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Abstract 

Purpose: To investigate how attitudes of hockey supporters change towards a sponsor-

ing company depending on fan type and team commitment. 

Background: Sponsorship has become a widely accepted and used as a communication 

tool. In Sweden, sponsoring is a large part of all advertising conducted in the country. 

Previous studies within the subject of sponsorship show that generally sponsorship is a 

good affair for companies that engage in it. When it comes to sports sponsorship, hock-

ey is the most developed sport in Sweden. 

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

and the fact that many people are very passionate when it comes to sports and their fa-

vorite teams.  Considering the massive amounts that companies invest in sponsoring it 

is of great interest to further investigate the effects of such activities. There is quite little 

research conducted within sports sponsoring in Sweden and therefore it is of interest 

both from businesses as well as the academic world to investigate the effects of spon-

sorship in a Swedish context. The main focus of this study is to investigate possible pos-

itive and negative attitudes towards sponsoring companies that sponsor different teams 

as well as effects on brand recall based on fan commitment. 

Method: In order to answer the purpose of this thesis a deductive approach was applied 

by collecting quantitative data from an experiment, control group and a follow-up study. 

Theories and previous research in the subject area was used in order to establish hypo-

thesis that later has been tested.  The data retrieved through the research was processed 

and analyzed using SPSS. 

Conclusion: The results show that attitudes towards the sponsor are positive when as-

sociated with the supported team and negative when associated with the rival team. 

Fans viewer frequency did not have a significant impact on positive attitudes towards 

the supported team while fan commitment had a strong impact on negative attitudes to-

wards the sponsor of the rival team. Brand recall was higher with highly committed fans 

and is correlated with fan commitment. It is concluded that negative attitudes are easily 

invoked by fan commitment while it is not as easy to build positive attitude with re-

peated viewings. 
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Sammanfattning 

Syfte: Att med uppsatsen undersöka hur ishockey anhängares attityd förändras 

gentemot sponsorföretag beroende på typ av fan och laglojalitet.  

Bakgrund: Sponsring har blivit ett allmänt accepterat och väl använt 

kommunikationsverktyg inom marknadsföring. I Sverige utgör sponsringen en stor del 

av all reklam som utförs i landet. Tidigare studier inom ämnet sponsring visar att 

generellt sett så är sponsring en bra affär för företag som sponsrar idrottslag och events.  

Sponsring av sport är också ett område där negativa effekter kan uppstå på grund av det 

faktum att många människor är väldigt passionerade när det gäller sport och sina favorit 

lag. Med tanke på att många företag väljer att investera stort i sponsring är det av stort 

intresse att undersöka effekterna av sådan verksamhet. Det finns idag väldigt lite 

forskning inom sportsponsring i Sverige och därför är det av intresse både för företag 

samt den akademiska världen att undersöka effekterna av sponsring i ett svenskt 

sammanhang. Fokus är att undersöka möjliga positiva och negativa attitydförändringar 

till följd av det sponsrande företagets assosiation med olika lag samt att undersöka 

konsumenters förmåga att komma ihåg sponsrande varumärken. 

Metod: För att besvara syftet med denna avhandling har en deduktiv metod tillämpats 

genom insamling av kvantitativ information från ett experiment, en kontrollgrupp samt 

en uppföljande studie. Teorier och tidigare forskning i ämnet har använts för att 

fastställa hypoteser som senare har testats. All information som har samlats via 

underökningar har bearbetats och analyserats med SPSS. 

Slutsats: Resultaten visar att attityden gentemot det sponsrande företaget är negativt när 

det assoicieras med motståndarlaget och positivt när det associeras med favoritlaget. 

Tittarfrekvens påverkar inte attityd positivt gentemot favoritlagets sponsor medan 

lojalitet är en starkt bidragande faktor till negativ attityd gentemot motståndarlagets 

sponsor. Lojala fans kan nämna fler sponsorer än icke-lojala, och lojalitet är en även en 

starkt påverkande faktor till detta. Slutsatsen blir att negativ attityd  framkallas lättare av 

lojala fans medan det är svårare att bygga upp en positiv attityd genom frekvent tittande. 
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1 Introduction 

This chapter starts with a discussion on the broader aspects of marketing and sponsor-

ship in genera1. The problem area along with research questions followed by the pur-

pose is presented. Perspective and delimitation discussion is followed by a list of defini-

tions and a disposition. 

1.1 Background 

In 2006, American International Group (AIG) signed the biggest shirt deal in world 

football history with Manchester United. The four year contract was worth £56.5 mil-

lion and made AIG the principal sponsor of the club (Manchester United, 2009). Two 

years later, the US Federal Reserve announced an $85 billion bailout to the insurance 

giant to save the company from collapsing following the global financial crisis (Federal 

Reserve, 2008). The following year AIG announced that they will not continue the 

sponsorship deal after it ends in 2010 (Times Online, 2009). This is just an example of a 

major sponsorship deal and while it may look like it was bad for AIG experts claim that 

it was in fact very good business after all since they were able to reach out to the mil-

lions of Manchester United fans in Asia which is very much a high growth market 

(Time, 2008). 

 

There are many forms of sponsorships and while far from all of them are of the same 

size as the AIG deal, the benefits of sponsorship are many. Masterman (2007) lists the 

following reasons as to why companies choose to engage in sponsorship: 

 

 Building of brand equity and awareness 

 Brand repositioning 

 Driving revenue 

 Enhancing internal relations 

 Showcasing products and services 

 Retaining competitive advantage by keeping other sponsors out 

 Demonstrating altruism 

 

Sponsorship is nowadays widely accepted and used as a marketing communications tool 

(Fahy, Farrelly, Quester, 2004). Some twenty years ago, simply engaging in sponsor-

ship activities was considered to give companies a competitive advantage but this is no 

longer true. Sponsorship is now an important area of marketing for itself and with so 

many companies competing for the advertising spaces in for example sports arenas and 

on teams’ shirts, sponsorship is no longer a guarantee for success (Fahy et. al. 2004). 

Sponsors must now compete with each other in order to catch the eye of the consumers. 

 

In Sweden, sponsoring is a large part of all advertising conducted in the country. The 

Institute of Advertising and Media Statistics (Institutet för Reklam- och Mediestatistik) 

report that sponsoring answered for almost 8 % of the total amount that companies in 

Sweden spent on marketing during 2008. This was more than the capital spent on both 

Television and Internet advertisements. 
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Previous studies within the subject of sponsorship show that generally sponsorship is a 

good affair for companies that engage in it although the return on investment and 

possible negative effects are mentioned. Pokrywczynski (1994) for instance, state that 

ads appearing inside an arena need 8-20 times more exposure than television 

advertisements to achieve the same effect. 

 

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

because of the fact that many people are very passionate when it comes to sports and 

their favorite teams (Turley & Shannon, 2000). Companies that sponsor a certain team 

do this not only to take advantage of advertising space on the clubs shirt but also to 

transfer some of the positive feelings people have about the team (Gwinner, 1997). 

 

An interesting question arises when you consider what the supporters of rival teams 

might think about the sponsors of their worst rivals. Dalakas & Levin (2005) for exam-

ple showed that some NASCAR fans have a negative attitude towards sponsors of rival 

drivers. 

 

Considering the massive amounts that companies invest in sponsoring it is of great in-

terest to further investigate the effects of such activities. In Sweden there have been 

very little research conducted within sports sponsoring and therefore it is of great im-

portance both from businesses as well as the academic world to investigate the effects of 

sponsorship in a Swedish context. It could be possible that due to cultural differences 

Figure 1 - Total Advertising Expenditure in Sweden 2008 
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and general marketing praxis, that the results would differ from the research conducted 

in the US. At the very least it is an important topic to explore. 

 

When it comes to sports sponsorship, ice hockey is the most developed sport in Sweden. 

Ice hockey is one of the biggest sports in the country and the highest league is called 

Elitserien. Elitserien consists of twelve teams and currently has a turnover of 1.2 billion 

Swedish Crowns. The games are visited by thousands of fans and the televised matches 

are watched by millions each year (Hockeyligan.se). 

 

As discussed in general marketing theory, companies use the marketing mix that con-

sists of the 4P’s. As a part of that, Promotional Mix can consist of for example advertis-

ing, public relations, personal selling, and sponsoring. Different types of sponsoring in-

clude events sponsorship, sports sponsorship, personal sponsoring and so on. The focus 

of this thesis will be on sports sponsorship of two specific teams: namely HV71 and the 

rival team Brynäs IF. The sponsoring company will be Stora Enso. The model below 

shows the specific focus area of this paper. 

 

 

1.2 Sponsorship 

Gwinner and Eaton (1999) state two reasons to why companies are choosing to enter the 

sponsorship arrangement. The first reason is to increase brand awareness and the second 

is to establish, strengthen or to change the brand image. The sponsorship of an event is 

also considered as a strategic activity with the potential to generate a sustainable com-

petitive advantage in the marketplace (Fahy et.al. 2004). 

Sponsorship related to sport activities on professional level has grown tremendously in 

the last 10-15 years. The economical turnover of the invested capital into sponsorship 

has been showing an upward curve (IRM-Media.se). However, making an investment 

into sponsorship varies from one company to another, depending on what the compa-

ny’s brand and core values are representing and what they are trying to achieve.  

 

Meenaghan (1991) compares sponsorship with advertising given that the money is in-

vested in an event for commercial purposes.  Consequently, the sponsor is buying the 

exposure that event will bring in terms of audience, and the image that is associated 

with activity in terms of how it is perceived.  

Sport sponsorship is considered by many as a very efficient communication tool where 

the company can reach a wide audience, change brand image, reputation, and gain com-

petitive advantage. It is at the same time necessary for companies to ensure that their 

Figure 2 - Focus of Thesis 
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brand image is associated with positive effects which might not always be the case. An 

example of a negative effect on a sponsor is the sponsoring of the hockey club Färjestad 

BK by the coffee producing company Löfbergs Lila. The team was playing in the match 

set which represented the company's colors. Later, the team changed it to another color, 

on the company's request, since the colors of Löfbergs Lila were associated too much 

with the team (Aftonbladet, 2006). 

 

Turley & Shannon (2000) mention captive service setting which they describe as an ex-

tended stay in a service facility or place where consumers cannot normally leave before 

the service has been performed, or they are reluctant to do so. When a person enters this 

setting they are often involuntarily exposed to advertising messages. Examples of cap-

tive settings include airport terminals, subway stations, and sports arenas.  

 

The cost efficiency of sport sponsorship is another important aspect to take into consid-

eration when the companies are engaging in such activities. Targeting the right audience 

at a reasonable cost and enhance the brand image are some of the main concerns that 

must be considered when the companies are choosing to get involved in sport sponsor-

ship. 

1.3 Problem Area 

Researchers have shown that due to the inherent feelings involved in sports, sponsorship 

is an efficient way to play on those feelings and to transfer them on to the sponsoring 

brand (e.g. Gwinner, 1997, Meenaghan, 1991). It is widely accepted that sponsorship 

can help to increase brand awareness as well as to improve brand image (Gwinner & 

Eaton, 1999). The problem is though that most of these studies have focused on events 

sponsorship or other types of sponsorship such as sponsorship of individuals or compe-

titions (Dalakas & Levin, 2005). Apart from the NASCAR study we have not been able 

to find much research that has explored attitudinal differences of fans towards rival 

teams and sponsors. This study is intended on decreasing the gap in this research area.  

 

Later in this thesis a number of theories will be presented that suggest that while spon-

sorship of a team will generate positive attitudes from fans, it will also have the exact 

opposite effect on rivaling fans and thus generate negative attitudes towards the brand. 

As expenditure on sponsoring continues to increase (Masterman, 2007), companies will 

be more and more interested in all aspects of sponsorships. Besides such effects as in-

creased brand awareness and improved image, attitudinal effects on fans of the spon-

sored team as well as rival teams fans should be investigated. Companies might ask 

themselves if they would still sponsor a team if they knew that in doing so they would 

invoke negative feelings towards their brand in everyone except the fans of the spon-

sored team and this is exactly what we intend to study. 

