facebook is large enough to create buzz around the club. Thus they have tried 
to manage their fan base with official Facebook page to increase awareness of club and 
ultimately increase game-attendances. 
 
To what extent have they achieved those objectives? What trends do they need to follow 
for taking future and further steps? – are some of the questions clubs need to ask 
themselves regarding their objectives. It would be interesting to study those areas, 
however for this particular study work the fall out of our scope.  
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7.0	  Contributions	  &	  Recommendations	  	  
 
This final chapter in our thesis will let readers know about our contributions, which will 
be followed with the recommendations. There will be two types of recommendations: 
first, we will present our suggestions towards basketball clubs and then further 
research recommendations to theory.  

7.1	  Contributions	  	  
 
Our research contributes to the industry with its findings in regard to social media brand 
management of sport clubs. The contributions of this research were geared towards 
adding more general understanding to the relative new way social media marketing and 
more particularly organizational marketing on the platform of Facebook. Moreover, 
there was a gap in the literature on sport marketing research done on less established 
sport leagues, thus our primary objective was to create understanding to both the field of 
sport marketing and social media marketing and more specifically Facebook marketing 
literature. The research was centered on the smaller sport leagues (basketball) in Finland 
and Sweden. Furthermore, a conceptual model was created to examine how more 
traditional marketing theories corresponded with club actions on the social media 
environment of Facebook.  
 
The research validated that to a large extent that these more ‘traditional’ theories of 
customer relationship management, and more specifically relationship marketing, brand 
equity were in fact implemented and used by the clubs on Facebook. Further research 
could examine if other relevant marketing theories are implemented and used by teams, 
in less established leagues, in the medium of Facebook. On the other hand, the research 
showed that there was a contrast between the managing of Facebook between more 
established leagues (i.e. Premier League) and the less established leagues of Finland and 
Sweden examined by us. Contrary to our findings McCarthy et al. (2014, p. 183-184) 
explained that Premier League teams are highly concerned with protecting the team’s 
brand and very concerned with negative comments. Teams in these less established 
leagues in Finland and Sweden were not concerned in protecting their brand images on 
the medium of Facebook. In the light of this finding, it could be valuable to further 
study the similarities and differences between the SM marketing practices used by 
established and less established leagues. There, could be various different reasons for 
why these teams from less established leagues are not concerned about negative word-
of-mouth being spread of their brand. Hennig-Thurau et al. (2010, p. 311) noted that a 
variety of companies find controlling and regulating negative word-of-mouth as a major 
challenge, thus it could be assumed that the teams were not worried about the spread of 
these comments, as they acknowledged that they were somewhat powerless to respond 
to it.  

7.2	  Implications	  for	  Basketball	  Clubs	  
 
The teams we have interviewed have agreed with the literature that Facebook’s role in 
the marketing activities are increasing, and sport clubs need to face the opportunities at 
the same time challenges social media platforms bring. Considering the results of our 
research we propose several recommendations that can bring value to the further 
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branding plans of basketball teams. In our study we realized that majority of basketball 
clubs have not formulated or written down a marketing plan, which captures all 
channels, they work with. Thus we suggest, clubs first need to be precise on their 
objectives and concrete goals that they want to achieve with each channel (traditional 
vs. social media), which will inspire whole strategies that team’s marketing crew need 
to implement.   
 
Our second recommendation is employing fulltime employee to efficiently manage 
Facebook page of team, and be constantly in touch with fans. However, it can be 
assumed that due to financial resources some clubs might do it themselves or through 
part time agents. In those cases suggestion would be to be in close touch and 
relationships with external agents to let them be aware of the objectives to be achieved 
(Moorman, 2014).  
 
Finally, we would like to recommend basketball teams to be welcoming to the culture in 
which club lets fans have a perception of co-creation and co-ownership. To elaborate on 
those, teams need to spread the mentality of mutual benefit and value creation not alone 
but including other stakeholders as well on Facebook (social media mediums). Since 
fans will feel being a part of brand creation, eventually it can increase their loyalty 
towards their favorite team. Additionally, fans will protect brand against external threats 
and spread positive word of mouth that may affect positively to the brand awareness 
and popularity.  

7.3	  Recommendations	  for	  Further	  Research	  	  
 
During our study of identifying branding and fan community management practices of 
Swedish and Finnish first league basketball clubs, we have spotted several opportunities 
for future research directions. Due to number of limitations, we were not able to go into 
deeper with the issues that will be listed and suggested. First of all, we have identified 
that some of the basketball clubs benefited from the services of external marketing 
agents, who might not have a detailed understanding of marketing objectives of club 
due to low interactivity between them and the team. Thus, it can be an area to be studied 
in order to find out how agent and club relations must be improved for better outcomes.  
 
