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Abstract 
Background Football is the most popular sport in Sweden today, however the in-

terest for women’s football is decreasing (Sponsor Insight, 2014, 
Appendix II). The development of women’s football in Sweden has 
been remarkable during the last decades. Although, the image and 
value of women’s football are still perceived to be rather low in to-
day’s modern society if looking at the low attendance figures, low 
exploitation in the media and difficulties with acquiring sponsorship. 
Sponsoring is the biggest source of income for almost every wom-
en’s football club in Sweden in order for women’s football to devel-
op there has been a shift in the way clubs acquire sponsorship from 
the commercial aspect to a more CSR related aspect.  

Purpose  The purpose of this thesis is to develop a model on how to increase 
the commercial value and total sponsoring of women’s football.  

 
Method This thesis is based on a qualitative research approach. The second-

ary data was collected through academic, peer-reviewed articles and 
the primary data was collected through in-depth, semi-structured in-
terviews. The data was later on analyzed through a qualitative analy-
sis.  

Conclusion  Our study shows that CSR can be a contributing factor to increase 
the commercial value of women’s football. By using other values of 
women’s football than merely the commercial value, clubs can at-
tract sponsors that want to brand themselves as contributors to so-
ciety. The authors have developed a model for women’s football 
clubs on how to increase the commercial value and total sponsoring 
of women’s football in Sweden. Furthermore, the thesis contributes 
academically by providing empirical insights in the field of sport 
sponsorship and sponsorship relationship. The research expands the 
view on CSR in relation to sport sponsorship. The thesis also focus-
es on sponsorship within women’s football, which has not been ex-
tensively investigated in academia, hence, it contributes with a 
unique context.  
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1 Introduction 
This chapter introduces the reader to the topic of the thesis. It provides the background to the problem, the 
problem discussion, problem statement, and the purpose followed by delimitations and dictionary. 
 

1.1 Background 
Gender equality is a topic that is widely discussed around the world and Sweden are ranked 
as the 4th most gender equal country in the world (World Economic Forum, 2014). How-
ever, in the sports world in Sweden this issue is still highly prominent. The development of 
women’s football in Sweden has in many aspects been remarkable during the last decades. 
Although, the image and value of women’s football are still perceived to be rather low in 
today’s modern society if looking at the low spectator numbers, low exploitation in the 
media and difficulties with acquiring sponsorship. Sponsoring is the biggest source of in-
come for almost every women’s football club and a shift can be seen in the area of spon-
soring women’s football, moving more from only sponsoring clubs because of the com-
mercial value when getting the company logo on the team jersey or on advertising boards 
in stadiums to a sponsorship more focused on the social aspects and other benefits of be-
ing associated with women’s football (A. Lindén, personal communication, March 10, 
2015). 
 
The sport culture is and has always been an important part of the authors’ lives, which 
raised the interest for the subject of Sports Marketing immediately at the initial phase of 
constructing the thesis. One of the authors has first hand experience of being a female ath-
lete participating in team sports, and has extensive knowledge regarding the challenges 
faced within the world of women’s sport today. This, together with the fact that one of the 
other authors has a valuable network within the Swedish Football Association, encouraged 
the desire to focus on women’s’ football in particular. 
 

1.2 Problem Discussion 
In Sweden, 45 percent of the people have an interest in football, which makes it the most 
popular sport in the country (Sponsor Insight, 2014, Appendix II). However, the Swedish 
people’s interest for the Swedish women’s league in football, Damallsvenskan, is decreasing 
according to a research made by Sponsor Insight (2014, Appendix II), although, there has 
been a small increase in the number of attendances at some clubs’ matches in the Swedish 
women’s league (The Swedish Football Association, 2014). The sports world is highly 
male-dominated and the media coverage of women’s team sports is significantly lower than 
the media coverage for men’s team sports in Sweden today. For women’s football clubs 
sponsorship is the biggest source of income and therefore it is crucial that they maintain 
the already existing partnerships and furthermore, obtain even more sponsors in order to 
develop further and run the organizations. 
 
One of the problems with attracting sponsors faced by women’s football clubs in Sweden 
is that women’s team sports in general is considered as having lower commercial value than 
men’s (S. Erlandsson, personal communication, March 23, 2015). Commercial value refers 
to the amount of money that the market decides that it is worth, that is to say, what the 
sponsor is willing to pay in order to be associated with the sponsee. Thus, the more people 
engaged in the club, the higher commercial value the club has (A. Lindén, personal com-
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munication, March 10, 2015). This affects the sponsoring since the basic idea of traditional 
sponsorship in sports marketing is that the sponsor wants to be associated with a club, 
sport or athlete that will enhance the consumer behavior and perception of the target mar-
ket which in the end will lead to increased sales of the sponsor’s goods and services (Farrel-
ly, Quester & Burton, 2006; Fullerton & Merz, 2008; Javalgi, Traylor, Gross, & Lampman, 
1994). The association can be made in a variety of different ways, but the main idea is that 
the sponsor provides financial aid to the sponsee in exchange for various marketing oppor-
tunities connected to the sponsee (Daellenbach, Davies & Ashill, 2006). Thus, the sponsor 
has to have an incentive to support the sponsee and the sponsee has to have enough com-
mercial value in order to make it profitable for the sponsor to support the club. Thus, 
without enough commercial value, the potential sponsors will be less willing to pay money 
in order to be associated with the club through marketing opportunities. Although, the de-
velopment has gone forward there is still rather low attendance figures at the stadiums for 
women’s football games and the media coverage could definitely be better, thus, it is not 
considered as very profitable for the sponsors to be visible on the advertising boards or 
team jerseys during the matches (A. Lindén, personal communication, March 10, 2015; S. 
Erlandsson, personal communication, March 23, 2015). So, how can clubs increase spon-
sorship income and increase the commercial value of women’s football? 
 
In 2007 FIFA presented key findings and guidelines of how to build awareness for wom-
en’s football through marketing strategies on a conference in Shanghai, during the FIFA 
Women’s World Cup in China (FIFA, 2007). Even though these suggestions already exist, 
it is more applicable to women’s football on national level and not on club level. This is 
merely because of the lack of financial resources in women’s football clubs in Sweden to-
day, which makes it difficult to conduct successful and extensive marketing activities in or-
der to raise awareness and interest of women’s soccer, and thus, increase the commercial 
value (S. Erlandsson, personal communication, March 23, 2015). As mentioned earlier, the 
majority of a club’s income comes from sponsors and it has become significantly harder for 
sports clubs to attract sponsors in the traditional way. However, one can see a clear change 
in area of sponsoring of women’s football in Sweden. Most sponsors are no longer spon-
soring solely for the rights to have their logo on the club’s stadiums or on the team clothes. 
It is becoming more common that they buy the rights to be associated with a club engaged 
in various CSR activities, which will create history and goodwill for the sponsoring corpo-
ration because they are contributing to society. The social environment in Sweden and 
people’s awareness for social causes has given firms incentives to get involved in various 
CSR activities to create an attractive brand and corporate image (A. Lindén, personal 
communication, March 10, 2015). Here, the authors see an opportunity to gain further 
knowledge about the reasons behind the low commercial value of women’s football and 
the concept of CSR sponsorship. Furthermore, the authors want to explore if CSR spon-
sorship could be a contributing factor to increase the commercial value of women’s foot-
ball.  
 

1.3 Problem Statement 
Can CSR sponsorship be a contributing factor to increase the commercial value of wom-
en’s football?  
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1.4 Purpose 
The purpose of this thesis is to develop a model on how to increase the commercial value 
and total sponsoring of women’s football.  
 

1.5 Delimitations 
There are multiple factors affecting the commercial value of women’s football. However, 
this thesis will focus on the commercial value in association with sponsorship and not 
deeper explore the effects of media coverage. Furthermore, there will be limitations in this 
thesis due to the fact that it will not investigate the impact sponsorship and certain CSR ac-
tivities have on spectators. The research is also conducted on top-level clubs only, which 
could also be viewed as a limitation. 
 

1.6 Dictionary  
The Swedish Football Association 

The Swedish Football Association was founded in 1904 and is located in Stockholm, Swe-
den. The Swedish F.A. is one out of seven nations that are co-founders of FIFA. Together 
with the 24 districts in Sweden, the Swedish F.A. organizes all football competitions in the 
nation. The Swedish Football Association’s main goal is to promote the national sport, 
football, to become the biggest and the leading sport in Sweden. The Swedish F.A. is affili-
ated to The Swedish Sports Confederation, FIFA and UEFA. Therefore the association has 
to follow their statutes and regulations (The Swedish Football Association, n.d.). 
 
EFD 

EFD stands for Elitfotboll Dam, which is the Swedish Women’s Football League Associa-
tion. EFD was founded in 1978 and is an association for the two top-level leagues in wom-
en’s football in Sweden. The association’s mission, among other things, is to, together with 
the clubs, address issues regarding women’s football on top-level as well as to be a repre-
sentative internationally for the women’s football clubs in Sweden (EFD, n.d.).  
 
FIFA 

FIFA stands for The Fédération Internationale de Football Association. FIFA was founded 
in 1904 and has 209 member associations. The association is located in Zürich, Switzerland 
and the association’s main goal is “…to improve the game of football constantly and promote it glob-
ally in the light of its unifying, educational, cultural and humanitarian values, particularly through youth 
and development programmes.” (FIFA, n.d.). 
 
UEFA 

UEFA stands for the Union of European Football Association. UEFA is the association 
for 54 of the national football associations in Europe. The association was founded in 1954 
and is located in Nyon, Switzerland. UEFA’s main goals are “…to deal with all questions relat-
ing to European football, to promote football in a spirit of unity, solidarity, peace, understanding and fair 
play, without any discrimination on the part of politics, race, religion, gender or any other reason, to safe-
guard the values of European football, maintain relations with all stakeholders involved in European foot-
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ball, and support and safeguard its member associations for the overall well-being of the European 
game.”(UEFA, n.d.). 
 