 

To do this, an experiment will be carried out on fans of HV71 hockey club from 

Jönköping, Sweden. It will take place before the game between HV71 and Brynäs IF. In 

the experiment we will ask fans of HV71 to answer questionnaires based on attitude to-

wards the brand and fan commitment. There will be two types of questionnaires handed 

out, one were we state that the chosen sponsor (Stora Enso) is a sponsor of HV71 and 

one where we state that Stora Enso is a sponsor of Brynäs IF. Note that fans of Brynäs 

will not be approached but instead two groups of HV71 fans will be manipulated with 

Stora Enso as a sponsor of HV71 for group one and Stora Enso as a sponsor of the rival 
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team Brynäs IF for group two. HV71 is a good example of a sports club that has rea-

lized the potential of sponsoring with over 300 sponsors and club partners ranging from 

very small local businesses to very large national companies such as Husqvarna AB 

(HV71.se). Further justification of choice of teams and sponsoring company can be 

found in the methods section. Besides examining differences in attitude towards spon-

sors of the two teams, we will also investigate brand recall as well as differences in atti-

tudes depending on fan commitment. Previous research as well as theories that are dis-

cussed in this study has been the basis of the research questions presented below. In this 

study we will test if hockey fans can have different attitudes towards a brand that they 

associate with their favorite team and a brand that is associated with a rival team. Fan 

commitment as an explanatory variable is also investigated as well as effects on brand 

recall. The study will provide businesses with more insight on how consumers are af-

fected by sponsorship activities and the diverse effects it might have on different groups 

of fans. 

 

The problem area is defined in the following questions: 

 

RQ1: What are fans attitudes towards the sponsors of their favorite team compared to 

the sponsors of rival teams? 

 

RQ2: Do these attitudes differ depending on how loyal the fans are to the teams in 

question? 

 

RQ3: What can explain the possible differing attitudes of fans towards the hockey 

teams’ sponsors? 

 

1.4 Purpose 

To investigate how attitudes of hockey supporters change towards a sponsoring compa-

ny depending on fan type and team commitment. 

1.5 Perspective 

This study will conduct research on how hockey fans are affected by sponsors of hock-

ey teams. The study will focus on the attitudes of fans towards sponsors of teams they 

support as well as sponsors of rival teams in order to gain better knowledge of the ef-

fects of sponsorship. This knowledge will be valuable for marketing managers in their 

decisions about sponsorship as well as to the academic world in contributing to the field 

of marketing and consumer behaviour. A number of hypotheses have been formed 

based on theories and previous research in the area and will be tested by conducting a 

quantitative research study. 

1.6 Delimitations 

This study is limited to the sport of ice hockey and focusing only on two teams, Brynäs 

IF and HV 71, which play in the first division Elitserien in Sweden. The study was con-

ducted before a game between the two teams outside the home arena of HV71. Moreo-

ver, the study was concentrated to the city of Jönköping and only the supporters of 

HV71 are involved as respondents. 
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1.7 Definitions 

Presented here are definitions of the most important terms used in this thesis. From now 

on, these are the definitions that will be used whenever any of these terms are men-

tioned. 

Attitude - A tendency to react in a consistent positive or negative way to a particular 

object, idea, or a set of information (Hair, Bush, 2009). 

Bias - A tendency to distort the results and thereby prevent proper treatment of a re-

search question (Hair, Bush, 2009). 

Brand Awareness – The proportion of the respondents that have heard of an assigned 

brand; brand awareness can be unaided or aided (Hair, Bush, 2009). 

Brand Image – Consumer's perception of products, services and communication that 

interpret and shape brand image (Kapferer, 2004) 

Brand Recall - Consumer's ability to name a brand when they receive a certain product 

category (Keller, 1993) 

Mean – The arithmetic average of all the raw responses; all values of a distribution res-

ponses are summed and divided by the number of valid responses (Hair, Bush, 2009). 

Pearson Correlation Coefficient – A statistical measure of the strength and direction 

of a linear relationship between two metric variables (Hair, Bush, 2009) 

Pilot Study – A small scale exploratory research that uses sampling, but do not apply 

rigorous standards (Zikmund, 2000). 

Simple correlation coefficient – A statistical measure of association between two va-

riables (Zikmund, 2000). 
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1.8 Structure of Thesis 

This section provides the outline of the thesis which is divided into seven chapters. 

Chapter one will provide the reader with a background to the research area and define 

the problem. The purpose is stated and perspective delimitations and definitions are pre-

sented. 

Chapter two presents theories and concepts that are used in the study. It starts with pre-

senting Cognitive Consistency theory and explains how Balance theory is included in 

the study. Moreover, the chapter explains Brand Image, Brand Recall and Mere Expo-

sure Effect and what role these concepts had in this thesis. In the end of the chapter the 

authors present their own model which illustrates the relationship between the hockey 

clubs, supporters and sponsors. Here the hypothesis are also presented that will later be 

tested. 

Chapter three includes a description of techniques used in the study as well as an ex-

planation of the research approach. The clubs that have been chosen for this study and 

the sponsoring company will be presented. Explanation on how the data was collected is 

presented as well. Also a more detailed insight into the pilot study, main experiment 

that has been made and a follow up study will be explained for the reader. It continues 

with an explanation of the data analysis process and how it will be used in this study is 

provided to the reader.  

Chapter four presents the results from the experiment and answers the hypotheses. The 

empirical findings are presented in numerical data which was drawn from and calcu-

lated in the program for statistical analysis called SPSS.  

Chapters five analyzes the empirical findings and discuss the hypothesis in the relation 

to the purpose and research questions. The analysis is made with a close connection to 

the theoretical framework used in this thesis.  

Chapter six concludes the study made, answers the research questions and fulfills the 

purpose.  

Chapter seven presents a critique of the study and provides recommendations for fur-

ther research. 
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2 Frame of Reference 

This chapter presents and discusses the theories used in the study as well as the related 

hypotheses. In the end of the chapter the research questions are presented along with 

each hypothesis. 

2.1 Choice of Theory 

In this chapter the theories that are used are presented and their connection to the study 

is discussed. This section deals with balance theory which is a part of cognitive consis-

tency theory. The authors chose to focus on balance theory due to its close connections 

to the research questions of this thesis. Moreover, balance theory highlights the attitu-

dinal change in people's behavior in order to achieve balance in their lives. Brand im-

age, in combination with balance theory will help authors to discover potential patterns 

between people's perception of a specific brand and underlying factors that may affect 

their attitudes. In this case the focus will rely on the sponsoring company. 

Mere exposure effect suggests that the number of times a person is exposed to a stimu-

lus can affect their perception in a negative or a positive way. This theory is appropriate 

for this thesis since the majority of the hockey supporters are more or less exposed to 

the brands of different sponsoring companies during the games. 

The first two sections in theoretical framework, brand image and brand attitude are pre-

sented in the framework since authors consider it important to get a wider understanding 

of the two concepts. It will be helpful to understand different situations that can influ-

ence brand image and brand attitude. The two concepts are briefly described as they are 

important to define in order to properly understand the other theories used. 

The combination of the above theories will help to understand potential changes in atti-

tudes. 

2.2 Brand Image 

Brand image can be defined as consumers’ impressions of a brands personality. Prod-

ucts, services, communication, all of the signals covered by the brand are referred to the 

way the consumers interpret them and will shape the brand image. A well known brand 

and a positive image about the brand is a great purchase influencer that affects the con-

sumer. Therefore, to have a positive brand image is important for all companies 

(Grönroos, 2002). 

According to Grönroos (2002) there are four different objectives contained in the con-

cept of brand image: it communicates expectations, it influences the perception of activ-

ities in a company, experiences and expectations from consumers will also shape the 

image, and finally, the company will also be affected internally out of its brand image. 

A brand image can be created through real experiences from the brand or imagined 

qualities that can be created through advertisements with a theme that are consistent. 

Briefly one can say that it can be created through personal and indirect experiences. Just 

as it sounds, personal experiences occur through personal contact with the specific 

company. When it comes to indirect experiences selective perception is important. Se-

lective perception is another word of how individuals interpret information to from their 

own image. (Kotler, Armstrong, 2004). 



Sponsorship – Attitudinal Effects of Sponsorship Jansson, Johansson, Mehrnoosh 

 
9 

Television, radio, magazines, and events are examples of some of the most important 

and most powerful components that images are created through (Mårtensson, 2008). 

2.3 Brand Attitude 

Brand attitude can be defined as: “how much a person likes or dislikes a brand or to the 

extent to which he or she holds a favorable view of it” (De Pelsmecker, Geuens, Van 

den Bergh, 2005, p 26). The probability that a person will buy a product or service in-

creases as the positive attitude increases towards a brand. One of the main reasons of 

marketing is to change the attitude to a more positive attitude toward the brand. Atti-

tudes towards brands are seen to be stable over time but with proper marketing the atti-

tude can be changed (De Pelsmecker et.al. 2005). One of the most important elements 

that influences attitude is brand awareness. 

Since people are exposed to large numbers of advertisings every single day and since 

people have a limited cognitive capability they tend to recognize a small amount of the 

advertisements they are exposed to. This is also called selective scanning (Blackwell, 

Miniard, Engel, 2006). One effective way to create more awareness is to use an incon-

sistent advertisement which is also called shock of difference. An inconsistent advertis-

ing is given more attention since it requires more effort to process (Stafford & Stafford, 

2002). It will be hard to use inconsistent advertisements at ice hockey games since the 

main type of advertisements in ice hockey arenas are signs with the sponsoring compa-

nies’ brand names. 

2.4 Cognitive Consistency 

Cognitive Consistency is one of the most fundamental theories within social psychology 

and has been studied and evolved for decades (Grohs, Wagner, Vsetecka, 2004). The 

basic idea is that human beings strive towards consistency in their lives and the choices 

they make. If they fail to be consistent they will experience negative feelings such as 

shame, guilt or stress (Harmon-Jones, Mills, 1999). 

 

A classic example used to illustrate the theory is that people tend to justify the choices 

they have made by “believing” that it was the best choice even though they know it was 

not. For example smokers can justify their choice of smoking by stating that it is not 

that bad for you after all or that they are just enjoying life while they can. This illu-

strates our need to be consistent in our lives, to quit smoking is a very hard thing to do 

and therefore it is easier to justify smoking by telling ourselves that it is not that bad af-

ter all. 

 

Another example is that students tend to rate the university that they got accepted to 

higher than the ones they got rejected from. People do this in order to make sense of 

their choices and to be consistent in their lives. Since the student did not get accepted 

and really cannot do anything about this it is much easier to say that the university 

which accepted him is just as good as the rejecting one. People tend to choose the ea-

siest of options when thinking this way. Admitting failure (smoking, getting rejected) is 

harder than simply denying things (justify smoking, ranking accepting school higher). 
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2.4.1 Balance Theory 

The balance theory has been proved to be one of the most established of all theories 

when it comes to attitudinal phenomena (Eagly, Chaiken 1993). Heider’s balance theory 

is seen as the first theory on cognitive consistency (Cartwright, Harary, 1956). The main 

idea with the balance theory is that people generally prefer to have harmony and balance 

in their lives. Consequently when there is imbalance people will try to change their be-

havior or attitude so that their lives will be in balance again. Therefore people have a 

tendency to like things that are associated with what they already like and therefore 

people also tend to dislike things that are associated with what they already dislike, or 

else there will be imbalance. 

The balance theory can easily be used in the context of sports and sponsorship.  When 

fans are strongly attached to a team it is most likely that they will have a positive atti-

tude towards the companies associated with the team. When fans strongly dislike a team 

it is also believed that they dislike their sponsors, according to the balance theory. 

Heider (1946) introduced the concept of a POX triple; P is equal to a focal person, O is 

another actor and X is a third person (or object). The concept of POX triple is shown in 

figure 3. 

When triples are in balance, they are seen as stable, imbalanced triples are seen as natu-

rally unstable and they generate tension between the actors involved. 

One example that illustrates the balance theory is; John (P) likes to watch ice hockey 

(X) on television, and Lisa (O) does not like ice hockey that much. This is illustrated in 

the second triangle in the imbalance row. Lisa likes John and she values their relation-

ship, consequently this relation is now in imbalance. This relation would be in balance 

if Lisa changed her mind about ice hockey (first of the balance triangles) or if Lisa de-

cides not to be a friend of John anymore (fourth of the balance triangles). Since two 

people do not always have the same attitudes and feelings towards an object, this can 

create discomfort or in other words imbalance in the psychological way. As stated in the 

previous section, people tend to choose the easiest way out. In this case it means that 

Lisa will probably start watching hockey with John rather than stop being friends with 

Figure 3 - Balance Theory – The Triadic Configurations of Balance and Imbalance 
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him because he likes hockey. This will happen since her positive relationship with John 

is probably stronger than her negative feelings about hockey. 

Usually individuals strive to have balance in their interpersonal relation, when there is 

imbalance in a relation pressure or tension makes individuals to change the relation to-

ward a balanced relation with less or no tension/force (Zajonc, 1960). Thus they will ei-

ther end the relationship with the other person or change their mind about the object.  

Heider’s balance theory was developed over 50 years ago and the theory has been de-

veloped for years by other researchers. Moreover, the theory was further extended to 

social groups by Newcomb in 1961 (Hummon & Doreian, 2003). The generalization of 

the balance theory by Cartwright and Harary (1956), together with the development to 

social groups was important steps in the development process of theory. The literature 

related to the balance theory was divided into two streams. Some stayed with Heider’s 

ground model while other preferred to use Cartwright and Harary’s generalization of 

Heider’s approach (Hummon & Doreian, 2003). 