Additionally, we must say that in this research paper our focus was the perceptions of 
clubs’ marketing representatives, which means that we have looked what clubs think 
they do. However, it is interesting to see to what extent their perceptions matches with 
what they actually do on Facebook page. Having a content analysis study and analyzing 
official Facebook pages might reveal valuable data in terms of assessment of the 
managerial strategies and reality. One extension can be made here by studying 
consumers’ (fans’) needs and wants, and compare/contrast them with clubs’ practices. 
In our study we have found that teams have hardly studied the needs and wants of their 
fans. Although at some point we aimed to study both parties (clubs & fans), because of 
time limitations we did not carry out that option. Thus we recommend making a 
research on fan demands. Results of this further research can be contributive in terms of 
letting them know to what extent they meet the basic criteria of sport marketing.  
 
Finally, our last further research suggestion would be conducting branding and CRM 
management in different cultural setting and countries. Reason is, in the beginning of 
our study we were expecting to have different practices from two countries, although 
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they are geographically close to each other. Our expectations turned to be partially 
inaccurate. However we still believe that results of samples from different geographic 
locations can report different practices. Hence, we suggest looking relatively remote 
cultures and countries.  
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Appendix	  	  

Appendix	  1:	  Interview	  Questions	  	  
 
Assured of confidentiality. 
 
Interview will focus on the relationship marketing, electronic word of mouth and fan 
club/community issues on Facebook.  Intention is to understand the basketball club 
marketer perspective on branding and fan club management.  
 
We will interview 5 basketball clubs from Sweden and 4 from Finland.  
 
To interviewee: Do you mind if we record the interview? – We don’t want to miss 
anything or get anything wrong! 

Interview	  Questions	  

 
Introductory	  Questions:	  
	  

1) How long have you been part of [club]?  
2) How long have you been part of [club’s] marketing activities?  
3) What is your position and tasks with the club? 
4) Are you employed at [club] on fulltime or voluntary basis? 
5) Can you briefly explain your daily duties? 

 
Main	  questions:	  

 
6) What type of social media club use? 
7) How have clubs responded to the growth of social media? 

a. And [club] specifically?  
b. Are you present on Facebook with official page?  
c. *If yes – Why did [club] join Facebook? Objective? 

 
8) Do you identify [club] as a brand? 
9) What comes to your mind when I say [team’s name]? 
10) What values do you want to convey with your brand? How do you think 

supporters perceive your brand? 
11) Have the fans had any input in the establishment of the identity of your team 

brand? In the case how? 
12)  What do you do to increase popularity of your brand? 
13)  How do you use players and their social media profiles in your marketing? 
14)  Do players interact with fans through individual SM profile or official club fan 

page?  
15) Have you experienced an increase/decrease in the number of spectators after 

joining to social media? 
• Products sold? 
• Sponsorship or media agreement? 
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16)  Do you monitor unofficial Facebook pages?   

a. If yes – what do you monitor?  
b. Why do you monitor? For negative word of mouth?  

17)  Is club interested in spreading positive word of mouth on Facebook? Any 
control on Facebook page conversations? 

a. *If yes – how do you encourage followers to have a positive talk about 
the brand? 

b. What actions do you take against negative (e) word of mouth? 
c. Do you perceive fans as a part of eWOM strategy and if yes how helpful 

are they? 
 

18)  Is Facebook (social media marketing) a part of your overall marketing strategy? 
Marketing plan?  

19)  Has Facebook had any impact on fan relationship marketing activity? 
20)  How do you work to create a long lasting relationship with the fans through 

Facebook? 
21)  How [club] communicate with fans on Facebook?  
22)  Is it common for [club’s] Facebook page that followers/fans interact with each 

other?  
23)  Does [club] try to motivate fans to interact with each other?  
24)  Does the [club] have segmented messages/content for fans? 
25)  Is it common that fans comment against competitors?  
26)  Do you use club rituals and traditions as a Facebook strategy? How? 
27) Do you have any cooperation with the unofficial social media fan 

pages/communities?  
28)  *If yes, what factors do you think strengthen relationships among fans in 

communities?  
29) Is there something that you think we forgot to ask about, which might be relevant 

when we talk about this topic? 
 