Damallsvenskan 

Damallsvenskan is the top-level league for women’s football clubs in Sweden and is also 
considered to be one of the best ones in the world for women. 

Definition of CSR Sponsorship 

The authors refer to CSR sponsorship throughout this thesis as a sponsorship relationship 
where the company supports a club for its engagement in social initiatives and not merely 
for the commercial gains of being associated the club.  
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1.7 Thesis Disposition 
 

Chapter 1. This chapter introduces the reader to the topic of the thesis. It  
Introduction provides the background to the problem, the problem discussion, 

problem statement, and the purpose followed by delimitations and 
dictionary. 

 
Chapter 2.  This chapter provides the reader with a review of the major  
Frame of  literature and theoretical areas that are considered important for 
Reference the data analysis in this thesis. The authors present the theories of 

Sports Marketing; Sponsorship related to Sport, CSR related to 
Sponsorship followed by Women’s Football and its Development. 

 
Chapter 3.   This chapter is divided into two parts, methodology and method. 
Methodology It provides an understanding about how the authors went about 
and Method  when collecting the data. The methodology part gives some back-

ground information regarding the research philosophy and ap-
proaches, which is followed by the method and trustworthiness. 

 
Chapter 4.   This chapter presents the empirical data collected during the  
Empirical  research and it provides the reader with an understanding of the 
Findings  findings that was brought from the interviews. 
 
Chapter 5.   In this chapter the authors provide the reader with an analysis of 
Analysis  findings from both the primary and secondary data, it also aims to 

answer and fulfill the purpose and problem statement of this thesis. 
 
Chapter 6.   This chapter provides the reader with the authors’ general 
Discussion  thoughts and discussion regarding the outcomes of the study. 

Thereafter, discussion on limitations and implications is provided, 
followed by recommendations for further research. 

 
Chapter 7.   In this chapter, the authors explain how the purpose of this thesis  
Conclusion  was fulfilled, and answer the problem statement in relation to the 

previous stated findings, analysis, and discussion. Furthermore, it in-
cludes a summary of the key findings in this thesis. 

 



  

 
9 

2 Frame of Reference 
This chapter provides the reader with a review of the major literature and theoretical areas that are consid-
ered important for the data analysis in this thesis. The authors' present the theories of Sports Marketing, 
Sponsorship related to Sport, CSR related to Sponsorship followed by Women’s Football and its Develop-
ment. 

 

2.1 Sports Marketing 
Many researchers have discussed the term sports marketing and how one should define it 
(Peetz & Reams, 2011). Defining the concept and the industry of sports marketing is rather 
difficult and there is no universal definition describing the term and the industry (Fullerton 
& Merz, 2008; Shannon, 1999). The concept sports marketing are not only ambiguous for 
practitioners but also academicians (Fullerton & Merz, 2008). However, in the late 1970s 
Kessler wrote an article published in Advertising Age, where he was the first one to intro-
duce the term “sports marketing”. Kessler referred the term sports marketing as the use of 
sport being a promotional vehicle for the consumers and the goods and services (cited in 
Fullerton & Merz, 2008; Evans, James, & Tomes, 1996; Thrassou, Vrontis, Kartakoullis, & 
Kriemadis, 2012). Another definition of sports marketing brought up by Thrassou et al. 
(2012) is how organizations and companies make use of and benefit from the sport sup-
porters’ connection to their team and sports stars by strategically connect the company to 
the teams and the stars in order to increase their sales of their services and products 
(Schlossberg, 1996 cited in Thrassou et al., 2012, p.279). Sports marketing are also defined, 
according to the textbook arena, as “specific application of marketing principles and processes to 
sports products and to the marketing of non-sports products through association with sports” (shank, 
2008, cited in Fullerton & Merz, 2008, p.92).  
 
Fullerton & Merz (2008) discuss and define basic principles of sport marketing and argue 
that it is relevant to understand three important principles in order to understand the sports 
marketing concept and its industry, these are: 
 

·   ”The nature of the sports marketing focus” (Fullerton & Merz, 2008, p.96). 
This principle refers to what focus the marketer has, either one focuses on market-
ing of sports or the marketing through sports. Marketing of sports is the traditional 
marketing of pure sports products and marketing through sport is when a marketer 
uses the sport as a platform for their advertisement of mostly non-sports products. 
For example, sponsorship is regarded as the strategy of marketing through sport. 

 
·   ”The nature of the product being marketed” (Fullerton & Merz, 2008, p.96). 

This principle refers to the sports products and the non-sports products that are 
marketed. Sports products are divided into three categories by Fullerton & Merz 
(2008), (1) Spectator sports, (2) participation sports and, (3) sporting goods, appar-
el, athletic shoes, and sports-related products. Non-sports products are products 
not related to sports, however, they often use the platforms of sports to market the 
products. 

 
·   ”The level of integration of sports within the marketing strategy” (Fullerton 

& Merz, 2008, p.96). This principle refers to the traditional marketing strategy and 
to the sponsorship-based marketing strategy. The traditional strategy is when com-
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panies market their products through a connection to sports. It can be anything 
from an advertisement published in a sports publication to an advertisement con-
taining a sports theme. The sponsorship-based strategy refers to the official rela-
tionship with a sports event, a sports team, a sports organization etc. Within this 
relationship are the sponsor, a company, and the sponsee, e.g. a football club, 
where both parties gain from the outcomes of the cooperation. 

 
(Fullerton & Merz, 2008). 

 
As mentioned, these principles are created by Fullerton & Merz (2008), however the mean-
ings of these principles are concepts discussed by other authors as well. Shannon (1999) 
and Thrassou et al. (2012) discuss the aspect of sport marketing being divided into the two 
categories, which are the marketing of sports and the marketing through sports in order to 
define the term sports marketing. This concept is the one related to the principle ”The na-
ture of the sports marketing focus” (Fullerton & Merz, 2008). Fullerton and Merz (2008), except 
from the principles they developed, also argue that; “In order to fully understand the dynamics 
and differing perspectives of sports marketing, it is imperative that the task of marketing through sports also 
be accepted as an integral component of the industry.” (p.90). 
 
Burnett, Menon and Smart (1996) mention activities of the sponsorship-based strategy and 
the effect of these on the spectators and supporters. They discuss the fact of the support-
ers’ positive feelings and enthusiasm towards their team for example, is transferred to the 
goods or services marketed in cooperation with this team and club, which creates a positive 
attitude towards the company producing these products. 
 
These articles discuss important issues regarding sports marketing and not least the difficul-
ty in defining the concept. However, mostly all of the articles points towards the direction 
of sports marketing being a tool for marketing products, which are either sports-related or 
not, through the sports platforms, which is often done by a sponsorship-based strategy. 
One can assume by reading these articles that sponsoring plays a vital part in the concept 
and the industry of sports marketing. 
 
Reviewing the area of sports marketing literature provided further understanding of the 
broad sport industry in terms of marketing. Sports marketing is a framework, which in-
clude sponsorship, and the theory helps explain the role which sponsoring plays in sports 
marketing. 
 

2.2 Sponsorship and Sport 
Current literature show that sport sponsorship has become a commonly used tool for mar-
keting communications and is usually a contributing factor to firms’ market strategies (Stot-
lar, 2004; Cornwell, Weeks & Roy, 2005; Cornwell & Maignan, 1998; McDaniel, 1999; Wil-
ber, 1988; Meenaghan, 2001; Javalgi et al., 1994), Fullerton and Merz (2008) define spon-
sorship as “Sponsorship involves an array of activities whereby the marketer attempts to capitalize on an 
official relationship with an event, a team, a player or some other sports organization.”(p. 95). Sponsor-
ship usually involves the sponsor providing the sponsored entity (sponsee) with a resource, 
usually in form of financial aid in exchange for various marketing opportunities in associa-
tion with the sponsee (Daellenbach, Davies & Ashill, 2006). Furthermore, sponsorship is 
distinguished from traditional advertising in the sense that it involves a third party, which is 
the activity or entity sponsored (Speed & Thompson, 2000). 
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2.2.1 Traditional Sponsorship 

The most acknowledged view on sponsorship is traditional, commercial sponsorship. The 
primary motivation for firms engaging in traditional sponsorships is the leveraging in terms 
of creating a positive association with the sponsee and furthermore use the perceived image 
of the sport club or athlete in order to improve their own corporate image hoping that it in 
turn will lead to enhancing consumer behavior and perceptions of the firm’s target market 
and lead to positive financial outcomes (Farrelly et al., 2006; Fullerton & Merz, 2008; Javal-
gi et al., 1994). The companies involving in sponsorship usually base their choice of which 
entity to sponsor and to what extent, on the commercial value of the entity. The commer-
cial value can be defined as the value that the sport entity currently hold on the market and 
what the sponsors are willing to pay to be associated with the entity (Lindén, personal 
communication, March 10, 2015). The authors have chosen this as the definition of com-
mercial value when discussing the concept throughout the thesis. Furthermore, research 
made by Copeland, Frisby and McCarville (1996) demonstrates that companies tend to en-
gage more in sponsorship focused on clubs or events of higher level and quality. 
 
The primary motivation for sport entities engaging in sponsorship are often the benefits 
gained through of exposure and fees for particular rights from the sponsors in exchange 
for using their logos and trademarks in various marketing activities conducted by the firm 
aiming to communicate its association with the sport entity (Farrelly et al., 2006). The 
sponsorship can be crucial for the survival and growth for a sport club, or even a sport as a 
whole. This because of the fact that lack of financial means can limit the sport’s scope sig-
nificantly (Wilber, 1988). Corporate funding creates capital for the sport entity, which ena-
bles the payment of higher salaries for the players, which in turn leads to the attraction of 
top players, who in turn can increase the interest from the public and thus create more at-
tention in the media. According to Wilber (1988) corporate funding has actually been a 
very important factor in renewing some sports and creating a higher demand. 
 