The negative side of balance theory is that Heider proposes that the relationship always 

is equilateral. In some conditions P can like O at the same time as O dislikes P. In our 

case this can be ignored since the brand itself will not have feelings (Woodside & Da-

venport, 2004). Balance theory can also have some problems to represent complex and 

rich phenomena (Simon, Snow & Read, 2004). 

Balance theory is mostly used in researches of social relations in groups, but researchers 

have shown that the theory has a much wider area of usage than just social relations in 

groups. A research by Fournier (1998) showed an intimate relationship between con-

sumers and brands is equal to that of person and person since the brand can be viewed 

as having its own personality. 

The study showed that instead of using a second person in Heider’s pox model it would 

result in the same outcome when using an object, i.e. an ice hockey club.  Woodside & 

Davenport (2004) showed this by combining the research of Heider and Fournier and 

changed Object to Brand; therefore Heider’s balance theory can be used in research be-

tween ice hockey clubs and brands. The authors assume that it is easier for a person to 

change his mind about the sponsor rather than changing his mind about the team that 

they support. This may not be the case if the sponsor is a company with very bad reputa-

tion and the negative feelings towards the company are stronger than the positive feel-

ings towards the team. This is not the case with Stora Enso though. 

In other words, based on the balance theory, we form the hypothesis that a person who 

is a fan of a team, in this case HV71, is likely to have a positive attitude towards the 

sponsor of that team. On the same note a person who dislikes a team for instance be-

cause they are rivals of HV71, is likely to have a negative attitude towards the sponsor 

of that team. Hypothesis one and two are modeled out in section 2.3.1.1. 
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This gives us our first pair of hypotheses: 

H1: Fans will have a relatively more positive attitude towards the sponsor of 

their favorite team. 

H2: Fans will have a relatively more negative attitude towards the sponsor of 

the rival team. 

 

We extend the idea of Balance Theory and incorporate the Mere Exposure effect in the 

next section. The idea here is that the direction of attitude is determined by balance i.e. 

fans of a team will be positive towards own sponsor and negative towards an opposing 

sponsor. The strength of these attitudes will be determined by exposure which is ex-

plained next. 
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Person 

HV71 Sponsor 

Imbalance situation 1: Person is a fan 

of HV71 but not of the sponsor. 

Person 

HV71 

Balance situation 1: To create bal-

ance, the person will start liking the 

sponsor. 

Sponsor 

Person 

Brynäs IF Sponsor 

Imbalance situation 2: Person dislikes 

Brynäs and likes (or is neutral to-

wards) the sponsor. 

Person 

Brynäs IF Sponsor 

Balance situation 2: To create bal-

ance, the person will start to dislike 

the sponsor. 

Negative Attitude 

Figure 4 Applied Balance Theory Model 

Positive Attitude 

Hypothesis 1: 

Hypothesis 2: 

2.4.1.1 The Balance Theory Model 

This is the Balance Theory Model applied to the relationship between fans, the team and 

the sponsor. 
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2.5 Mere Exposure Effect 

 Mere exposure effect is the psychological phenomenon which states that the more ex-

posure we have to a stimulus the more we will tend to like it. This stimulus can be any-

thing from people to commercial products or different brands. When people have to 

make a choice, they often choose the familiar alternative before the unfamiliar. Howev-

er, after a certain number of exposures people tend to ignore it and if the exposure con-

tinues it may even contribute to negative responses to the message. The first research in 

this area was made in 1968 by Robert Zajonc. In the study Chinese characters were 

showed to people from 1 to 25 times, asking them to guess the meaning. The more 

times they were exposed to the characters the more positive meaning they gave (Zajonc, 

1968). The brands of sponsoring companies are regularly exposed to the visitors of 

hockey games and even for those who are following it through the television. This phe-

nomenon of mere exposure effect is well suited to our problem due to its close connec-

tion to people's perception of various products and brands. Here we will test on how the 

visitors of hockey games are affected by the exposure of a specific brand. In other 

words, based on the Mere Exposure Effect, we form the hypothesis that fans that watch 

games on a regular basis and follow the team are exposed more to the sponsoring brands 

and thus should develop a more positive attitude towards these brands. This gives us the 

following hypothesis: 

H3: HV71 fans viewer frequency should be positively related to attitude towards the 

sponsor of HV71. 

 

The authors also make the assumption that the stronger the relationship a person has 

with the team the stronger the attitude towards the sponsor will be. As stated earlier we 

hypothesize that the direction of attitude (positive/negative) is determined by balance 

and the strength of attitude is determined by commitment. For example a very passio-

nate and committed HV71 fan will have stronger negative feelings towards the sponsor 

of a rival team than a fan that is not committed to the team at all. 

From this we form the following hypothesis: 

H4: Fans commitment towards HV71 should be negatively related to attitude 

towards the sponsor of the rival team. 
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2.6 Brand Recall 

Consumers’ ability to recall a brand is called brand recall. One of the main aspects when 

it comes to brand recall is that the individual should be able to generate the brand from 

memory (Keller, 1993). The decision of buying a certain product are usually made be-

fore entering the store and because of this if a brand has poor recall that product will not 

be chosen. Therefore, in product categories that are purchased frequently brand recall 

can be very important. The requirements for building up a high brand recall are either 

many repetitions or in depth learning experiences. A high level of brand recall through 

constant exposure can create more than brand awareness; it can also minimize the recall 

of other brands in the category (Aaker, 1991). 

When faced before a decision it is often the brand first recalled by the consumer that is 

chosen given that the attitude towards that brand is positive (Percy & Rossiter, 1992). 

Lardinoit & Derbaix (2001) showed that sponsorship messages on television are more 

effective than in-field sponsorship such as billboards and signs in arenas. The study 

showed that in general, sponsorship activities can increase brand recall although it was 

suggested that brand recall can change depending on the setting and the level of in-

volvement of the viewer. Based on this we form the following hypothesis:  

H5: HV71 fans commitment to the team should be positively related to brand recall. 
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Highly 

Committed Fan 

Low Committed 

Fan 

Favourite Team Rival Team 

Sponsor 

High Sponsor 

Recall 

Negative Attitude 

Positive Attitude 

Low Sponsor 

Recall 

2.7 The Sponsor Attitude Model 

The authors have constructed a model to show the relationship between the fans, the 

team and the sponsor as derived from the hypotheses. The reasoning behind the pro-

posed relationships is explained in the theoretical framework and is here presented vi-

sually. It is constructed from the following parts: 

Highly Committed Fan: The committed fan is more positive towards the sponsor of 

his favourite team (Hypothesis 3) and at the same time more negative to the sponsor of 

the rival team (Hypothesis 4). Depending on which team the fan thinks that the compa-

ny is sponsoring, he will have either a positive or a negative attitude towards the spon-

sor (Hypothesis 1 and 2). 

Low Committed Fan (or person with no team preference): Is not affected by any team 

preference and thus should not have a skewed preference about the sponsor. Sponsor re-

call will also be low. 

High Sponsor Recall: Highly Committed Fans are exposed more to the sponsoring 

brands and thus should be able to recall more sponsors (Hypothesis 5). 

Low Sponsor Recall: Low commitment fans will not visit or watch many games and 

will not be exposed to the sponsor messages as much. Because of this they will not be 

able to recall as many sponsors as high commitment fans can. 

  

Figure 5 - The Authors Sponsor Attitude Model 
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2.8 Research Problem and Hypothesis 

This shows each hypothesis listed next to the related research question. 

 

Research Questions 

 

Hypotheses 

 

RQ1: What are fans attitudes towards the 

sponsors of their favorite team compared 

to the sponsors of rival teams? 

 

 

H1: Fans will have a relatively more posi-

tive attitude towards the sponsor of their 

favorite team. 

H2: Fans will have a relatively more nega-

tive attitude towards the sponsor of the ri-

val team. 

 

 

RQ2: Do these attitudes differ depending 

on how loyal the fans are to the teams in 

question? 

 

H3: HV71 fans viewer frequency should 

be positively related to attitude towards the 

sponsor of HV71. 

H4: Fans commitment towards HV71 

should be negatively related to attitude to-

wards the sponsor of the rival team. 

H5: HV71 fans commitment to the team 

should be positively related to brand re-

call. 

 

 

RQ3: What can explain the possible differ-

ing attitudes of fans towards the hockey 

teams’ sponsors? 

 

 

This question will be answered theoretical-

ly and empirically through the use of pre-

sented theories and experiments. 

Table 1 - Research Problem and Hypotheses 
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3 Method 

This chapter includes a description of the techniques used in the study as well as an ex-

planation of the research approach. A presentation of the pilot study and a discussion 

on the questionnaire is also included.  

3.1 Research Approach 

The research questions stated in this thesis are aimed to discover the attitude change 

among supporters of HV71 and how that is affected by the fans team commitment. 

Moreover, the loyalty of the supporters will be taken into consideration in order to ex-

plain possible differences in their attitudinal change. The methods have been chosen to 

be able to answer the research questions as follows: 

RQ1: What are fans attitudes towards the sponsors of their favorite team compared to 

the sponsors of rival teams? 

 

RQ2: Do these attitudes differ depending on how loyal the fans are to the teams in 

question? 

 

RQ3: What can explain the possible differing attitudes of consumers towards the hock-

ey teams’ sponsors? 

Quantitative data are numerical data or contained data that can usefully be quantified to 

help answer the research questions and meet the objectives (Saunders, 2009). The au-

thors chose to collect quantitative data in order to receive as many answers as possible 

and to be able to generalize the results to some extent. Since the research is aimed to in-

vestigate the behavior of a large group of people the quantitative approach is more suit-

able for this thesis. 

In this study the deductive research approach will be implemented since the hypothesis 

stated are based on already existing and well established theories. The data will mainly 

be gathered at Kinnarps Arena where HV71 play their home games. That will be done 

through questionnaires which will be handed out to visitors of the game. 

The study of the supporters will be implemented through an experiment where the rela-

tionship between independent and dependent variables will be observed. There are two 

different approaches that can be used for the research: explanatory and exploratory. Ex-

ploratory research aims to seek new insights and draw new theories from the studies. 

However, the authors will use an explanatory approach that deals with the correlation 

between different variables, which is more suitable for this thesis. 

3.2 Deductive approach 

The structure of deductive studies is usually based on theory which can be narrowed 

down to a more specific hypothesis that can then be tested and confirmed or rejected. 

Deductive studies starts with a general theory and ends with a specific conclusion 

(Saunders, 2009). One important thing to have in mind when conducting a deductive re-

search is to use a highly structured methodology to insure the reliability of the research. 

When conducting a deductive approach it is necessary that the researcher is independent 

of what is observed. The way the questions are phrased and the choice of questions will 

also affect the research (Saunders, 2009). As stated earlier this thesis will use the deduc-



Sponsorship – Attitudinal Effects of Sponsorship Jansson, Johansson, Mehrnoosh 

 
19 

tive approach. Theories that will be used are mentioned earlier in the paper and have 

been narrowed down in order to specify the hypothesis that will be tested against the 

empirical findings. The counterpart of deductive research is inductive research which is 

when one collects data and develops a theory as a result from the data analysis (Hair & 

Bush, 2009). In other words the inductive approach will not be used since the focus of 

this research is not to develop a theory but to test existing theories. 

3.3 Explanatory Method 

Explanatory studies aim to determine the accuracy of the theory and test a theory’s pre-

diction or principle. The primary goal is to study a situation or a problem in order to ex-

plain the relationship between dependent and independent variables (Saunders, 2009). 

The data will be subjected to statistical tests such as correlation in order to get clearer 

view of the relationship. To understand the relationship between variables semi-

structured interviews can be used. In order to gather statistical data structured interviews 

may also be used. This study will focus on trying to find a relationship between differ-

ent variables and therefore an explanatory method will be used. The dependent variables 

that will be used in this study are attitude towards the sponsor and brand recall. The in-

dependent variables are fan commitment and viewer frequency. In the experiment we 

will manipulate Stora Enso as a sponsoring company of Brynäs IF in order measure 

changes in attitude with the fans. 

Another alternative to explanatory method is exploratory study, where the main focus is 

to find out what is happening, to seek new insight or to get a deeper understanding of a 

problem (Zikmund, 2000). This method will not be used in this research since it will not 

help answering the purpose of the thesis. 

3.4 Secondary and Primary Data 

Secondary data is the information that is collected from external sources and can be 

found in magazines, reviews, research articles, TV and internet (Saunders, 2009). In 

comparison to primary data, secondary data is much easier and cheaper to acquire. 

However, problems can arise associated with secondary data such as the reliability and 

accuracy of the information. Since the authors in this thesis do not have the time or 

money to collect all the data on their own some secondary data will be used. Examples 

of secondary data that will be used in this paper are the statistics and figures describing 

sponsorship and advertising expenditures in figure 1 and 8. 

Primary data on the other hand is the information that is collected by the researchers. 

Primary data is more time consuming and often more costly to acquire compared to 

secondary data. One of the benefits of using primary data is that it is often more reliable 

since the research is done by the researchers themselves. Methods that can be used 

when collecting primary data can are interviews, surveys and observation (Saunders, 

2009). This thesis will consist of primary data collected through questionnaires. This 

will be used in order to test the theories described in the study. The collection procedure 

is described in detail in section 3.7. 
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3.5 Quantitative Data 

Qualitative and quantitative are terms that are widely used in the research area. Quantit-

ative data is mostly used as a synonym for all types of techniques or data analysis that 

generates numerical data. A technique which often is used in quantitative studies is 

questionnaires and the analysis of the data is often done with graphs or statistics (Zik-

mund, 2000). Quantitative data will be used in this research since questionnaires will be 

handed out and the answers will generate numbers that will be analyzed in SPSS. This 

is suitable when studying large groups of people such as visitors of a hockey game. 

3.6 The Choice of HV71, Brynäs IF and Stora Enso 

It is very important to present here why HV71 and Brynäs IF have been chosen as the 

clubs to study as well as to justify the choice of Stora Enso as the sponsoring company. 

First off, HV71 is the closest located top ranked club to Jönköping International Busi-

ness School where the study is based. It is also commonly recognized as one of the top 

hockey clubs in Sweden both when it comes to achievements on the ice as well as on 

the financial stage (Hockeyligan.se). When it comes to Brynäs IF it was simply the tim-

ing of the game between HV71 and Brynäs that was suitable considering the planning 

of the study. It was therefore both convenient and suitable to study these clubs. Second-

ly, Stora Enso was chosen as the brand to sponsor HV71 (and opponents Brynäs IF) in 

the experiment. The aim was to pick a “neutral” company in terms of attitude. Since the 

goal of the study is to measure changes in attitudes towards the brand, it was important 

to choose a brand that people do not have an initial strong positive or negative attitude 

towards. It could be argued that a made up brand would be the best choice for this al-

though in that case the questionnaire would be in need of having a lengthy and time 

consuming introduction to the brand which was impossible for this study due to re-

straints in both time and funding. The choice came down to Stora Enso based on discus-

sions with tutors and colleagues and it was decided that Stora Enso was the best choice 

of a company that people have no real preference about even though most people will 

recognize it. This was also confirmed by the results from the control group as seen in 

section 4.1. 

Another possible argument is that Stora Enso operates in the B2B business and thus has 

nothing to do with the consumers. Again, this was a conscious choice because by choos-

ing a B2C company such as a retail store or a bank the risk of people having predeter-

mined attitudes was going to be much higher. Also, even though the objective of Stora 

Enso’s sponsorship of HV71 might not be to increase brand awareness or attitude, this 

is really not relevant for this study. It is not interesting whether or not Stora Enso gain 

anything by their sponsorship but instead to measure the overall changes in attitudes 

that fans have towards sponsoring brands. 

3.6.1 Company Overview of HV71 

HV71 is an ice hockey club playing in the top league named Elitserien in Sweden. 

HV71 was founded in 1971 through a merger between Husqvarna IF and Vätterstads IF. 

Since 1985 HV71 have been playing in Elitserien and the club is now seen as one of the 

best hockey clubs in Sweden. HV71 have won the Swedish championship three times, 

last time was 2008. In the 2007/2008 season HV71 had a turnover of about 140 million 

Swedish Crowns, the turnover has been increasing rapidly over the last ten years. Spon-
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sorship is a very important source of income for the club. About one third of HV71’s 

income comes from sponsorship (HV71.se).  

The main sponsor of HV71 is Husqvarna AB and has been maintaining that position for 

many years.  As to date HV71 have more than 300 sponsors and partners. Other major 

sponsors that HV71 have are; KPMG, SEB, Kinnarps and Systeam. The home arena of 

HV71 is also called Kinnarps Arena (HV71.se).   

The figures below show the income of HV71 during year 2008 and were the income 

comes from. Game tickets are the largest part of their income and advertise-

ment/sponsors are second largest. It shows that the income from advertisement/sponsors 

is equal to 46.9 million Swedish Crowns.  As already mentioned sponsorship is a vital 

part of HV71’s income (HV71.se). 

 

Figure 6 - HV71 Income 2008 

3.6.2 Company Overview of Brynäs IF 

There is no specific reason for why Brynäs IF was chosen for this research. It was rather 

more appropriate for the authors to choose Brynäs IF since the game against HV71 were 

scheduled in mid-autumn, and that allowed the authors to conduct the study in time. 

However, any other team in Sweden playing against HV71 could have been the target 

for the research. As pointed out earlier, the teams chosen for the experiment was not 

important in itself, they merely serve as examples. 

Brynäs IF is a hockey club from Gävle that play in Sweden's highest division, Elitse-

rien. The club was founded in 1921 and has a rich history, including 12 won champion-

ships on its consistent track record and they have never been relegated to a lower divi-

sion. The main sponsor of Brynäs IF is the largest coffee producing company in Scandi-

navia, Gevalia. However, there are more than 100 different sponsors and club partners 

to Brynäs IF.  

Brynäs IF has demonstrated a profit of 3.6 million and a turnover of 117 million Swe-

dish Crowns in 2009 (Gd, 2009). Moreover, revenues have increased with 70% to 22 
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million Swedish Crowns, during the year of 2007 through sponsorship and sales 

(Brynäs, 2008). 

3.6.3 Company Overview of Stora Enso 

Stora Enso is a global paper and packaging production company with 29 000 employees 

in more than 35 countries. In 2009 total sales amounted to 11 billion Euros (Stora Enso, 

2009). They mainly do business with industrial companies and other businesses which 

makes them a B2B company. The authors chose to use Stora Enso as the sponsoring 

company in this study because most people will know the company name and what they 

do without really having any negative or positive feelings about the brand. It was impor-

tant to choose a company that most people will know of so that there is no need for a 

lengthy introduction to the company in the questionnaires. 

3.7 Data Collection 

3.7.1 Sampling 

Since the goal of this research is to study the attitudes of hockey fans and fans of HV71 

in particular, the authors chose to conduct the study outside the home arena of HV71 

called Kinnarps Arena. The recipients were approached before the game between HV71 

and Brynäs IF which took place on the 31
st
 of October 2009. The reason to conduct the 

study before a game and outside the arena was that it was important to reach people that 

actually are fans and visit the games. This was the best way to ensure that people with a 

strong connection with the team and that watch games on a regular basis are studied and 

thus a field experiment approach was chosen. Strengths and weaknesses with the field 

experiment method are described in the section on validity. 

Since the experiment consists of two groups, the researchers split up and handed out 

questionnaires around two entrances located on opposite sides of the arena. On the one 

side, questionnaires which stated that Stora Enso was the sponsor of HV71 were handed 

out and on the other side the questionnaires were manipulated with Stora Enso as the 

sponsor of Brynäs IF. The questionnaires were handed out only to fans of HV71 and not 

to any Brynäs IF fans. 

Each group consisted of 30 recipients since this is the statistical rule of thumb (Aczel, 

Sounderpandian, 2006). The questionnaires were handed out and collected until the de-

sired goal of 60 was reached. All of the questions in the questionnaire were filled in, 

and the number of unanswered questions was zero, thus the authors reached a satisfying 

result for their study. Since the experiment on the two groups took place on the same 

date, place and at the same time, bias due to external variables was minimized (Aczel, 

Sounderpandian, 2006). All of the 60 respondents indicated that they were HV71 fans in 

the questionnaire. Of the 60 people, 50 were male and 10 female; they ranged from 19-

69 in age and were on average 37, 6 years old. 

3.7.2 Experiment 

The main purpose of the experimental research is to allow the researcher to control the 

research situation in order to be able to evaluate casual relationship among variables. 

Therefore, the researcher manipulates a single variable in the experiment while other 

variables holds constant (Zikmund, 2000). The main difference of the experiment com-

pared to other research methods is that the researchers have more control over the re-
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search situation. The experimenters have the possibility to create an artificial situation 

or intentionally manipulate a given situation. Usually, in an experiment one variable 

(the independent variable) is manipulated and its impact on the other variable (the de-

pendent variable) is measured, while other variables are eliminated or controlled (Zik-

mund, 2000). 

Hair & Bush (2009), mention two types of experimental study where researchers either 

use a controlled laboratory environment or work in a field environment. Field environ-

ment is characterized by using natural settings where one or more of the independent 

variables are manipulated. However, it is more difficult to control conditions in the field 

environment compared to the controlled laboratory environment (Hair & Bush, 2009). 

One important key in the experimental design is to select the right test units. Test units 

are human subjects which respond to the independent variables. Test units can be cus-

tomers, consumers, employees, specified stores or market segments; depending on what 

the purpose of the experiment is (Hair & Bush, 2009). In this thesis the test units will 

consist of the visitors of hockey games. 

The authors will use the sponsoring company Stora Enso as manipulation for each of 

the groups. The dependent variables in the experiment are brand recall and the attitude 

towards the sponsoring company. The point is to see how the dependent variables will 

change depending on how changes in the independent variables. 

3.7.3 Manipulation 

In the beginning of the questionnaire the respondents were given brief information 

about Stora Enso. In one of the questionnaires it was stated that Stora Enso was a spon-

sor of HV71 and in the other questionnaire it was stated that Stora Enso was a sponsor 

of Brynäs IF. The second part of the questionnaire consisted of the questions regarding 

Stora Enso's sponsorship involvement and respondents’ commitment to the hockey club. 

The layout and the questions were the same in both questionnaires. In order to manipu-

late the experiment they were divided into two independent groups:  

1) The group where Stora Enso is presented as a sponsor of HV 71 

2) The group where Stora Enso is presented as a sponsor of Brynäs IF. 

As mentioned earlier only fans of HV71 were approached. To find out attitudes towards 

sponsors of rival teams the questionnaires were manipulated for two groups of HV71 

fans. Stora Enso was presented as a sponsor of HV71 in one and as a sponsor of Brynäs 

in the other. The manipulation itself consists of a short statement about Stora Enso and 

the two teams. Note that this statement as well as the questions was originally presented 

in Swedish. For group one the statement was the following: 

Stora Enso is a company that produces paper, packaging and forest products. The com-

pany is an important sponsor of HV71 and has had a close partnership with the club for 

several years. 

The statement looked exactly the same for group 2 except there it was stated that Stora 

Enso is a sponsor of Brynäs IF. In reality Stora Enso has no sponsoring connections at 

all to Brynäs IF. Therefore, the group that has been answering the questions related to 

Brynäs IF has been manipulated since Stora Enso is not a sponsoring company of the 



Sponsorship – Attitudinal Effects of Sponsorship Jansson, Johansson, Mehrnoosh 

 
24 

team. In order to avoid any ambiguities the respondents that have been manipulated 

were informed of it in the end of the experiment. 

3.7.4 Control Group 

A control group consists of individuals who are exposed to controlled conditions in an 

experiment (Zikmund, 2000). This implies that respondents in the control group are not 

exposed to the experimental treatment. The experiment already has two treatment 

groups where the sponsoring company is manipulated. Thus, to be able to increase re-

liability of the experiment a study with a control group was conducted. The control 

group was established as a standard for comparison between two already existing treat-

ment groups. In other words, the attitude towards Stora Enso is measured without men-

tioning any sponsorship relations to a team. By doing this we are able to see if there are 

any preconceptions towards the company and if this could affect the results of the expe-

riment. In this case the respondents were not manipulated by the fact that Stora Enso is 

a sponsor of any team. Instead they were asked to answer the questions about their gen-

eral perception and attitude towards Stora Enso as a company without mentioning any 

sponsorship relations with any team. 

The number of participants in the control group was limited to 30, since the authors 

could observe a clear pattern that the answers did not differ significantly from each oth-

er. This is further explained in the empirical findings. 

3.7.5 Questionnaire 

The authors of this research have chosen to use questionnaires as the main source of 

primary data. Usually questionnaires do not work properly for exploratory researches 

that need a large amount of open ended questions.  In this research that is not the case, 

standardized questions will be used and the authors can be confident that the questions 

will be interpreted the same way by all respondents (Robson, 2002). This research will 

be an explanatory research and questionnaires will therefore be a good source of prima-

ry data. An explanatory research examines and explains relationships between different 

variables. If worded correctly, questionnaires normally require less skill and sensitivity 

to administer than in depth or semi structured interviews (Jankowicz, 2005). 

Questionnaires can be designed in many different ways depending on how it should be 

administrated, especially when it comes to the amount of contact one have with the res-

pondents. Types of questionnaires that can be used are for example self administrated 

questionnaires which are completed by the respondent and usually administrated elec-

tronically. If the questionnaires are administrated electronically it can be done with help 

of internet or intranet (Hair & Bush, 2009).  In this research the questionnaires will be 

delivered by hand to each respondent and will be collected when finished (delivery and 

collection questionnaires). 