Although current literature shows the success and importance of commercial sponsorship 
as a marketing communications tool, literature is somewhat lacking in the area of sponsor-
ship impact on consumers and consumer relationship (Meenaghan, 2001; Stotlar, 2004; 
Speed & Thompson, 2000). However, research has found that the fit between the sponsor-
ing firm and the entity being sponsored influences the brand awareness and image of the 
sponsor (Pappu & Cornwell, 2014; Speed & Thompson, 2000). The concept of fit refers to 
the mere logic or sense of a particular firm sponsoring a particular entity or object (Olson 
& Thjomoe, 2011). Pappu and Cornwell (2014) states that the higher level of perceived fit 
between sponsor and sponsee, the better the results are in terms of consumer evaluations 
of the sponsorship. However, if the sponsoring firm engages in sport sponsorship of a 
team or club within the same geographical area as themselves it is often proven to be a suc-
cessful relationship even without the similarity or fit (Pappu & Cornwell, 2014). 
 
Amis, Slack and Berrett (1999) suggests that firms engaging in sponsorship should view 
and treat the sponsorship as a resource, which could be developed into an area of distinc-
tive competence and in turn assist the firm in gaining sustainable competitive advantage. 
For this to be possible, the first requirement is that the sponsorship increases the perceived 
customer value of the company and its products or services considerably (Amis et al., 
1991). The second requirement proposed by Amis et al. (1991) is that the sponsorship 
should be unique in the sense that it contributes more to the firm than to its competitors. 
Furthermore, in order for the firm to gain competitive advantage, the sponsorship must be 
usable in various areas of the company (Amis et al., 1991). 
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According to Meenaghan (1991) and McDonald (1991) one of the main factors, which sep-
arates sponsorship from advertising is the presence of goodwill within sponsorship. The 
activity of sponsorship is generally seen as beneficial to society and creates a better relation-
ship than the activity of advertising since it is often considered more beneficial for society 
and more truthful than advertising (Meenaghan, 2001). Furthermore, the research conduct-
ed by Meenaghan (2001) shows that sponsorship affects consumers differently than other 
forms of advertising in the sense that it bestows benefit on activities which consumers have 
strong emotional relationships with. Thus, a goodwill effect is created that triggers positive 
consumer effects. However, it usually takes longer for the sponsor than for the sponsee to 
notice the value of the partnership since the sponsee sees financial gains immediately while 
the shift in consumer perception of the sponsor’s brand often requires more long term as-
sociation between the parties and ongoing, continuous activation (Speed & Thompson, 
2000). 
 
The theory of traditional sponsorship presented above helps the understanding of how 
companies and sports organizations traditionally involve in a sponsorship. This theory is 
used as a foundation for the interpretation of the most common way of sponsoring within 
sports in this thesis. 

2.2.2 Sponsorship Relationship and Activation 

Above, the financial and commercial gains have been the focus of sponsorship partnership 
and up to date, there has been limited research about the actual relationship between spon-
sor and sponsored entity and the perceived value of the relationship (Farrelly, Quester & 
Clulow, 2008). This can be understood because of the fact that value is a rather complex 
concept, which can be perceived differently depending on what is actually assessed, the 
purpose of the assessment, who does the assessment and when it is made (Lund, 2010). 
Hence, it can be seen from different perspectives, such as customer, supplier and also from 
other stakeholders. Farrelly et al. (2006) defines successful sponsorships as “those who had de-
livered satisfaction in terms of whatever objectives had been set for the agreement.”(p. 1019). 
 
The research conducted by Farrelly et al. (2008) shows that the decision of sponsorship re-
newal is not based primarily on the economic satisfaction of the relationship, but on the 
non-economic satisfaction sponsors gain from the sponsorship. Thus, the success in han-
dling the sponsorship at interpersonal or social level matters more than the financial eval-
uation, which implies the importance for entities seeking sponsorship to focus on fostering 
the non-economic satisfaction. This is also in line with Farrelly and Quester’s (2003) re-
search showing that trust between sponsor and sponsee drives commitment in form of ac-
tivation, which in turn influences the sponsor’s decision to renew the sponsorship. There 
has been a noticeable change in the sponsors’ perception of value, hence, the expectations, 
which the sponsors have on the sponsored entities’ efforts have changed (Farrelly et al., 
2006). They expect more investment in the relationship that in turn has lead to a need for 
the sponsees to shift to a more strategic view on sponsorship (Farrelly et al., 2006) and a lot 
of emphasis is put on the importance of activation in terms of leveraging from the spon-
sorship.  
 
Activation is an important aspect of sponsorship implementation and can, according to 
IEG (2010) be defined as ‘‘the marketing activities that a company conducts to promote its sponsor-
ship’’ (cited in O’Reilly & Horning, 2013, p. 426), and it can further be specified that the 
money spent on activation is separated from rights fee paid to the sponsored 
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ty.  Meaning, activation can be referred to as the activities aiming at maximizing the effects 
of the sponsorship by adding value, for example activities such as advertising, contests or 
new products (see table 1). This view on the concept activation will be adopted throughout 
this thesis. 
 
According to O’Reilly & Horning (2013) activation in some form is crucial to be able to 
benefit fully from the sponsorship since without activation it can be hard to convey the as-
sociation between sponsor and sponsee and then the sponsor can only hope that their tar-
get consumers will make the connection themselves through for example the company 
webpage. It is also stated that sponsorship value is equal to zero without enough promo-
tion of the sponsorship relationship, hence, activation is a crucial aspect of sponsorship for 
it to be a meaningful investment (Cornwell & Maignan, 1998; Papadimitriou & Apos-
tolopoulou, 2009).  
 
There is no guarantee for sponsorship success unless sponsors and sponsees try to find 
new and different ways to interact and engage with their target segment (O’Reilly & Horn-
ing, 2013). Papadimitriou and Apostolopoulou (2009) points out that not engaging enough 
in leveraging activities can make sponsorship become equal to philanthropy, with no aim 
on return other than the satisfaction of helping a beneficiary in need. One needs to consid-
er that one activation approach is not suitable for everyone, since business situation differs 
in terms of objectives, brand equity, past sponsorship etc. Therefore, customized strategies 
for activation should be developed that best suits the company’s preconditions and goals 
(O’Reilly & Horning, 2013). It is also important to differentiate the sponsoring company’s 
sponsorship program from its competitors’. This can be done by identifying and evaluating 
the sponsee’s unique elements, which in turn can be the focus of the exploitation of the 
sponsorship association (Papadimitriou & Apostolopoulou, 2009). 
 
Furthermore, O’Reilly and Horning (2013) stresses the importance of having flexible spon-
sorship programs, which can be adapted to shifting consumer trends in for example social 
causes and social media. The focus does not only lie on what the company can get in re-
turn, but also on what the company gives to the club, to the athletes, to the event, and to 
the public (Papadimitriou & Apostolopoulou, 2009). Activation can strengthen the aim and 
message of the sponsor while positioning them as giving and caring organizations (Pa-
padimitriou & Apostolopoulou, 2009). 

In summary, activation and sponsor relationship are two of the most researched topics 
within sport sponsorship. Therefore, these topics are valuable when analyzing the findings 
and investigating if it applies to the sponsorship partnership between the clubs and spon-
sors. 

 
Table 1: Activation Methods. O’Reilly & Horning (2013, p.427) 
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2.3 Corporate Social Responsibility and Sponsorship 
Corporate social responsibility can be defined as “...a business organization’s configuration of prin-
ciples of social responsibility, processes of social responsiveness, and policies, programs, and observable out-
comes as they relate to the firm’s social relationships.”(Wood, 1991, p.693). Corporate social re-
sponsibility is more known in its abbreviated form CSR, which the authors use when refer-
ring to the concept in this thesis. 
 
Today, many global companies are engaging and investing millions of dollars in CSR activi-
ties, furthermore, it has become an essential part of corporate strategy during the last years 
and has become a widely used promotional tool (Bhattacharya, Sen & Korschun, 2008; 
Simmons & Becker-Olsen, 2006; Babiak & Wolfe, 2009). CSR initiatives have the potential 
to act as a competitive advantage and help create stronger relationships between a firm and 
its stakeholder and it is also proven that it usually strengthens the firm’s finances (Peloza & 
Shang, 2011; Plewa & Quester, 2011). Usually CSR activities have positive effects on con-
sumers, society and the organization (Babiak & Wolfe, 2009) however the measurement of 
consumers response to CSR is rather complex and according to Sen & Bhattacharya (2001) 
firms need to make sure that their CSR initiatives are aligned with their overall strategy, 
competitive position and the opinions of their key stakeholders on various social issues in 
order for it to be successful. 
 
The literature regarding corporate social responsibility (CSR) has to a great extent been fo-
cused on creating broader associations, i.e. on the positive effects for firms engaging in 
CSR and moreover on firms simply being socially responsible and how it helps positioning 
the brand (Simmons & Becker-Olsen, 2006). Thus, these perspectives often fail in consid-
ering how a firm can differentiate from the other firms incorporating CSR into their strate-
gy. However, recent research has identified the use of sports to convey a company’s CSR 
initiatives, often in combination with sponsorship (Plewa & Quester, 2011; Levermore, 
2010) and a suggestion on how firms could differentiate was proposed by Plewa & Quester 
(2011). They developed a conceptual framework, which links the CSR commitment of a 
firm with its activities of sport sponsorship to both its consumers and its employees. Thus, 
it is a framework of sport sponsorship as a form of CSR communication. 
 