3.7.5.1 Questionnaire Design 

In order to avoid interviewer evaluation apprehension and to give the respondent control 

the primary data in this research was collected through standardized self administrated 

surveys with close end questions (Burns & Bush, 1999). 

In the beginning of the questionnaire the authors start to point out that Stora Enso is a 

sponsor of HV71 to group one and that Stora Enso is a sponsor of Brynäs IF to group 

two. Note that both group one and two consisted of fans of HV71 and so group one be-
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lieved that the company sponsored the team they supported and group two believed that 

the company sponsored the rival team. The reason to choose the same sponsor for both 

teams was that in order to conduct an experiment, one must hold all variables constant 

an only change one variable at a time (Burns & Bush, 1999). This was done in order to 

minimize biased results and to ensure that any differences in attitude between the 

groups was only caused by the association to the team and not anything else. 

Control variables were put at the top of the questionnaire in order to measure differenc-

es. All respondents had to fill in their age and sex.  

The authors decided to use Likert style rating questions with a scale from one to seven. 

This rating scale is often used to investigate attitudes and preferences. The two first 

questions in the questionnaire were made to investigate attitudes towards the sponsoring 

company. The alternatives to the answers were ranked between one and seven, where 

one is equal to strongly disagree and seven is equal to strongly agree. 

All questions in the questionnaire were modified and carefully selected from previous 

research closely related to this area in order to get more reliable questions.  

The questions concerning brand attitude were used by Tsiotsou and Alexandris (2009). 

It is a revised version of the scale developed by Madrigal (2001) and the questions are 

aimed to address the attitude towards the sponsoring brand. Similar questions were used 

by Dalakas and Levin (2005) in their research on fans attitudes towards American 

NASCAR drivers and their sponsors. For group one this question regarded Stora Enso 

sponsoring HV71 and for group two Stora Enso sponsoring Brynäs IF. In question 

number two we changed the hockey team depending on which of the two groups that 

was being studied. Examples of the original questions can be seen in the appendix sec-

tion. When the results are presented later on in the empirical section question one will 

be referred to as “attitude” and question two will represent “attitude change”. 

1) I have a positive attitude towards Stora Enso 

Strongly disagree 1 2 3 4 5 6 7     Strongly agree 

 

2) Stora Enso’s sponsorship of HV71 (Brynäs IF) affects my attitude towards Stora En-

so: 

Negatively  1 2 3 4 5 6 7  Positively 

 

Question number three and four was made in order to investigate if the respondents 

were highly attached fans or not. Questions regarding how highly attached the respon-

dents are, were selected from a scale named The Psychological Commitment to Team 

Scale (PCT-Scale). The PCT-Scale is a proven effective way of segmenting fans de-

pending on their commitment to their favorite team (Wann, Pierce, 2003). It adds 

another dimension to only measuring attendance or television viewing by counting in 

for attitudinal loyalty and commitment (Mahony, Madrigal, Howard, 2000). The com-

plete PCT-Scale can be found in the appendix section. In the empirical section question 

three will be referred to as “viewer frequency” and question four will be referred to as 

“fan commitment”. 
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3) I watch HV71’s games and/or follow their results frequently. 

Strongly disagree 1 2 3 4 5 6 7    Strongly agree 

 

4) I consider myself a committed fan of HV71. 

Strongly disagree 1 2 3 4 5 6 7    Strongly agree 

 

The last two questions were made to investigate sponsor recall and the respondents were 

asked to name what sponsors they can mention, both sponsors of HV71 and sponsors of 

Brynäs IF. 

 

5) Which sponsors of HV71 can you name? 

6) Which sponsors of Brynäs IF can you name? 

 

The questionnaire have quite few questions, all the questions in the questionnaires will 

be enough to meet the research questions and objectives. There is also a view that short-

er questionnaires will have higher response rates compared to a longer questionnaire 

(Saunders, 2002). 

The questions are here presented in English although in the original study the question-

naires were in Swedish. The complete questionnaires in the original form can be found 

in the appendix section. 

3.7.6 Pilot Study 

Pilot study is described as a small-scale exploratory research technique that uses sam-

pling but does not apply strict standards (Zikmund 2000). The purpose of the pilot study 

is to increase the usefulness of the questionnaire so that those who will answer ques-

tions should not have any problems with it. In order to get as much information as poss-

ible from the questionnaires a pilot study has been carried out. The number of people 

that has been asked is 14 where respondents of the sampling were mostly relatives and 

friends to the authors. The difference in population regarding, gender, age and sporting 

interests was varied. The responses of the pilot study are meant to provide the authors 

with an idea regarding suitability and reliability of the questions and data collected 

(Saunders, 2007). The design that has been suggested by Bell (2005), for the pilot study 

was used by the authors where the questionnaires have been tested for the following 

points: 

 how long the questionnaire took to complete 

 the clarity of instructions 

 which, if any, questions were unclear or ambiguous  

 which, if any, questions the respondent felt uneasy about answering 

 whether the layout was clear and attractive 

 any other comments 
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3.7.6.1 Results from the Pilot Study 

For the pilot study the authors formed two different questionnaires. Each questionnaire 

consisted of ten different questions regarding two hockey teams, HV71 and Brynäs IF.  

The company Stora Enso was mentioned as the sponsor of HV71 in the first question-

naire and as a sponsor of Brynäs IF in the second. Furthermore, the respondents were 

asked to fill out the questions regarding which team Stora Enso is sponsoring. In order 

to reduce the bias and receive as accurate answers as possible the questionnaires were 

handed out to two different groups of seven people. 

 

The result of the study revealed that some of the questions were unclear. The authors 

discovered that many of the respondents tend to answer the same on the question re-

garding the attitude towards Stora Enso and the question was improved for the final ex-

periment. However, the variety of the answers to the subsequent questions showed to be 

much better when the respondents were given the fact that Stora Enso was a sponsor of 

the respective teams. 

3.8 Data Quality 

3.8.1 Validity 

Validity refers to the extent to which the conclusions that are drawn from the experi-

ment are true. That is, whether the differences in the dependent variable found through 

experimental manipulations of the independent variables really reflect a cause-effect re-

lationship. There are two types of validity: internal and external. Internal validity refers 

to the extent to which the research design accurately identifies causal relationships. In-

ternal validity exists when researchers can rule out other explanations for the observed 

conclusions about the functional relationship (Hair & Bush, 2009). There are different 

threats to internal validity such as interaction of treatment with history, selection, test-

ing, and treatment exposures (Hair, Bush, 2009). In order to achieve as high internal va-

lidity as possible the authors chose a random selection of subjects from a heterogeneous 

population which in this case is hockey supporters. This is the main weapon against 

threats to internal validity and is considered standard practice in experimental research 

studies (Hair & Bush, 2009). Hair & Bush (2009) also present history threats and matu-

ration threats to internal validity. Both of these involve experiments were the dependent 

variable is measured on more than one occasion which is not the case in this study and 

thus will not be a problem here. A control group was also added to the design and this 

further helps in increasing internal validity (Hair & Bush, 2009).  

External validity refers to the extent to which a causal relationship found in a study can 

be expected to be true for the target population (Calder, Phillips, Tybour, 1992). In or-

der to increase external validity the researchers asked two treatment groups separately 

so that respondents would not be affected by each other during the experiment. Hair & 

Bush (2009), mention that reduction in external validity can occur if the location or set-

ting of the experiment influences the observed results in the dependent variable. One 

could argue that the answers of respondents would be different if they were asked the 

same questions in another setting other than right before a game. To deal with this we 

have also conducted a follow up study where we approached people on the street in 

downtown Jönköping. By approaching people in an ordinary setting that has nothing to 

do with HV71 or the hockey game we are able to find out if their attitudes are lasting or 

if they answer in a certain way only because they are on their way to a game. 
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3.8.1.1 Type I and Type II Errors 

When working with statistical data two types of errors may occur: type I and type II er-

ror. These are the factors that researchers must take into account while working with 

test studies. Thus, the Type I and type II errors may occur when working with rejecting 

or accepting null hypothesis.  

Type I error means that a null hypothesis which is actually true is rejected.  For exam-

ple, a test may observe a difference between two different groups when in reality there 

is no difference. When testing hypothesis, the higher level of significance is used the 

greater is the probability of rejecting a null hypothesis when it is true (Aaker, Kumar, 

Day, 2004). 

Type II error tends to fail to reject the null hypothesis when it is false. For instance, the 

test may fail to observe the difference between two different groups when the difference 

actually exists. In order for the probability of committing type II error to be reduced, the 

probability of committing type I error necessarily has to be increased (Aaker et.al. 

2004). 

A test is considered to have a strong power when the sample size is larger than 100 

(n=100). When the sample size is small (e.g. n=20) the significance level is recom-

mended to be set up at 0.02 alpha level (Pallant, 2005). Since the authors had a sample 

size of n=30 they chose to use the traditional 0.05 alpha level. 

Thus, there is always a risk for type I and type II errors to occur in a test study depend-

ing on how the research was implemented. The power of the test could further be in-

creased if the number of sample size would be higher, but due to time restraints, re-

searchers chose to use sample sizes of 30 which is considered a rule of thumb and 

enough to minimize threats of errors (Pallant, 2005). 

3.8.2 Reliability 

Reliability refers to the degree to which measures are free from errors and therefore can 

yield consistent results (Zikmund, 2000). Robson (2002) mention four different threats 

to reliability: subject or participant error, subject or participant bias, observer error, and 

observer bias. 

In order to reduce subject or participant bias the researchers did choose a Saturday, in 

the middle of the day, three hours prior to the game in order to avoid the stress factor for 

the participants when they were answering the questions. There was no apparent partic-

ipant bias in this study since the respondents were asked individually, without any im-

pact by the other respondents. In order to reduce the observer error and inaccurate res-

ponses the authors were keeping questionnaire as structured as possible. 

One dimension of reliability concerns the homogeneity of the measure where measure-

ment of an attitude may require asking several similar questions (Zikmund, 2000). To 

give the study more reliability the authors chose to hand out questionnaires to the same 

group of people – visitors of hockey game as well as supporters of HV71. The ap-

proached method was based on well established theories, previous studies, where the 

questions have already been tested. Moreover, the questionnaires have been tested in a 

pilot study and all the questions were distributed in Swedish. 
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3.9 Data Analysis 

In this study we will test a number of different relationships. First off, fans attitude to-

wards the brand dependent on which team they support will be tested. The difference in 

attitude when comparing the two groups in the experiment will be evaluated. Here we 

will conduct a t-test to compare means between the groups. 

A t-test is conducted in order to evaluate if the mean value between two groups are sta-

tistically different from each other (Pallant, 2005). This is done in two steps. First the 

overall attitude towards the brand (Q1) is compared between the groups and then the at-

titude change towards the brand (Q2) is measured. This will be an appropriate method 

in this thesis in order to test mean values between group one and group two. The t-test is 

calculating the mean values between two groups relative to the variability or spread in 

those groups. Therefore two groups with low variability usually have most different 

mean values compared to each other.  

This research will consist of independent samples t-tests. Independent sample t-test bas-

ically means that the two samples that are compared are totally independent of each oth-

er (Pallant, 2005). An example of this is to compare mean values between men and 

women. In this case the two independent groups that are compared are group one where 

it is stated that Stora Enso is a sponsor of HV71 and group two where it is stated that 

Stora Enso is a sponsor of Brynäs IF. 

Regression analysis is a research tool that can explore a model and examine relation-

ships and can help explaining the factors behind observed patterns. The model is made 

out of mathematical expressions that in some sense will describe the behavior of a ran-

dom variable. This variable is called the dependent variable. The model is mostly used 

when researchers try to describe how the mean of the dependent variable changes with 

respect to changes in the independent variable (Pallant, 2005). 

Independent variables are other variables that are expected to provide information of the 

behavior of the dependent variable and are also included in the model. Independent va-

riables or explanatory variables as they also are called are factors that determine 

changes in the dependent variable. It is possible to use more than one independent vari-

able to explain the behavior of the dependent variable. The linear regression model can 

include any number of independent variables called multiple regression analysis howev-

er in this study we will only use one independent variable at a time. There are two types 

of independent variables, active and attribute. When using an active independent varia-

ble then the values of the variable should be manipulated in order to study its effect on 

other variables (Pallant, 2005). Attribute variables are not manipulated but are instead 

different for each respondent for example fan commitment and viewer frequency in this 

case. 

Regression analysis is performed in order to see how much of the variance of attitude 

towards the sponsor is caused by team commitment. Thus the dependent variable is atti-

tude towards the sponsor and the independent variable for group two is fan commitment 

and for group one it is viewer frequency. There will be two questions (Q1, Q2) regard-

ing fans attitude towards the sponsoring company. 