This framework was constructed mainly because although the engagement in CSR has 
grown significantly during the last years, sport is still a primary focus of many organizations 
and the potential outcomes of the contribution of sport sponsorship to CSR is rather un-
explored (Plewa & Quester, 2011). The proposed conceptual framework provides a tool for 
the sponsor and the sponsee to help evaluate the impact of their activities, furthermore it 
provides guidance for managers to identify and articulate the benefits they aim to gain from 
the mutually beneficial relationship of sponsoring and CSR (Plewa & Quester, 2011). The 
framework underlines the importance of considering the perception of both internal and 
external stakeholders through company employees and consumers when making CSR deci-
sions (Plewa & Quester, 2011). 
 
Furthermore, there has been a significant increase of CSR initiatives taken among profes-
sional sports clubs and organizations (Babiak & Wolfe, 2009). This increase has occurred 
since it has become very important for sports clubs to have good relations with the com-
munities, which they operate in, there is also a higher pressure of being profitable and of 
behaving socially acceptable (Babiak & Wolfe, 2009; Walker & Kent, 2009). Engaging in 
different CSR activities is believed to add secondary value for the club (Walker & Kent, 
2009). These types of activities can vary substantially, a club can for example work together 
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with charity organizations and volunteer at different events together with sponsors, profes-
sional leagues can engage in partnerships with other organizations focusing on environ-
mental issues, human rights, community development etc. (Walker & Kent, 2009). 
 
Sport is considered as a great channel for forming partnerships (Levermore, 2010) in for 
example CSR efforts, especially between institutions that normally would not work togeth-
er. This is believed to be the fact because sport is a social entity and clubs and sports organ-
izations have become influential members in the community, which usually connects better 
with people and society than many businesses do, especially with grass root communities 
(Levermore, 2010; Walker & Kent, 2009; Smith & Westerbeek, 2007). Furthermore, sport 
enables partners to meet in a non-political, neutral arena to enhance the communication 
between non-governmental organizations, civil society, business and political institutions 
(Levermore, 2010). A sport organization is strongly linked with the consumer and the 
community and therefore CSR has become increasingly important for their ability to main-
tain a good reputation (Walker & Kent, 2009). Babiak and Wolfe (2009) suggest that a stra-
tegic view on CSR is the optimal approach. A team with a strategic-CSR approach refers to 
a team, which aligns their core competencies with their efforts within CSR by exploiting 
the abilities of their organization to benefit the society in some way (Babiak & Wolfe, 
2009). This in turn benefits the internal organization and its external stakeholders. 
 
CSR initiatives within sports are mostly considered as positive for consumers, strengthen-
ing the positive images of the organizations (Walker & Kent, 2009). It has been shown that 
consumers generally value the efforts made by clubs, although the consumer awareness of 
the CSR initiatives are usually lacking (Walker & Kent, 2009). Therefore, Walker & Kent 
(2009) stresses the importance of conveying their efforts for society and addressing social 
issues widely through marketing communication strategies to further strengthen the organ-
ization’s reputation and image. These efforts are considered as especially important for 
people with lower team identification and when the teams hit a losing streak (Walker & 
Kent, 2009). 
 
Smith & Westerbeek (2007) states that a partnership between a company and a sport or-
ganization with the aim to engage in social responsibilities has mutual benefits, they believe 
that “...it can be pervasive, youth-friendly, health-oriented, socially interactive, environmentally aware, cul-
turally liberating and fun. Corporate managers and sport managers alike can enhance the economic pro-
spects of their organizations and maximize the social benefits that they deliver to society by better harnessing 
the power of sport to deliver on social and community objectives.” (p. 52). 
 
As mentioned, corporate social responsibility usually has a positive effect on consumer 
perception. However, there have been various assumptions of what the area of CSR actual-
ly involves and therefore there has been some skepticism regarding business and society 
over the years (Jamali, 2008). This is also the case with developing CSR through the use of 
sport. It is widely known that sport has an incredible possibility to promote different sorts 
of development, however, the sport product can in some cases be seen as heavily tarnished 
because it sometimes involve corruption, doping and cheating, which can affect the possi-
bility to achieve sponsoring (Levermore, 2010). 
 
To conclude, the concept of CSR within sport sponsorship has been investigated, however, 
not in the context of women’s football. The existing literature gives a background on how 
CSR has been used within the area of sports marketing and provides a foundation of how 
to implement it within women’s football. 
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2.4 Women’s Football and Sweden 
Women’s football is the fastest growing sport among women in Europe today and is still 
experiencing an important development (Melkersson, 2013; Williams, 2006). In the past 20 
years a lot has happened, women’s football in Scandinavia has developed rapidly and so 
have the interest for the sport. There have also been an increasing number of girls and 
women who practice football. From being a mere amateur sport, women’s football has 
now transitioned into being a professional one and Scandinavian leagues today offer pro-
fessional contracts to players (Melkersson, 2013; Kjær & Agergaard, 2013). The interest 
from sponsors and the media sector has increased and some clubs nowadays can even offer 
a small payment to their players (Kjær & Agergaard, 2013). 
 
In 1904 the Swedish Football Association was established, however in the beginning this 
was merely an arena for men’s football, which led to the creation of the mindset and the 
norm that football is a men’s sport (Melkersson, 2013). It was not until the late 1960s and 
early 1980s that women’s football in Sweden was officially established, especially through 
the launch of a national championship in 1973 (Melkersson, 2013). Women’s football in 
Sweden has, in principle, always been practiced in the same way as men’s football and one 
did not want to differentiate them from each other in the initial stage of the sport’s devel-
opment. This has led to a certain mindset where people compare these practices and quali-
ties of women’s and men’s football instead of looking at the sports for what it is and the 
uniqueness of the practices of football (Melkersson, 2013). 
 
As mentioned, women’s football is facing a remarkable development, and this is happening 
both on an international and a national level. UEFA for instance has proposed an incentive 
for assisting European Football Associations in the development of strategies for women’s 
football (Melkersson, 2013). This incentive is called the UEFA’s Women’s Football Devel-
opment Program. The development program’s aim is the focus on three important factors 
of the development of women’s football, such as governance, image and grassroots. Firstly 
it addresses the governance and the fact that there is lack a of women in key positions with-
in the football industry, and therefore tries, through this program, to encourage associa-
tions to involve more women within key positions. Secondly, the incentive addresses the 
image of women’s football. It states that women’s football should be perceived as a sport 
of fair play as well as the uniqueness of the sport. Thirdly, it addresses the importance of 
the grassroots. One major part of the development of women’s football is to make sure 
that regardless on what level one is on, all women and girls should be welcome and have 
the opportunity to practice the sport. According to this incentive, this should lead to an in-
crease in the development of women’s football and the sport’s gaining of visibility, which 
in turn might lead to a change in the mindset of people and instead create a more open 
mind towards the sport (Melkersson, 2013). 
 
Furthermore, in Sweden the Swedish Football Association together with EFD (the Swedish 
Women’s Football League Association) have developed a national club license that is im-
plemented on the top-level clubs in women’s football in Sweden to promote quality im-
provements of the development. The club license demands the clubs to structure their 
work according to several parameters for the development and the strengthening of the 
sport. These parameters aims to improve and develop further organizational structure and 
skills, the financial area and creating awareness for women’s football in Sweden (Melkers-
son, 2013). 
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According to Melkersson (2013) the visibility and awareness of the sport has a significant 
role of the development process but are also important factors when strengthening the 
sport. Not only traditional media and advertisement but also social media and personal in-
teraction can enable women’s football to attain visibility and create the awareness needed 
for a further development of the sport. However, not only does Melkersson (2013) men-
tion that, but he also stresses the importance of the visibility when it regards the advance-
ment and the professionalization in todays football industry. However, when it comes to 
visibility regarding media coverage there has in fact been an actual increase in the broad-
casting of women’s football in Sweden. The highest league in women’s football in Sweden 
received in the very past years an increase in the game broadcasting and in result of this the 
sport received an increase in exposure in media (Melkersson, 2013). Another important fac-
tor for the development of women’s football brought up by Melkersson (2013) is differen-
tiation, which he refers to as the product of women’s football and consider it as a vital part 
in the process of strengthening the sport’s position in the modern sports arena. 
 
Although, one of the major challenges regarding the development of women’s football is 
the fact that some people have a certain mindset regarding the sport and it is seen more as 
a subordinate in relations to men’s football. This means that women’s football is automati-
cally being compared and evaluated in regards to the norm of men’s football when for ex-
ample looking on the quality aspects such as how well they perform according to that norm 
(Melkersson, 2013). According to Williams (2006) “A professional women’s league would need 
more than great players and love of football to succeed, it would need something markedly different to attract 
support, money and management. It would need a sense of community combined with an emotional element 
that provides a sense of pride in the television and live audience.” (p.165). One has to understand that 
women’s and men’s football is the same sport, however it is played differently and there-
fore it is important not to compare them to each other (Williams, 2006). 

The background of women’s football and its development in Sweden creates a more specif-
ic understanding of the current situation of women’s football in many areas. Furthermore, 
the literature is used in comparison with empirical findings to create viable analysis and 
conclusions.  
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3 Methodology and Method 
This chapter is divided into two parts, methodology and method. It provides an understanding about how 
the authors went about when collecting the data. The methodology part gives some background information 
regarding the research philosophy and approaches, which is followed by the method and trustworthiness. 
 

3.1 Methodology 
Methodology is the analysis of methods used in the thesis (Maxwell, 2012). It will provide 
the reader with a deeper understanding of the thought behind the choice of method. 

3.1.1 Research Philosophy 

It is important to be aware of the philosophical commitments that are made when choos-
ing the research strategy since it has a big influence on what the researchers do and how 
they understand what they are investigating (Clark & Johnson, 2006). A qualitative research 
is most often associated with the interpretive philosophy (Norman & Lincoln, 2005). 
Through an interpretivist’s perspective it is important for the researcher to understand that 
people are complex human beings that behave differently. Each human being interprets his 
or her reality through that person’s own set of meanings, and according to Saunders, Lewis 
and Thornhill (2009) this emphasizes the difference between doing a research among peo-
ple rather than on objects. When having an interpretive philosophy it is crucial that the re-
searchers adopt the ability to have an empathic stance. This means that the researchers 
have to be able to look through the eyes of the research subjects and understand the world 
as they do (Saunders, Lewies & Thornhill, 2012). Since this study focuses on sponsorship 
and the relationship between sponsor and sponsee, the understanding of the different mo-
tives and goals of the different actors is very important. Therefore, interpretivism lies in ac-
cordance with the research philosophy that the research group has for this study. It has al-
so been said that the interpretivist perspective is highly suitable for business and manage-
ment research, particularly in fields such as marketing, due to its complexity and unique-
ness (Saunders et al., 2009). 

3.1.2 Research Approach 

The clarification of what research approach the researchers use provides a better under-
standing behind the research design, it improves the choice of suitable research strategy 
and method and it helps realize the limitations of the research (Saunders et al., 2012). There 
are three different approaches to choose from, which are the deductive, inductive and ab-
ductive approach. 
 
The deductive approach emphasizes the need to explain relationships between variables 
and the collection of quantitative data (Saunders et al., 2009). This approach is aiming on 
explaining a causal relationship between two variables and to find the answer to a “what” 
question, which later on would be either accepted or rejected in a hypothesis. 
 
The inductive approach focuses on qualitative data and aims on investigating the “why” 
question rather than “what”. Data is collected and then analyzed in order to develop a theo-
ry as a result of the data collection. Induction emphasizes a close understanding of the re-
search context and it has a more flexible structure, which enables the researchers to make 
changes as the research progresses (Saunders et al., 2009). 
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The abductive approach is a mixture between the deductive and inductive approach where 
the researchers are able to go back and forth between theory and data. It is aiming on de-
veloping a new theory or to modify existing theories based on the found data. With the ab-
ductive approach the researchers are able to alter the specific theories they find throughout 
the process (Saunders et al., 2012). This study examines qualitative data, which was gath-
ered through interviews and was finally developed into a model, and therefore the abduc-
tive approach was chosen for this thesis. 
 

3.2 Method 
The term “method” is explained as the technique and procedures used to obtain and ana-
lyze data. This includes questionnaires, observations and interviews as well as both quanti-
tative and qualitative analysis techniques (Saunders et al., 2009). 

3.2.1 Qualitative Method 

When deciding upon using a qualitative or a quantitative approach the researchers have to 
thoroughly examine the problem statement and evaluate the context for the research. The 
qualitative method strengthens the understanding of meaning for the situations and events 
that are studied in the research as well as the understanding of the particular context in 
which all factors act and the reason why they act as they do in this setting (Maxwell, 2012). 
The questions and procedures may alter and emerge during the research process, which 
makes the data collection non-standardized (Saunders et al., 2012). Since this research is 
largely based upon data collected from interviews and the objective is to develop a model, 
the qualitative method was chosen. According to Maxwell (2012) the strengths of the quali-
tative approach is “its focus on specific situations or people, and its emphasis on words rather on ’num-
ber’” (p. 17). 

3.2.2 Selection of Respondents 

In the selection of respondents for the planned interviews the objective was to find suitable 
representatives from three areas; (1) highly knowledgeable people within the women’s 
football industry, (2) representatives from a top-level women’s football club and (3) spon-
sors of the football club. People had to be chosen that best could bring light upon the pur-
pose of this thesis. With this foundation in mind purposive sampling was chosen as sam-
pling strategy for the interviews. 
 
According to Saunders et al. (2009) the research questions and objectives of the research 
should be the base for the logic behind the choice of strategy for selecting the cases for a 
purposive sampling. Maxwell (2012) states that this is a strategy where events, settings or 
persons are deliberately chosen in order to provide important information. For example the 
way Weiss (1994) put it ”people who are uniquely able to be informative because they are experts in an 
area or were privileged witnesses to an event” (cited in Maxwell, 2012, p. 70) was highly applicable 
on this research. 
 
In order to get an understandable foundation about the history and development of wom-
en’s football, representatives with a lifelong career within football were chosen to provide 
information in this area. These interviews were also intended to discuss prospects about the 
future development within sponsorship and to get a deeper understanding about the over-
all football environment in both Sweden and internationally today. 
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Furthermore, insights about the clubs’ perspective, knowledge and experience about spon-
sorship through a CSR perspective was needed to continue the research. The prerequisites 
were that the club’s women’s team  had to be in the highest league in Sweden (Damallsven-
skan) and it had to have an extensive background and history of successful development 
during the past years. 
 
To be able to get the balanced perspective that this thesis was aiming on, representatives 
from the sponsors of the football clubs had to be interviewed as well. The prerequisites for 
the sponsors were that they had to be a medium sized or main sponsor to the football club. 
In order for the interview to benefit the thesis as much as possible the authors wanted the 
sponsor to have an extensive understanding and involvement in the sponsorship of the 
football club. The objective of these interviews was to understand the vision behind using 
CSR as a sponsorship potential strategy and to get hands-on insights of the most important 
and valuable factors for the firms to engage in sponsorship. Furthermore, the interviews 
could also shed some light on what prospects people in this industry have for the future 
development of women’s football in relation to CSR sponsorship. 

3.2.3 Case Study 

A case study is used when one wants to understand a real-life phenomenon in depth (Yin, 
2009), which is why a case study about women’s football clubs and their relationship with 
the sponsoring entities was conducted for this research. Schramm (1971) defines a case 
study as: “The essence of a case study, the central tendency among all types of case study, is that it tries to 
illuminate a decision or set of decisions: why they were taken, how they were implemented, and with what re-
sult.” (cited in Yin, 2009, p. 17).  
 
The aim for this case was to investigate the context of women’s football clubs that are play-
ing in the Swedish top-level league for women. Furthermore, in order to fulfill the purpose 
of the study it was necessary to examine the perspectives of two stakeholders as well as 
sponsors and key persons within the football industry. The clubs had to have a recorded 
history of successful development the past years and also a series of sponsors supporting 
them. In order to investigate the commercial value aspect of women’s football in relation 
to sponsorship it was decided that a case study would be the best method to gain in-depth 
understanding. Because of the examination of three different units within one context, the 
case study was labeled as a single embedded case study (Yin, 2009). 
 
By using this method the authors were able to gather highly relevant and detailed data 
through real-life situations which otherwise would be difficult to find due to the lack of rel-
evant academic secondary data. The abductive approach allows the authors to be flexible 
and go back and forth between theory and data, which aligns with the choice of doing a 
case study (Saunders et al., 2012). Also, the use of the interpretive philosophy assumes that 
there are several different perspectives of one matter, which made it possible for the au-
thors to interpret the findings on a wide scale, making the underlying motivations and be-
haviors visible for analysis (Saunders et al., 2012).  
 
In cases where surveys or experimental strategies are not sufficient enough for data collec-
tion, case studies are used to explain the presumed causal links in real-life interventions 
(Yin, 2009). This was highly relevant for this thesis since the case study provided a struc-
ture with key-findings that were helpful for the in-depth understanding of the issues as well 
as the fulfillment of the purpose of this thesis. 
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3.2.4 Data Collection 

When collecting data for a research study the researchers can find information needed 
from primary and secondary sources. Sekaran (2003) refers to primary sources as infor-
mation obtained firsthand by the researcher while secondary data is information gathered 
from already existing sources. Examples of primary sources are interviews and focus 
groups and examples of secondary sources are journals and articles. 
 
In this research both primary and secondary data have been collected in order to create an 
as trustworthy and interesting study as possible. Based on the fact that there was not 
enough research in the field the primary data have been collected through interviews. Sec-
ondary data have been collected through several peer-reviewed articles and journals that 
cover sports marketing, sponsorship and CSR. To be able to gather relevant information 
and gain in depth understanding of the explored concepts, the theoretical framework has 
an article collection ranging from the year of 1988 until today. 
 

3.2.4.1 Pre-study 

Before starting the data collection a pre-study was made through personal communication 
with the head of department communications and marketing of the Swedish Football As-
sociation, Camilla Hagman, and with the CEO of Tango Sponsring, Anders Lindén. This 
was made in order to gain rich basic knowledge about the Swedish football industry and 
sponsoring industry and to get various definitions clarified within the area. This helped the 
authors to get a deeper understanding about what areas that needed more academic re-
search within Swedish football and the fluctuations and trends within the sponsor industry, 
especially within the sports department. Furthermore, it also helped the authors to develop 
the purpose of this thesis. This pre-study was considered important in order to be able to 
develop a trustworthy and high-performing thesis.  
 

3.2.4.2 Interviews 

This study is based on interviews for its primary data collection. Interviews are used to 
gather valid and reliable data that is significant to the research question(s) of the study 
(Saunders et al., 2009).  According to Maxwell (2012) the research questions formulate 
what we want to understand while the interview questions are the formulations we ask 
people in order to get that understanding. 
 
When conducting an interview, there are several different ways to obtain the information 
needed, for example through face-to-face interviews and through telephone interviews 
(Saunders et al., 2012). In order to understand the reasons for the decisions that the re-
search participants have taken or to understand the reason behind their attitudes and opin-
ions the researchers are likely to conduct an in-depth or semi-structured interview (Saun-
ders et al., 2009). Since the concern of this kind of interview is to understand meanings that 
the interviewees ascribe to different phenomena, the interpretivist epistemology, which is 
discussed earlier, is highly suitable to adopt (Saunders, et al., 2012). Semi-structured inter-
views were chosen for this thesis, something that has been referred to as a qualitative re-
search interview (King, 2004). The researcher will in this case have a list of questions to be 
covered during the interview, although these may vary from time to time.  As opposed to 
structured interviews, where the researcher uses questionnaires based on a standardized set 
of questions (Saunders et al., 2009), the semi-structured interviewer is having a bit more 
freedom to design the interview so to that it fits the situation better (interview guidelines, 
Appendix I). 
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Table 2: Interview Schedule. compiled by the Authors 
 

3.2.4.3 Conducting the Interviews 

Six interviews were conducted simultaneously during approximately one month. The inter-
viewees were divided into three different groups; key persons within women’s football, 
football clubs and sponsors with two respondents from each group. Two interviews were 
conducted face-to-face and four were conducted through telephone and since semi-
structured interviews tend to last for a longer time at least one hour was set aside for each 
interview. Before the interview respondents received an email with a template consisting of 
the areas that were to be discussed in order for them to be well prepared for the interview. 
All the interviews were recorded in order for the authors to be able to create a more accu-
rate transcript and return to the interviews for details afterwards. 
 