Also, brand recall (Q5) is investigated depending on fan commitment (Q4). Again, re-

gression analysis is performed to see how much of the variance of brand recall can be 

explained by fan commitment. A t-test is also performed with respondents split up in 
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low commitment and high commitment fans to find out if brand recall is different de-

pending on the commitment level of the fans. 

Since the data that are collected will be analyzed in SPSS some brief explanations about 

different measures that will result from the software will be explained here. First is Le-

vene’s T-test which basically is a test for equality of variances. Homogeneity of va-

riances is the same as equal variances across samples. To verify that the variances are 

equal across a sample a Levene’s test can be conducted (Pallant, 2005). 

Another measure that will be used is Eta Squared which also can be called effect size. 

Effect size can be described as “the proportion of variance of the dependent variable 

that is explained by the independent variable” (Pallant, 2005, 201).  Another name for 

effect size is strength of association. Eta squared will be used in this research since it 

will help the authors to analyze the empirical findings. Eta squared values are inter-

preted as: 0.01=small effect, 0.06=moderate effect, 0.14 and above=large effect (Cohen, 

1988). 

3.10 Follow Up Study 

The experiment that has been made in this study was mainly focusing on supporters of 

hockey club HV71. The study was implemented outside of HV71’s home arena, were 

supporters were approached by the researchers in order to answer the questions stated in 

the questionnaires that were specifically designed for the experiment. The fact that the 

experiment was done in close connection to a hockey game might have had an impact 

on the answers that supporters gave. Strong feelings and emotions could have had af-

fected supporters and contribute to misleading results of the study.  

In order to discover if the close connection to a game might actually have an impact on 

the supporters a follow-up study was conducted. The main focus relied on approaching 

HV71 supporters in their daily life, where the fact of an upcoming game was absent. 

Thus, the authors were trying to reduce emotions and feelings that might actually have 

an impact on the respondents under certain circumstances.  

The design of the questionnaires was exactly the same as in the experiment where res-

pondents were divided into two different groups. Therefore, questionnaires were handed 

out to one group of people where Stora Enso was stated as a sponsor of HV71 and 

another group of people was manipulated and Stora Enso was stated as a sponsor of 

Brynäs IF.  The study was conducted in downtown Jönköping where people were ap-

proached by the authors and in case they indicated that they were supporters of HV71 

they were asked to fill in a questionnaire.  

The total number of participant in the follow-up study was amounted to 40, 20 in each 

group. There was a predominance of men that filled out questionnaires, which is similar 

to the study that was made outside of Kinnarps Arena.  
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4 Empirical Findings 

In this chapter the results from the experiment is presented and the hypotheses are ans-

wered. 

4.1 Results from Control Group 

A control group was conducted in order to measure individuals’ attitudes toward Stora 

Enso without mentioning HV71 or Brynäs. The mean value that was calculated from the 

control group was equal to 4.13. Numbers of individuals asked was 30. The result from 

this test show that people have a quite neutral attitude towards Stora Enso and this value 

will help authors to compare other results when both Brynäs IF and HV71 are men-

tioned in the questionnaires. All of the respondents had also heard about the company. 

This also confirms the statement made earlier that people in general know about the 

company but that they are neutral to it in terms of attitude. 

4.2 Hypothesis 1 and 2 

In this section the first two hypotheses will be answered. To determine attitude as re-

ferred to in these hypotheses we have used the two first questions in the questionnaire. 

The first question referred to attitude towards Stora Enso (section 4.2.1.) and the second 

referred to the change in attitude that the sponsorship caused (section 4.2.2). As men-

tioned earlier we will refer to these questions as “attitude” and “attitude change”.  

Eta squared values are calculated to measure the effect size of the differences. These 

values are interpreted as: 0.01=small effect, 0.06=moderate effect, 0.14 and above=large 

effect (Cohen, 1988). 

4.2.1 Attitude towards Sponsor 

An independent t-test was conducted in order to test for differences between group one 

and group two.  This test could be conducted since the two groups in this research are 

independent of each other. A group is considered to be independent if there is no rela-

tionship between the objects or people in the two different groups and the answers of 

one group do not affect the answers of the other (Aaker et.al. 2004). Group one is the 

group were it is stated that Stora Enso is a sponsor of HV71 and group two is the group 

were it is stated that Stora Enso is a sponsor of Brynäs IF. The first thing that was com-

pared was the attitude toward the sponsor. The mean values between the two different 

groups are showed in the table below. 
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Attitude Towards Sponsor Independent Samples Test Effect Size 

 

Group N Mean 

Std. Devi-

ation 

Std. Error 

Mean 

Levenes Test for 

Equality of Va-

riances 

t-test for 

Equality of 

Means 

Eta Squared 

Attitude 

(Q1) 

Attitude 

(Q1) 

1 (Stora Enso 

+ HV71) 
30 4,6667 1,18419 ,21620 

Sig. df 
Sig (2-

tailed) 

 

2 (Stora Enso 

+ Brynäs) 
30 3,4667 1,19578 ,21832 

 

Equal Variances Assumed .889 58 .000 0.2 

Table 2 - Attitude towards Sponsor for each group 

As seen in the table there is a difference comparing the two mean values, group one has 

a higher value and therefore a more positive attitude towards Stora Enso when it is 

stated that they are a sponsor of HV71. Group two on the other hand, the group that was 

manipulated with Stora Enso as a sponsor of Brynäs IF had a negative attitude towards 

Stora. 

When looking at the above table the significance for Levene’s test is equal to 0.889. 

From the output from Levene’s test one can see if there is equality of variances, which 

basically means that the test is conducted in order to test if the variation between the 

two groups are the same.  The result from the test determines which of the two t-values 

that should be used. If the Sig value from Levene´s test is larger than 0.05 the first line 

named equal variances assumed should be used (Pallant, 2005). Since the value is larger 

than 0.05 we can use the values with equal variances assumed. The Sig. (2-tailed) then 

has a value of 0.000 so the difference is statistically significant. 

4.2.2 Attitude Change towards sponsor 

After it was stated that Stora Enso was a sponsor of either HV71 (group one) or Brynäs 

IF (group two) the respondents change in attitude was measured i.e. the mean values of 

question two, which represent the change in attitude due to the particular sponsorship. 

In the table below the values are presented. 

Attitude Change Towards Sponsor Independent Samples Test Effect Size 

 

Group N Mean 

Std. Devi-

ation 

Std. Error 

Mean 

Levenes Test for 

Equality of Va-

riances 

t-test for 

Equality of 

Means 

Eta Squared 

Attitude 

change (Q2) 

Attitude 

change (Q2) 

1 (Stora Enso 

+ HV71) 
30 5,2333 1,16511 ,21272 

Sig. df 
Sig (2-

tailed) 

 

2 (Stora Enso 

+ Brynäs) 
30 2,9667 1,27261 ,23235 

 

Equal Variances Assumed .223 58 .000 0.47 

Table 3 - Attitude Change towards Sponsor for each group 
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As seen in the table above there are quite large differences comparing the two mean 

values, group one showed an attitude change towards a more positive side while group 

two shows a more negative attitude change. Comparing the two mean values there is a 

difference of 2.2666 which must been seen as significant.  

Leven’s significance is calculated to be equal to 0.223 which is larger than 0.05 there-

fore equal variances is assumed.  The Sig. (2-tailed) value in the table above shows a 

value of 0.000 so the difference between the two groups is statistically significant. 

4.2.3 Hypothesis 1 and 2 Answered 

Looking at the results from table two we see that there is a significant difference in atti-

tude between the two groups. Group one have relatively more positive attitude towards 

the sponsor while group two are relatively more negative. The magnitude of the differ-

ences in the means is very large with an eta squared value of 0.2. Furthermore, table 

three shows that there is a significant difference in attitude change e between the two 

groups. The difference between the groups is even more apparent here. Group one is 

much more positive towards the sponsor. Group two is well below neutral attitude with 

a mean value of 2.9. The effect size here is very high with an eta squared value of 0.47. 

Thus: 

H1: Fans will have a relatively more positive attitude towards the sponsor of their favorite 

team. 

Accepted 

H2: Fans will have a relatively more negative attitude towards the sponsor of the rival team. 

Accepted 

4.3 Hypothesis 3 

In this section the third hypothesis is tested. Here the test is also divided up into general 

attitude and attitude change towards Stora Enso except here the independent variable 

will be fans' viewer frequency as the hypothesis suggests. Since the hypothesis is stated 

towards fans attitude towards Stora Enso as a sponsor of HV71, this whole section con-

cern only group one, i.e. where Stora Enso is presented as the sponsor of HV71. Regres-

sion analysis is conducted to measure correlation and strength between the variables. 

4.3.1 Attitude towards Stora Enso – Group 1 

The results from this test are quite surprising since it is assumed that attitude and viewer 

frequency should be correlated. The results show that correlation between the two va-

riables (attitude and viewer frequency) is low at 0.011. This suggests almost no correla-

tion between the variables. The sig. value is 0.952 which tells us that viewer frequency 

is not making a significant contribution to the prediction of attitude towards Stora Enso. 
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Coefficients Model Summary 

Model 

Standardized 

Coefficients 

t Sig. 

Adjusted R Square Std. Error of the 

Estimate 
Beta 

Viewer Frequency ,011 ,061 ,952 -0.36 1,205 

a. Dependent Variable: Q1 – Attitude towards Stora Enso 

b. Predictor: Q3 – Viewer Frequency 

Table 4 - Attitude towards Stora Enso (Group 1) 

4.3.2 Attitude Change towards Stora Enso – Group 1 

When it comes to attitude change due to the sponsorship the results were almost as sur-

prising. Correlation is again quite low between attitude change and viewer frequency. 

Also the sig value here is 0.388 which means that viewer frequency is not making a sig-

nificant contribution to the prediction of attitude change towards Stora Enso. 

Coefficients Model Summary 

Model 

Standardized 

Coefficients 

t Sig. 

Adjusted R Square Std. Error of the 

Estimate 
Beta 

Viewer Frequency ,164 ,878 ,388 -0.008 1,170 

a. Dependent Variable: Q2 – Attitude Change towards Stora Enso 

b. Predictor: Q3 – Viewer Frequency 

Table 5 - Attitude Change towards Stora Enso (Group 1) 

4.3.3 Hypothesis 3 Answered 

The results from these tables show no significant relationship between neither viewer 

frequency and attitude or viewer frequency and attitude change towards Stora Enso. 

Thus: 

H3: HV71 fans viewer frequency should be positively related to attitude towards the 

sponsor of HV71. 

Rejected 

4.4 Hypothesis 4 

In this section the fourth hypothesis is tested. As the tests with hypothesis three this sec-

tion is divided up in attitude and attitude change. Fan commitment will be used as the 

independent variable as the hypothesis suggests. Since these tests concern HV71 fans’ 

attitude towards the sponsor of Brynäs IF we will only be looking at group two. Regres-

sion analysis is conducted to measure correlation and strength between the variables. 
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4.4.1 Attitude towards Stora Enso – Group 2 

When looking at what overall attitude HV71’s fans have toward the rival team’s spon-

sor, authors found a strong relationship between the two variables (attitude and fan 

commitment). A correlation coefficient of -0.456 was calculated between the two va-

riables with a significance level of 0.05. This means that there is a quite strong negative 

relationship between overall attitude towards the brand and fan commitment. Since it is 

a negative sign it shows that the more attached fan of HV71 you are the more negative 

toward Brynäs IF’s sponsor you will be. A negative sign means that the regression line 

slopes downward. Looking at the Sig. value it has a value of 0.011 which means that the 

correlation is significant. 

Coefficients Model Summary 

Model 

Standardized 

Coefficients 

t Sig. 

Adjusted R Square Std. Error of the 

Estimate 
Beta 

Viewer Frequency -,456 -2,708 ,011 .179 1,083 

a. Dependent Variable: Q1 – Attitude towards Stora Enso 

b. Predictor: Q4 – Team Commitment 

Table 6 - Attitude towards Stora Enso (Group 2) 

Looking at the R Square value we find it to be 0.179 which means that the model can 

explain for 17.9 % of the variance in brand attitude. In other words, team commitment 

can predict for 17.9 %of the variance in attitude towards the sponsor. 

4.4.2 Attitude Change towards Stora Enso – Group 2 

The same thing was measured when it comes to HV71 fans attitude change when it was 

stated that Stora Enso was a sponsor of Brynäs IF. In this case an even stronger relation-

ship was found between the two variables (attitude change and fan commitment).  The 

correlation coefficient is equal to -0.504 at a significance level of 0.01. This means that 

there is a very strong negative relationship between attitude change and fan commit-

ment. When having a look at the Sig. value it has a value of 0.004 which means that the 

correlation is significant. 