All the questions asked to the three groups of interviewees are provided in Appendix I alt-
hough in empirical findings they are presented as more general topics. The introduction of 
the interview was, independent of weather it was conducted by telephone or face-to-face, 
always a brief presentation of the authors and the research conducted followed by a presen-
tation of the interviewee. As the interview proceeded, more in-depth questions could be 
given and thus discussions about the different topics were frequent which were informative 
and gave extensive understanding of different issues. All the interviews were conducted in 
Swedish because Swedish were the mother tongue of both the researchers and the re-
spondents. This was also a strength when it came to the language barrier, which might oth-
erwise have arisen. 
 

3.2.4.4 Expert Interviews  

The authors of this thesis chose to interview two experts in Sweden within the area of 
women’s football, which they throughout the thesis refer to as “Key Persons”. This deci-
sion of conducting two expert interviews is based on the aim of creating a trustworthy the-
sis but also richer empirical data. Not only are the experts able to provide the authors with 
a deeper understanding for the subject but their answers also carry weight within this re-
search. 
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3.3 Qualitative Data Analysis 
“The process of data analysis involves making sense out of text and image data” (Creswell, 2003, p. 
190). Analyzing data is possibly the least developed and most difficult aspect of doing case 
studies due to the fact that investigators often start doing case studies without having any 
idea of how to analyze them (Yin, 2009). Moreover, according to Saunders et al. (2012) 
there is no correct or standardized way of analyzing qualitative data. 
 
The authors decided to record all six full interviews, apart from one, which was in written 
with additional questions recorded over phone, as mentioned earlier. The first step after 
conducting the interviews was to organize and prepare the data for the analysis (Creswell, 
2003). This involved transcribing the audio recordings, meaning, reproducing the audio in-
to writing (Saunders et al., 2012). This was done continuously after each interview since the 
interviews did not occur during the same day. Hence, waiting until after all the interviews 
were conducted before beginning transcribing would result in extensive time constraint. As 
mentioned, all interviews were conducted in Swedish since that was the native language of 
everyone involved. This in turn led to transcribing the audio-recordings first into written 
Swedish and later translated into English for the use in this thesis. The second step was to 
read through the findings in order to obtain a general sense of the information (Creswell, 
2003). In this step the authors gained a general impression of the overall depth of the find-
ings and the initial formation of a potential conclusion started to emerge. 
 
Thereafter, the authors rearranged the data into different categories, also referred to as la-
bels or codes guided by the purpose of the thesis (Saunders et al., 2012; Creswell, 2003). 
These categories were both derived from already existing theory and the data collected, 
which provided a structured framework, enabling further analysis (Saunders et al., 2012). 
The aim was to find and identify the building blocks of a successful strategy of increasing 
the commercial value of women’s football and the categories were structured thereafter. 
Using this strategy the most valuable categories derived from the primary data was:  
 
 

• The interviewees’ perspective on the financial aspect of the club 
• The interviewees’ perspective on the organizational aspect of the club 
• The interviewees’ perspective on the sports success of the club 
• The interviewees’ opinions on sponsorship 
• The interviewees’ opinions of what activities the clubs can do to increase the com-

mercial value of women’s football in Sweden  
• The interviewees’ opinions of the development of the commercial value of wom-

en’s football 
 
These findings are later on presented in empirical findings. The next step was to decide 
how the categories should be explained in the analysis. In this case, the authors were able 
to develop a model, which was supported from the coding of the information. The process 
of this development included thorough examination of the findings, identifications of pat-
terns and themes and notes from the authors along the way. Also, the process of moving 
back to existing and relevant theory enabled the authors to find supporting evidence for 
the model. The authors chose to develop this model when analyzing the findings and it is 
also used to guide the reader through the different steps of the process. This is also the last 
step of the analysis, making interpretations and meaning of the data (Creswell, 2003).  
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3.4 Trustworthiness 
Although continuous validation occurs throughout the research the researchers have to 
convey the steps they take in order to check for credibility and accuracy of their findings 
(Cresswell, 2003). The methodology chapter is important in order for the reader to under-
stand through what methods the information was collected, and why this information was 
chosen. Validity measures whether the findings really are what they appear to be about 
(Saunders et al., 2009). That is to say, the researchers have to prove that the findings are ac-
curate in the research or not, from all participants point of view. In order to do this, the re-
searchers ought to use a validity strategy and for this research triangulation was chosen. 
Triangulation is the use of several different data collection techniques when doing research, 
for instance through primary data such as interviews and secondary data such as academic 
articles (Saunders et al., 2009). When conducting this strategy the researchers make sure 
that what the data collected is revealing indeed is what the researchers think it is revealing. 
Multiple sources essentially provide multiple measures of the same phenomenon, which 
leads to greater validity (Yin, 2009).  
 
As mentioned before, this research was based upon both primary and secondary data col-
lected through in-depth, semi-structured interviews conducted with three different units 
within women’s football, as well as academic, peer-reviewed articles. Several patterns and 
themes have been found between our different sources of data, which implies that the data 
collected is valid. The empirical findings chapter was sent to the interviewees in order for 
them to read it through and approve their statements before the thesis was published. Al-
most all of the interviewees wanted to be official with their names and professions, which 
is believed by the authors to be a sign of trustworthiness since it indicates that the inter-
viewees do not hesitate to share their knowledge to general public and acknowledged the 
importance of this research. Also, one can conclude that due to the rich contribution from 
the expert interviews the trustworthiness increases significantly since the key persons are of 
high expertise and experience within the area of women’s football.  
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4 Empirical Findings 
This chapter presents the empirical data collected during the research and it provides the reader with an un-
derstanding of the findings that was brought from the interviews. 
 

4.1 Key Persons 
“We have to build our own story.” 

Linda Wijkström (Personal communication, April 10, 2015) 
 
Susanne Erlandsson 
Erlandsson is one of the pioneers within women’s football both in Sweden and in Europe. 
She was a player in the women’s national team when Sweden played their first international 
match in 1973. Thereafter she has had several missions for The Swedish Football Associa-
tion, EFD, The Swedish Sports Confederation, UEFA and FIFA. Today Erlandsson is 
Chairman of the football club IS Halmia in Halmstad, Sweden. She is also 1st vice chairman 
of UEFA’s Women’s Football Committee, a member of FIFA’s Committee for Women’s 
Football and the FIFA Women’s World CupTM and a Member of the board of The Swedish 
Sports Confederation. 
 
Linda Wijkström 
Wijkström started her career within women’s football in 2003 when the two clubs 
Djurgården and Älvsjö emerged and wanted to focus and invest in the professionalization 
of women’s football. She became the club director of the club, however, without any finan-
cial compensation. In 2009 Wijkström started to work at EFD, the Swedish Women’s 
Football League Association, and in 2010 she received the position as General Secretary of 
EFD. She is also today a member of the Stadium Committee of the Swedish Football As-
sociation. 

4.1.1 The Development of Women’s Football 

Women’s football is a relatively new and young sport and has encountered some difficulties 
in the development of the sport. One of the difficulties for the development of women’s 
football could be based on the fact that in the initial phase of women’s football one made 
everything similar to men’s football, which was not very beneficial in regards to the differ-
ent physical preconditions (Erlandsson, personal communication, March 23, 2015). How-
ever, according to Erlandsson, this has also helped women’s football in Sweden compared 
to other countries since The Swedish Football Association included women’s football im-
mediately into their organization (Personal communication, March 23, 2015). Erlandsson 
also points out that another problem for the development is the mindset that some people 
have regarding women’s football, since many people compare women’s to men’s and view 
it as a worse copy; “You never compare Kajsa Bergqvist with Stefan Holm. Kajsa Bergqvist jumps 2.01 
and Stefan jumps 2.40” (Personal communication, March 23, 2015). She believes that it will 
be difficult to reach a further development as long as the attitudes and values towards 
women’s football remain as they are today (Erlandsson, personal communication, March 
23, 2015). 
 
From a club perspective, Wijkström has seen that the major changes has happened rather 
rapidly during the last years and especially since 2003/2004 when Umeå IK was the biggest 
team both financially and statistically regarding attendance figures etc. (Personal communi-
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cation, April 10, 2015). Furthermore, she points out that at that time, the other teams were 
not mature enough to keep up with Umeå, which resulted in a situation that did not pro-
mote women’s football overall (Wijkström, personal communication, April 10, 2015). 
However, today these aspects are more equal in the highest leagues because of the clubs 
becoming more professional. Although there has been a huge development in such a short 
time there are still three major problems, which needs to be addressed according to Wijks-
tröm (Personal communication, April 10, 2015). The first one is the economic issue, which 
is the most important factor for clubs to be able to survive and develop further. The mon-
ey that a club earns has to be allocated more carefully since the will to professionalize can 
sometimes result in the club investing their money in the wrong places such as a new, ex-
pensive midfielder instead of activities promoting the club. The other problem raised by 
Wijkström is the organizational structure of the club. She mentions that they have come a 
long way in terms of the sport, such as having full time employed coaches and developed 
medical teams (Personal communication, April 10, 2015). However, many clubs lack in the 
organizational structure, with for example club managers where the work tasks looks dif-
ferent from club to club, with some managers being more of an administrator with multiple 
tasks in many areas. In this area the clubs have a lot of work to do to be able to gain a more 
long-term strategic aim. The third problem is the low attendance figures at the matches for 
women’s football that, in turn also affects the amount of media coverage a club can get 
(Wijkström, personal communication, April 10, 2015). 
 
However, in Sweden there is more media coverage of women’s football both with regards 
to the Swedish women’s football league and the national team than anywhere else in the 
world. Although, this does not cause enough real increase in the commercial value of 
women’s football. The success of the Swedish Women’s national team has caused a small 
change in people’s mindset and their perception of women’s football in Sweden, however 
this is mostly concerning special events such as UEFA Women’s Euro 2013 and not 
matches or events on club level (Erlandsson, personal communication, March 23, 2015). 
 
Looking at women’s football on an international level, UEFA and FIFA have done an in-
credible job for the development of women’s football with various projects. FIFA has a 
development program that runs until 2018 with different efforts made for women’s foot-
ball (Wijkström, personal communication, April 10, 2015). UEFA for example focuses on 
the branding of women’s football to help the development of the sport. One example of 
the branding is the UEFA Women’s Champions League, which is unique but also similar to 
men’s. The marketing campaigns for UEFA Women’s Champions League are similar to the 
men’s in order to form an association in the minds of the public, which is valuable in terms 
of branding (Erlandsson, personal communication, March 23, 2015). The sponsors receive 
the tournaments in packages with both women’s and men’s versions. According to Er-
landsson this could be an issue due to the fact that it leaves out the possibility to incorpo-
rate unique sponsors for the women’s tournaments that could be more suitable and help 
emphasize the value of women’s football (Personal communication, March 23, 2015). 
However, the packages are made due to the fact that it requires a lot more effort to gain 
sponsors specifically for women’s football than for men’s football (Erlandsson, personal 
communication, March 23, 2015). 

4.1.2 The Commercial Value of Women’s Football 

According to Wijkström and Erlandsson there is a commercial value on women’s football 
on top level, which can be seen in the fact that TV4 actually pays a substantial amount of 
money to broadcast the matches (Personal communication, April 10, 2015; Personal com-
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munication, March 23, 2015). Though, Erlandsson states that the higher commercial value 
is often associated with special events and the national team, meanwhile on club level it is 
harder to gain a higher value (Personal communication, March 23, 2015). Although there is 
a commercial value of women’s football, the low attendance figures are still prominent and 
therefore one should see women’s football as a product where the clubs must realize what 
they are selling (Wijkström, personal communication, April 10, 2015). According to Er-
landsson, when measuring the commercial value it mostly focuses on the number of spec-
tators both on TV and at the stadiums (Personal communication, March 23, 2015). If clubs 
do not realize the value of gaining spectators both on TV and at the stadiums it will be dif-
ficult to increase the commercial value for women’s football (Erlandsson, personal com-
munication, March 23, 2015). 
 
Furthermore, Wijkström states that the problem originates from clubs lowering their own 
value by portraying themselves as martyrs instead of actually focusing on their values and 
selling them; “We have to become more attractive to those who want to be associated with us, and I do 
not think that we will receive that through martyrhood.” (Personal communication, April 10, 2015). 
Another important factor put forward by Wijkström is the way clubs activate and interact 
with their sponsors to contribute to the commercialization (Personal communication, April 
10, 2015). Also, Wijkström believes gaining sponsors is a crucial part to be able to increase 
the commercial value and now one has to consider the fact that they are not only sponsor-
ing elite athletes but also the story surrounding the club with youth development programs 
etc. (Personal communication, April 10, 2015). She also stresses the fact that most clubs 
have so many activities and values that they do not sell and that these things are getting 
more important for sponsors than the actual ranking. Wijkström also adds that women’s 
football clubs keep continuing to copy the strategies of men’s clubs with selling advertising 
boards in stadiums and logos on team jerseys and that they need to find their own values 
instead of battling in the same saturated arena (Personal communication, April 10, 2015). 
 
Erlandsson suggests another main problem regarding the low commercial value, which is 
based on the equality between men and women. Women’s sports are in general valued less 
than men’s sports (Personal communication, March 23, 2015). Regarding the individual 
athletes it is easier to gain sponsors than it is for the team sports. Teams need to be more 
unique, they need to have something that distinguish them from others, which could be 
something as having a star on the team or being very special and distinct for the certain lo-
cation, to be able to get an effect on the commercial value. It is also crucial for the com-
mercial value to increase the interest of the sport and get the people to the stadiums, this 
however takes a lot of effort from the club and it is not only important for one match, it is 
important for every match. This regards the issue of the organizational structure in the 
clubs where there is a lack of certain positions for certain areas and tasks, and the fact that 
their organizational resources are not enough (Erlandsson, personal communication, March 
23, 2015). 

4.1.3 The Importance of Sponsoring 

Wijkström finds that sponsoring has an immense impact on the commercial value of wom-
en’s football and Erlandsson believes that sponsoring is a very important factor for the 
clubs since many of them have limited finances (Personal communication, April 10, 2015; 
Personal communication, March 23, 2015). Women’s football clubs’ today receive financial 
contribution from EFD to be able to run their organization professionally, which also is a 
huge portion of the clubs’ income (Wijkström, personal communication, April 10, 2015). 
However, on lower club levels the main income is based on local companies and because 
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of the sponsor market being rather saturated, it becomes more difficult to gain money re-
sulting in difficulties to run the organization due to scarce resources (Erlandsson, personal 
communication, March 23, 2015). Erlandsson mentions that the competition of attracting 
sponsor is very big in terms of the sponsors that exist on the market, which is not many. 
This is also a result of a lot of companies investing the sponsor money on more nationally 
recognizable individual athletes when becoming internationally owned (Personal communi-
cation, March 23, 2015). However, according to Erlandsson, the interest and the im-
portance of being associated with good values have increased among companies; “Compa-
nies nowadays want to be associated with good values (…) such as integration, bigger opportunities for girls 
etc., and these are the entrances that we have to find.” (Personal communication, March 23, 2015). 
Wijkström also explains that a logo on the jersey or at the stadiums produce money for the 
club, however, women’s football needs greater accessibility to people that is not yet dedi-
cated (Personal communication, April 10, 2015). There, the sponsors can have a major in-
fluence in terms of activating these people and get more people to the stadiums. Also, 
sponsors are the largest source of income for the clubs, which is also extremely important, 
and since only an average of six percent of a club’s income comes from public revenues 
there is an opportunity for economic growth in this area (Wijkström, personal communica-
tion, April 10, 2015). 

4.1.4 The Future of Sponsorship within Women’s Football 

A more CSR-focused view on sponsorship is definitely the future according to Wijkström 
and Erlandsson (Personal communication, April 10, 2015; Personal communication, March 
23, 2015). Clubs need to find their own values, really engage in their projects and not only 
create but deliver to the sponsors as well. Erlandsson also mentions that it is right in time 
for such a focus since many companies wants to be associated with good values (Personal 
communication, March 23, 2015). The pursuit of only getting as much money as possible in 
the short run can hurt women’s football in the long run and therefore it is important to see 
a fit between the club and the sponsoring company’s values and goals (Wijkström, personal 
communication, April 10, 2015). Furthermore, a long-term strategy needs to be the focus 
of sponsorship partnerships for it to be sustainable according to Wijkström and not only 
the focus of just surviving the season (Personal communication, April 10, 2015). Erlands-
son also believes that the use of a perspective such as CSR could result in a better and 
more sustainable long-term relationship since it demands effort from both the club and the 
company to create mutual benefits (Personal communication, March 23, 2015). 
 
During the recent years it has become more difficult for women’s football clubs’ to work 
with traditional sponsorship and therefore clubs need to find another approach (Erlands-
son, personal communication, March 23, 2015). Meanwhile sponsors are beginning to get 
tired of only receiving an advertising board at stadiums or a logo on the jerseys, they are 
striving for something else than merely the display of their company’s logo (Erlandsson, 
personal communication, March 23, 2015). Erlandsson believes that it is important to re-
think the process of gaining sponsors and which sponsors the club should focus on attract-
ing; “What does our organization stand for and what companies could then be specially interesting for us?” 
(Personal communication, March 23, 2015). In contact with the municipality in Halmstad a 
discussion was held concerning football and it being a way for girls and boys with a foreign 
background into the Swedish society. This often comes naturally for boys, however some 
girls are not allowed to join a sports team due to their background. This social issue has 
raised awareness and shaped the mindset among many companies to want to become asso-
ciated with a club that focuses on more soft values such as the integration issue (Erlands-
son, personal communication, March 23, 2015). 
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From a club perspective and as mentioned earlier by Wijkström, clubs need to be more 
proud of their organization and its values; “Who wants to join the martyr? (…) We have to become 
more proud of what we have!” (Personal communication, April 10, 2015). They should also look 
at what other clubs have done to be able to go from a non-profit to a more professional 
organization. Wijkström stresses the importance of getting out there and reaching out to 
the public in different and new ways with activation together with the sponsors (Personal 
communication, April 10, 2015). Furthermore, Erlandsson believes that the clubs should 
also start focusing on attracting companies that the clubs find interesting as potential spon-
sors and not only based on the fact that they provide money, but also on the companies’ 
values; “Everything isn’t about the money, you can give money to a cause and still nothing happens. In the 
end of the day it is the attitudes and values of the organization that matter.” (Personal communication, 
March 23, 2015). The clubs should perhaps have someone or a group of people that focus 
on the sponsorship and the tasks within that area to create a better possibility for a dialogue 
with potential sponsors and forming relationships (Erlandsson, personal communication, 
March 23, 2015). 
 

4.2 Clubs 
Klas Tjebbes – FC Rosengård 
Klas Tjebbes is the CEO of the women’s football club FC Rosengård in Malmö. He has 
worked with marketing and PR for 25 years before joining the club in 2014. FC Rosengård 
was formed in 1970 under the name Malmö FF Dam. In 2007 the club changed their name 
to LdB Malmö and in December 2013 it was changed to the current name, FC Rosengård 
Malmö. FC Rosengård won Damallsvenskan 2014 and is one of the best women’s football 
clubs in Sweden. 
 