Coefficients Model Summary 

Model 

Standardized 

Coefficients 

t Sig. 

Adjusted R Square Std. Error of the 

Estimate 
Beta 

Viewer Frequency -,504 3,092 ,004 .228 1,118 

a. Dependent Variable: Q2 – Attitude Change towards Stora Enso (Group 2) 

b. Predictor: Q4 – Team Commitment 

Table 7 - Attitude Change towards Stora Enso (Group 2) 
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Looking at the R Square value we find it to be 0.228 which means that the model can 

explain for 22.8% of the variance in brand attitude change. In other words, by looking at 

fan commitment we are able to predict for 22.8% of the variance in attitude change to-

wards the brand.  

4.4.3 Hypothesis 4 Answered 

Table 6 show a strong negative correlation (-.456) between attitude towards Stora Enso 

and the HV71 fans commitment and that 17.9% of the variance in attitude can be ex-

plained by fan commitment. Table 7 show a strong negative correlation (-.504) between 

attitude change and the HV71 fans commitment and that 22.8% of the variance in atti-

tude change can be explained by fan commitment. Thus: 

H4: Fans commitment towards HV71 should be negatively related to attitude 

towards the sponsor of the rival team. 

Accepted 

4.5 Hypothesis 5 

In this section hypothesis five is tested using a comparison of means and a regression 

analysis. 

4.5.1 Regression of Brand Recall 

When looking at the brand recall, the authors found a strong relationship between the 

two variables (Fan commitment and Brand Recall). A correlation coefficient of 0.479 

was calculated between the two variables at a significance level of 0.05. This means that 

there is a strong positive relationship between brand recall and fan commitment. Since it 

is a positive sign it shows that the more attached fan of HV71 you are the more sponsors 

of your favorite team you should recall. Looking at the Sig. value it has a value of 0.007 

which means that the correlation is significant. 

Coefficients Model Summary 

Model 

Standardized 

Coefficients 

t Sig. 

Adjusted R Square Std. Error of the 

Estimate 
Beta 

Viewer Frequency ,479 2,889 ,007 .202 1,015 

a. Dependent Variable: Q5 – Brand Recall 

b. Predictor: Q4 – Fan Commitment 

Table 8 - Brand Recall 

 Looking at the R Square value we find it to be 0.202 which means that the model can 

explain for about 20% of the variance in brand recall. In other words, by looking at fan 

commitment we are able to predict for about 20% of the variance of brand recall. 
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4.5.2 Differences between high and low commitment fans 

In order to identify if more highly attached fans were likely to recall more sponsors than 

less attached fans the recipients were divided into two groups. One group represented 

fans that were highly attached and the other group represented fans that were less at-

tached. Scores on fan commitment of six and seven were considered to be highly com-

mitted and scores of five and below was considered low committed. After that a mean 

value was calculated for each group. The group representing highly attached fans 

reached a mean value of 2.8 recalled brands and the group representing less attached 

fans had a mean value of 1.7 recalled brands. This means that on average, highly at-

tached fans can recall one more brand than low attached fans. 

4.5.3 Hypothesis 5 Answered 

Table 10 shows a strong correlation (.479) between fan commitment and brand recall. 

Table 11 show that about 20% of the variance in brand recall can be predicted by fan 

commitment. Thus: 

H5: HV71 fans commitment to the team should be positively related to brand recall. 

Accepted 

4.6 Results from Follow up Study 

The follow up study focused mainly on the respondents’ attitude toward Stora Enso. 

From the result it is easy to see that there still are differences between the two groups, 

there is actually an even more significant difference. When it was stated that Stora Enso 

were a sponsor of Brynäs IF the respondents had about the same attitude (mean 3.5) 

compared to the main experiment (mean 3.46).  

When it was stated that Stora Enso was a sponsor of HV71 the respondents had an even 

more positive attitude in the follow up study (5.6) compared to the main experiment 

(4.66). 

When the question about how the respondents’ attitude was changed when it was stated 

that Stora Enso was a sponsor of Brynäs IF the result from the follow up showed a mean 

value of 3.42 compared to the main experiment (mean 2.96).  There is a small difference 

but the respondents still have a negative attitude change toward the sponsor. When it 

was stated that Stora Enso was a sponsor of HV71 a mean value of the respondents atti-

tude change from the follow up study was calculated to 5.9 compare to the main expe-

riment where the mean value was 5.23.  As seen in the follow up study and attitude 

change, the respondents are little more positive, both when it comes to group one and 

group two. The most important finding from the follow up study is though that the pat-

terns are the same as in the main experiment.  From this we can conclude that the set-

ting which was outside the arena right before a game in the main experiment did not 

have an impact on the results and thus are reliable. 
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Person 

HV71 

Balance situation for group 1: Fans 

that are manipulated with Stora Enso 

as a sponsor of HV71 have a positive 

attitude towards Stora Enso. 

Stora Enso 

5 Analysis 

Here we will analyze the empirical findings and discuss the hypotheses. 

5.1 Hypothesis 1 and 2 

H1: Fans will have a relatively more positive attitude towards the sponsor of their favorite 

team. 

Accepted 

Accepted 

Hypothesis one states that fans should have a positive attitude towards the sponsors of 

their favorite team. This test concerns group one where Stora Enso is presented as the 

sponsor of HV71. Hypothesis two states that fans should be negative towards the spon-

sor of Brynäs IF. This test concerns only group two where Stora Enso is presented as 

the sponsor of Brynäs IF. Both of the hypotheses are made up of two parts, namely gen-

eral attitude towards the brand and attitude change towards the brand.  

Looking at the means from general attitude there is a more positive attitude towards 

Stora Enso in group one (mean 4.6) compared to group two (mean 3.4). These numbers 

also make sense when comparing with the control group which had a neutral attitude 

towards Stora Enso (mean 4.13). The differences are even more apparent in attitude 

change towards the sponsor. When it was stated that Stora Enso was a sponsor of HV71 

the attitude change was positive (mean 5.23). When it was stated that Stora Enso was a 

sponsor of Brynäs IF the respondents had a negative attitude change (mean 2.96). 

These results concur well with balance theory which argues that a person who is a fan of 

a team will have a positive attitude towards that team’s sponsor in order to create bal-

ance. In this case the respondents like HV71 and they therefore have a positive attitude 

towards the sponsor, since the sponsor is 

related to HV71. If the respondents would 

have a negative attitude towards Stora 

Enso and at the same time be fans of 

HV71 the relation would have been in 

imbalance. According to balance theory 

pressure or tension makes individuals 

change the relation toward a balanced re-

lation with less or no tension/force (Za-

jonc, 1960). It is also stated that people 

will chose the easiest route which in this 

case is to change attitudes towards Stora 

Enso rather than to change attitudes to-

wards their favorite team. Thus, when 

Stora Enso is presented as the sponsor of 

HV71 the triad of the respondents look 

like in figure 7. 

H2: Fans will have a relatively more negative attitude towards the sponsor of the rival team. 

Figure 7 - Balanced Triad Group 1 
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Person 

Brynäs IF Stora Enso 

Balance situation for group 2: Fans 

that are manipulated with Stora Enso 

as a sponsor of Brynäs IF have a neg-

ative attitude towards Stora Enso. 

Balance theory also states the opposite, 

which is that fans should have a negative 

attitude towards the sponsor of the rival 

team. This is also supported in the results 

from the t-tests where we find that fans 

that are presented with Stora Enso as the 

sponsor of Brynäs IF are negative towards 

the sponsor.  

Since HV71 fans dislike the rival team 

Brynäs IF, they will have negative atti-

tudes towards the sponsor of Brynäs in or-

der to have a balanced triad. If they would 

be positive towards the sponsor then the 

triad would be in imbalance.  

This relationship is visualized in figure 8. 

This shows that balance theory holds for 

the relationship between fans and sponsors 

and we accept the hypotheses. 

Having a deeper look into the results from the t-test related to attitude towards the spon-

sor it is stated that the two different groups have a mean value that is statistically signif-

icant.  Since the two groups are totally independent and the mean values are statistically 

significant one can say that when the sponsor is related to respondents’ favorite team 

they will be slightly positive toward the sponsor. On the other hand when the sponsor is 

related to respondents’ rival team they will have a slightly negative attitude toward the 

sponsor. 

5.2 Hypothesis 3 

H3: HV71 fans viewer frequency should be positively related to attitude towards the 

sponsor of HV71. 

Rejected 

Hypothesis three states that viewer frequency should be positively related to attitude 

towards the sponsor i.e. the more games fans attend the more positive should their atti-

tude towards Stora Enso be. This is based on the Mere Exposure effect which states that 

the more exposure we have to a stimulus the more we tend to like it. Fans of HV71 who 

frequently follow the team and watch games will be more exposed of the advertisements 

in the arena and on the club shirts. According to the mere exposure effect the fans of 

HV71 should therefore have a more favorable attitude towards the sponsors of their fa-

vorite team. While in the previous section we found that fans are more positive towards 

Stora Enso when they sponsor HV71, here we did not find that viewer frequency has a 

significant correlation with attitude. This can be explained by a number of things. 

It can be argued that the large amount of signs in the arena makes it harder for the view-

er to absorb all the information that they are exposed to. Pokrywczynski (1994) state for 

example that ads appearing inside a sports arena need 8-20 times more exposure than 

television advertisements to achieve the same effect. This could mean that even though 

Figure 8 – Balanced Triad Group 2 
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fans are exposed to advertisement messages numerous times when they go to games 

they are not affected very much by them on an attitudinal level.  

It can also be argued that the measurement of attitude or viewer frequency used in this 

research is insufficient and that more elaborate scales should be used in order to eva-

luate the correlation between the two variables. 

The mere exposure effect also states that after a certain number of exposures people 

starts to ignore the messages and if the exposure continues it may contribute to negative 

responses to the message. We cannot say that this is the case here though and this could 

be further investigated. 

5.3 Hypothesis 4 

H4: Fans commitment towards HV71 should be negatively related to attitude 

towards the sponsor of the rival team. 

Accepted 

Hypothesis four states that fan commitment should be negatively related to attitude to-

wards the sponsor of the rival team i.e. the more committed a person is to his favorite 

team, the more negative should he be towards the sponsor of the rival team. It was 

stated earlier that the direction of attitude (positive/negative) is determined by balance 

and this proved to hold as both hypothesis one and two were accepted. We also stated 

that the strength of attitude is determined by team commitment. This also proved to hold 

as a strong relationship was found between fan commitment and attitude towards Stora 

Enso. The correlation coefficient equaled -0.456 which is considered quite strong in this 

context. Correlation between attitude change and fan commitment was even stronger (-

0.504). The relationship here is very clear. Hardcore fans are much more negative to-

wards rival sponsors than other people. This is interesting especially since we were not 

able to find a clear relationship between viewer frequency and positive attitudes towards 

the sponsor of HV71 in the previous section. This could mean that fans easily become 

hostile towards rival team’s sponsors but they are not as easily affected in a positive 

way by sponsors of their own team.  

According to balance theory it was expected that there was a relationship between the 

variables. A famous proverb that can explain the result is; “my enemy’s friend is my 

enemy” which basically is what Heider’s balance theory states. The results of this expe-

riment show that it is much harder to build positive attitudes than to invoke negative at-

titudes. Looking back at the balance triads we conclude that the power of the negative 

(dotted) arrows is stronger than the positive (solid) ones. 
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5.4 Hypothesis 5 

H5: HV71 fans commitment to the team should be positively related to brand recall. 

Accepted 

This hypothesis states that fan commitment should be positively related to brand recall. 

In other words the more committed a fan is to the team, the higher number of sponsors 

he should be able to recall. Looking at the results from the regression analysis it shows 

that there is a strong correlation between brand recall and fan commitment. The correla-

tion between the two variables is equal to 0.479 with a Sig value of 0.007. In other 

words it shows that the more committed a fan is the more sponsors the individual is able 

to recall. According to (Aaker, 1991) to build up a brand recall requires hard work, it 

requires either many repetitions or in depth learning. In this case the ability to recall 

brands come from repetitions, the more the fans watches a game the more repetitions 

they get, and therefore also the ability to recall brands.  

To separate highly committed fans to low committed fans the respondents were divided 

into two groups. The group representing highly committed fans recalled a mean of 2.8 

brand names and the group representing fans that were low committed recalled a mean 

of 1.7 brands. As a result from this it is expected that highly committed fans watches 

more hockey games and therefore are exposed to more repetitions. From these results 

we find that the concept of brand recall holds. 

It is possible though that people are reluctant to really think hard about the sponsors due 

to the setting of the experiment. Most people do not want to stand for longer than a few 

minutes to answer a questionnaire and therefore in a laboratory setting we might have 

encountered different results. On the other hand we do argue that brand recall is about 

the first brands that come into people’s mind, and as stated earlier it is almost always 

the first brand consumers think about that they choose.  

Another interesting finding was about the sponsor that was mentioned the most number 

of times. Husqvarna AB was the sponsor that had the absolute highest brand recall. This 

was hardly surprising since Husqvarna AB is the main sponsor of HV71 and it is be-

lieved that they are the company that are most exposed during games, both in the arena 

and on the teams shirts. Since Husqvarna AB is frequently exposed to the hockey sup-

porters parallels can be drawn to the mere exposure effect. Due to the high rate of recall 

on Husqvarna AB we received through the experiment one can say that the frequent ex-

posure of their brand is an underlying factor behind their success in promoting their 

brand. 

In accordance with the concept of brand recall to build up a brand recall requires either 

repetitions or in depth learning and in this case it is fair to assume that due to many re-

petitions the company has become highly associated with HV71. It is worth noting the 

fact that almost all respondents mentioned Husqvarna AB as a sponsor and that even the 

most committed fans were able to recall less than three sponsor brands. This leaves very 

little room for all the other 300 sponsors of the club to be noticed by the viewers. In 

fact, when looking at the less committed fans with an average brand recall of 1.7 this 

leaves almost no room for any other brand besides the main sponsor of the club. 
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Another interesting thing authors found when looking at the results was that Kinnarps 

did not get that much recall. Kinnarps Arena is actually the name of HV71´s arena. Due 

to this the authors expected that Kinnarps would have a high recall since the name Kin-

narps Arena basically is mentioned every time HV71 plays a game at home, both on tel-

evision and in newspapers. Comparing the two large sponsors Husqvarna AB and Kin-

narps it is believed that even though Kinnarps is frequently mentioned in media it does 

not seems like the respondents get affected in the same way as they are from Husqvarna 

AB signs in the arena and on the club shirt. Another factor authors believe can explain 

the result is that Husqvarna AB is the main sponsor of HV71 and has been for many 

years; therefore many individuals tend to relate Husqvarna AB with HV71 and vice ver-

sa.  

5.5 Follow up Study 

The follow up study was made in order to explore possible differences in the respon-

dents’ attitude comparing the main experiment with the follow up study. Important con-

clusions that can be drawn from the follow up study are that the results have the same 

pattern as the main experiment. In other words, the respondents have a more positive at-

titude towards Stora Enso when it is stated that they are a sponsor of HV71 and they 

have more negative attitude when it is stated that Stora Enso is a sponsor of Brynäs IF. 

One thing that differed from the follow up study compared to the main experiment was 

that overall the respondents were little more positive in both groups. This is an impor-

tant finding for the authors since it shows that the respondents follow the same pattern 

even though they were not asked before a game.  This shows that the results do not dif-

fer significantly even though the setting was changed and this strengthens the results 

from the main experiment. Due to the fact that there were no significant differences be-

tween the main experiment and the follow up study the authors chose to focus on the 

data collected from the main experiment. 
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6 Conclusion 

This chapter answers the research questions and fulfills the purpose. 

 

The purpose of this thesis was to investigate how attitudes of hockey supporters change 

towards a sponsoring company depending on fan type and team commitment. The pur-

pose is fulfilled by answering the research questions presented below. 

 
RQ1: What are fans attitudes towards the sponsors of their favorite team compared to the spon-

sors of rival teams? 

 

Fans have a more positive attitude towards the sponsor of their favorite team and a more 

negative attitude towards the sponsor of the rival team. Thus, the fans shape their atti-

tude towards the sponsoring company depending on if the sponsor is associated with 

their favorite team or the rival team. 

 
RQ2: Do these attitudes differ depending on how loyal the fans are to the teams in question? 

 

Viewer frequency did not contribute to positive attitudinal changes among fans towards 

Stora Enso when they sponsor HV71. Based on this it is fair to state that it is not possi-

ble to predict attitude by looking at fans viewer frequency. Fans viewer frequency was 

not correlated to attitudes towards the sponsor and thus this research cannot support the 

mere exposure effect in this case. Fan commitment on the other hand showed to be a 

contributing factor when it comes to negative attitudes towards rival team sponsor. As 

fan commitment increases so does the positive attitudes towards Stora Enso as a sponsor 

of HV71. The study also showed that negative attitudes can arise more easily towards a 

sponsor of the rival team than can positive attitudes towards the sponsor of the home 

team. Furthermore, high fan commitment contributes to a high rate of brand recall, es-

pecially if the sponsor is frequently exposed to the viewers. The results showed clearly 

that Husqvarna AB received a high level of brand recall, which is most likely depending 

on the exposure effect the brand has to the viewers. 

 
RQ3: What can explain the possible differing attitudes of consumers towards the hockey teams’ 

sponsors? 

 

Fans of HV71 lean towards a more positive attitude towards the sponsor of HV71 in or-

der to create balance according to the balance triad. The opposite happens with the 

sponsor of Brynäs IF. Since they do not like the team they will have negative attitudes 

towards their sponsor. The reason why higher viewer frequency does not contribute to 

more positive attitude towards the sponsor can be explained by high levels of noise in 

the arena and that it takes a long time to build positive attitudes towards a brand. The 

fact that fan commitment is so highly correlated with negative attitudes towards the ri-

val teams sponsor show that negative attitudes arise easily with highly committed fans. 

High fan commitment also contributes to higher brand recall although it was shown that 

the main sponsor is by far the most recalled brand. This shows that with the help of 

many repetitions it is possible to increase brand recall even though it is most likely only 

the largest sponsors that benefit from this. To build positive attitudes and high recall 

takes a long time and requires a long term relationship with the team and if there are 

many highly committed fans present, negative effects from rival fans are very much 

possible and should be accounted for. 
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7 Discussion 

In the final chapter we discuss the study and present suggestions for further research. 

7.1 Critique of Study 

Critique can be pointed towards the settings of the experiment and follow up study. It 

can be argued that results are somewhat biased due to possible extraneous variables 

such as respondents being influenced just before a game. The follow up study showed 

though that the results were almost the same without the influence of a game against the 

rivals. It is possible that brand recall would be higher if the experiment was conducted 

in a laboratory setting since in that case respondents would be able to really think about 

their answers. The main advantage of the experiment setting was though that we were 

able to approach the very people that visit the games and consider themselves as com-

mitted fans in a natural environment.  

Critique towards the questionnaires can be that there are too few questions and that 

more elaborate questionnaires are needed to evaluate attitude and commitment. While it 

is true that longer questionnaires could provide more in-depth knowledge, it would also 

decrease the response rate. All of the questions are adapted from previous researchers 

that are well cited. Also this research is one of the first with this specific point of view 

and thus more in depth research is needed in the future. 

Higher number of respondents would further strengthen the research even though 30 per 

group were enough to be able to statistically analyze the results. Respondents were pre-

dominantly male and it could be argued that men and women could have different atti-

tudes towards the sponsor although this was not apparent in our results. Also this re-

flects reality since respondents were randomly selected outside the arena and the visitors 

of hockey games are mostly men. It is also important to notice that the distribution of 

men and women was equal between the two experimental groups as well as the control 

group and the follow up study so the comparison between the groups is still valid.  

7.2 Suggestions for Future Research 

This study has been focusing on hockey, where supporters’ attitude towards a sponsor-

ing company was investigated. The field of sponsorship within sports is very wide and 

has grown tremendously during the last decades, yet little research has been done in this 

area. Given this, future research possibilities are many. For future research other sports 

can be investigated where the aspects that we did not take into consideration such as the 

effect of sponsorship and the attitude towards sponsorship in general can be studied. 

Moreover, it would be interesting to extend this type of study to a longer period of time 

with different teams’ involved in order to see if any changes in the results would occur. 

Furthermore, the study could be compared to other contexts and sports, e.g. football 

leagues, in order to compare how the sponsorship is structured and potential pros and 

cons compare to this study. Another angle on the topic of sponsorship would be to see if 

there are any significant differences whether a team is focusing on having a few bigger 

sponsors or a combination of small and big sponsors. A big number of sponsors would 

potentially decrease the exposure effect, and the question is rising whether it is profita-

ble to continue with sponsoring activities if the exposure effect is small. The long term 

effects of sponsorship should also be investigated as we have shown that negative ef-

fects are real and should be accounted for.  
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Appendix 1 Questionnaires 

 

 

1 

 

Man  Kvinna  Ålder   

Stora Enso är ett företag som producerar pappers och skogsprodukter. 
Företaget är en viktig sponsor till HV71 och har under flera år haft ett nära 
samarbete med klubben. 

Var god ringa in det svarsalternativ som passar in bäst. 

1) Jag har en positiv attityd till Stora Enso. 

  1                2           3        4       5    6 7 
Stämmer inte alls                Stämmer in helt 
 

2) Stora Ensos sponsring av HV71 påverkar min attityd gentemot Stora 

Enso: 

  1              2           3        4       5    6 7 
Negativt            Positivt 
 

3) Jag tittar på HV71’s matcher och/eller följer deras resultat frekvent. 

  1                2            3        4       5    6 7 
Stämmer inte alls               Stämmer in helt 

 

4) Jag anser mig vara en hängiven supporter av HV71. 

  1                2            3        4       5    6 7 
Stämmer inte alls                Stämmer in helt 

 

5) Förutom Stora Enso, vilka av HV71s sponsorer kan du nämna? 

 

6) Vilka av Brynäs IF sponsorer kan du nämna? 
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2 

 

Man   Kvinna  Ålder   

Stora Enso är ett företag som producerar pappers och skogsprodukter. 
Företaget är en viktig sponsor till Brynäs IF och har under flera år haft ett 
nära samarbete med klubben. 

Var god ringa in det svarsalternativ som passar in bäst. 

1) Jag har en positiv attityd till Stora Enso. 

  1                2            3        4       5    6 7 
Stämmer inte alls                Stämmer in helt 
 
2) Stora Ensos sponsring av Brynäs IF påverkar min attityd gentemot Stora 

Enso: 

  1              2           3        4       5    6 7 
Negativt            Positivt 
 
3) Jag tittar på HV71’s matcher och /eller följer deras resultat frekvent. 

  1                2            3        4       5    6 7 
Stämmer inte alls               Stämmer in helt 

 

4) Jag anser mig vara en hängiven supporter av HV71. 

  1                2            3        4       5    6 7 
Stämmer inte alls               Stämmer in helt 

 

5)Vilka av HV71s sponsorer kan du nämna? 

 

6) Förutom Stora Enso, vilka av Brynäs IF sponsorer kan du nämna? 
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Appendix 2 Original Brand Attitude Questions 

The following questions were used by Dalakas and Levin (2005) in their research on 

fans attitudes towards American NASCAR drivers and their sponsors. For the last two 

questions, the answer options ranged from 1 to 10 where 1 equaled not likely at all and 

10 equaled extremely likely. 

 Please name your favorite team in Elitserien. 

 Please name the primary sponsor of your favorite team. 

 Please name your least favorite team in Elitserien. 

 Please name the primary sponsor of that team. 

 How likely are you to purchase and use products from a company that sponsors 

your favorite hockey team? 

 How likely are you to purchase and use products from a company that sponsors 

teams that you dislike team? 

These questions were used by Tsiotsou and Alexandris (2009). It is a revised version of 

the scale developed by Madrigal (2001). A seven point Likert scale was used where 1 

equaled strongly disagree and 7 equaled strongly agree. The questions are aimed to ad-

dress sponsor image. 

 I have a positive attitude toward the sponsor and its products due to the team 

sponsorship. 

 The sponsorship improves my perceptions about the team sponsor and its prod-

ucts. 

 Due the particular sponsorship, I like the products of the sponsor more. 
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Appendix 3 Psychological Commitment to Team Scale 

The PCT scale consists of 14 questions and is answered with a 7-point Likert scale 

ranging from strongly disagree to strongly agree. 

1. I might rethink my allegiance to my favorite team if this team consistently per-

forms poorly. 

2. I would watch a game featuring my favorite team regardless of which team they 

are playing. 

3. I would rethink my allegiance to my favorite team if management traded away 

its best players. 

4. Being a fan of my favorite team is important to me. 

5. Nothing could change my allegiance to my favorite team. 

6. I am a committed fan of my favorite team. 

7. It would not affect my loyalty to my favorite team if management hired a head 

coach that I disliked very much. 

8. I could easily be persuaded to change my favorite team preference. 

9. I have been a fan of my favorite team since I began watching professional foot-

ball (hockey). 

10. I could never switch my loyalty from my favorite team even if my closest 

friends were fans of another team. 

11. It would be unlikely for me to change my allegiance from my current team to 

another. 

12. It would be difficult to change my beliefs about my favorite team. 

13. You can tell a lot about a person by their willingness to stick with a team that is 

not performing well. 

14. My commitment to my favorite team would decrease if they were performing 

poorly and there appeared little chance their performance would change. 

 