Bengt Gustafsson – Eskilstuna United 
Bengt Gustafsson is the Marketing and Sponsorship Manager at the women’s football club 
Eskilstuna United in Eskilstuna. The club was formed in 2002 when two clubs, Tunafors 
Sportklubb and Slagsta IK, emerged. In 2013 the club won Elitettan, the second best 
league for women’s football in Sweden and then entered Damallsvenskan, the top-level 
league. 

4.2.1 The Clubs’ View on Sponsorship 

FC Rosengård is interested in almost all sponsors since it is very hard to find sponsors for 
women’s football clubs. According to Tjebbes it is important to find values that the spon-
sors are interested in and want to incorporate in their corporate brand; “Instead of saying 
‘thank you for the money, here’s an advertisement board in the stadium’, we ask them (the sponsors) ‘what 
things do you want to integrate into your brand that we can offer?’” (Personal communication, April 
16, 2015). He mentions that some sponsors are interested in the association with the club’s 
youth development, some are interested in the association with the biggest stars in the 
team, and others are interested in being associated with various social projects created and 
operated by the club. Thus, it is important to try and create customized solutions that ben-
efit both parties (Tjebbes, personal communication, April 16, 2015). 
 
The biggest resource for FC Rosengård as a club when attracting sponsors is the estab-
lished network of contacts in Malmö. To gain sponsors the club needs to reach out to dif-
ferent companies and propose a cooperation. According to Tjebbes, FC Rosengård aims to 
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gain more long-term sponsors in terms of two to three year deals. However, this is really 
hard since most companies only wants to sign a sponsorship for one year at a time (Per-
sonal communication, April 16, 2015). 
 
The biggest difficulty when attracting sponsors is to get actual money; “When you are working 
with women’s football it is actually quite hard to find sponsors” (Tjebbes, personal communication, 
April 16, 2015). Tjebbes says that most people really like the club and all the efforts made, 
however, it is a difference between liking the club and sympathizing with it than spending 
money on it (Personal communication, April 16, 2015). Therefore, it is crucial to keep con-
tinuing to meet people all the time in different contexts and to apply a long-term thinking 
since although companies might not sponsor the current year, they might be interested in 
the future (Tjebbes, personal communication, April 16, 2015). 
 
In a sponsorship relationship, the club Eskilstuna United values money the most, they are 
in need of a financial exchange in the collaboration with a sponsor since they need it to be 
able to operate (Gustafsson, personal communication, April 15, 2015). Eskilstuna United 
mostly attracts potential sponsors by keeping a dialogue with them and organizing face-to-
face meetings, where the club presents their sponsor materials and shows what they can of-
fer them (Gustafsson, personal communication, April 15, 2015). Gustafsson stresses the 
importance of the meetings with the sponsors and the presentation of what the sponsor 
could gain from the sponsorship. He also mentions that when they try to attract new spon-
sorships, the club tries to focus on sponsors that value and want to support women’s foot-
ball and Eskilstuna United in particular (Personal communication, April 15, 2015). Accord-
ing to Gustafsson, in a sponsorship both parties want to receive something from the col-
laboration and in the sponsors’ case it could be their logo displayed on advertising boards 
at the stadiums so that people see it and activities such as networking meetings; “Sponsorship 
means cooperation so it is something both parties have to contribute to” (Personal communication, 
April 15, 2015). For Eskilstuna United it is also very important to make the sponsors feel 
included in the club and he therefore emphasizes the importance of offering extra privileg-
es (Gustafsson, personal communication, April 15, 2015). 
 
Eskilstuna United has faced one major difficulty when trying to attract sponsors according 
to Gustafsson, which is the competition between the different sports clubs in Eskilstuna 
trying to gain sponsors in the city (Personal communication, April 15, 2015). This was es-
pecially the case before Eskilstuna United was on the professional level that the club is to-
day. The sponsors’ decisions are usually based on the statistics of which sport or team that 
has the most media coverage. Another difficulty that Gustafsson mentions occurs when 
trying to attract national sponsors and not only local ones. However, Gustafsson saw a big 
difference when Eskilstuna United entered the top-level league of women’s football in 
Sweden when it became significantly easier to attract sponsors than earlier (Personal com-
munication, April 15, 2015). 

4.2.2 The Commercial Value of Women’s Football 

Gustafsson believes that the main problem regarding the commercial value of women’s 
football not being higher than it is, is media and TV; “If women’s sports had as much media cov-
erage as men’s sport we would also be able to increase the prices (on women’s football) to a whole other level 
because then the commercial value would be higher” (Personal communication, April 15, 2015). 
When the matches will be broadcasted on the bigger and more accessible TV channels and 
thus become more visible in for example sports programs such as Sportnytt and Sports-
pegeln, then the media and TV could contribute to a possible increase in the commercial 
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value (Gustafsson, personal communication, April 15, 2015). According to Gustafsson, 
women’s football is among other women’s sports the one that has developed the most re-
garding the commercial value in media (Personal communication, April 15, 2015). Howev-
er, if one would compare, it is still less than for the men’s football. Tjebbes believes that 
the reason for the commercial value not being higher today for women’s football is mainly 
due to the issue with attracting people to the stadiums; “If not enough people attend the matches it 
becomes less attractive for the television, it becomes less attractive for newspapers, and less attractive for spon-
sors, thus all of this stick together and it all begins with the spectators” (Personal communication, 
April 16, 2015). He also points out that the market is indifferent when it comes to ideology 
and what is right and wrong, it is more about supply and demand, however, it is sad that 
there has not been more development in 2015 regarding the equality of women’s and men’s 
sports (Tjebbes, personal communication, April 16, 2015). 
 
Furthermore, Gustafsson stresses the vital effect which sponsoring has for the commercial 
value, since without sponsors the clubs would not receive enough money resulting in not 
being able to recruit top players or not being able to invest in other things that can pro-
mote the club. Eskilstuna United’s income is based on over 50 percent on sponsoring 
money, meaning that it has a great importance for the club’s organization (Personal com-
munication, April 15, 2015). This is also the case for FC Rosengård since sponsorship 
money represents about 75 percent of total income (Tjebbes, personal communication, 
April 16, 2015). 

4.2.3 The Future of Sponsorship within Women’s Football 

According to Tjebbes, there are very few sponsors today that are interested in only having 
their logo on the jersey or on an advertising board at the stadiums (Personal communica-
tion, April 16, 2015). He states that the modern sponsoring is more focused on what other 
values the club in question has that can be incorporated into the brand of the sponsoring 
company. It is all associated with CSR since it can be positive for a company’s brand to 
make an active choice to sponsor women’s football to convey that it cares about society. 
Tjebbes talks about the various social projects initiated by the club, which have had a major 
impact on the sponsors view on their cooperation with the club (Personal communication, 
April 16, 2015). This, in combination with the fact that the club has around six hundred ac-
tive youth players, is working with integration and has one of Europe’s best women’s foot-
ball teams make the club more attractive for sponsors. 
 
Gustafsson believes that apart from the commercial value, the youth organization of the 
club and the engagement in social issues is important when attracting sponsors (Personal 
communication, April 15, 2015). Also, the fact that women’s football is considered more 
fair play is valued as an important factor. In women’s football there are not many yellow or 
red cards received during matches and it is rare to see divings (Gustafsson, personal com-
munication, April 15, 2015). Gustafsson mentions that the local aspect plays a vital part, 
such as being team number one in the city increases the chances of attracting the sponsors; 
“Sponsors want their brand to be exposed and create a value from being connected to the sponsored team” 
(Personal communication, April 15, 2015). 
 
Furthermore, Tjebbes is convinced that the future of women’s football needs a larger focus 
on additional values in terms of social aspects to be able to strive. However, he also be-
lieves that this is going to take a very long time although it is needed because if clubs only 
get money for the exploitation part, it is going to cost more than it adds in value for the 
club (Personal communication, April 16, 2015). Gustafsson also believes that the imple-
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mentation of a CSR perspective to increase sponsoring is about to develop and that it most 
likely will have an impact on the commercial value (Personal communication, April 15, 
2015). The clubs today are trying to focus more on social values and taking responsibility, 
for example many clubs try to attract girls from other social groups and immigration 
groups. This is something that women’s football has difficulties with today, not all girls are 
allowed to play due to different backgrounds (Gustafsson, personal communication, April 
15, 2015). Gustafsson mentions that Eskilstuna United has a contract with the municipality 
which states that the club will help and participate during activities regarding various social 
issues (Personal communication, April 15, 2015). Sponsors nowadays want more than sole-
ly commercial value, which according to Gustafsson could become even more prominent 
in the future (Personal communication, April 15, 2015). 

4.2.4 Improvement of the Sponsor Partnership 

Sponsors want to be visible and it is getting much more important for them to be involved 
in the actual activities promoted by the club, they want to be included (Gustafsson, person-
al communication, April 15, 2015). Eskilstuna United value the importance of nourishing 
the sponsorship and offer the sponsors something extra so that they get the feeling of be-
ing a part of the club. Gustafsson mentions that the club among other things provides the 
sponsors with an email and a text message with information about upcoming matches, and 
also after the matches they receive an update of the match and its result (Personal commu-
nication, April 15, 2015). However, this is something that the club can develop further and 
get even better at arranging activities together with the sponsors and encourage them to 
participate, since being included is of high importance in a sponsorship (Gustafsson, per-
sonal communication, April 15, 2015). 
 
Tjebbes mentions that they have not had the time to interact and take care of the sponsors 
in the way that they would have wanted (Personal communication, April 16, 2015). This is 
mainly because of the lack of time and resources giving the fact that they are only three 
people working within this area in FC Rosengård. It is important to get enough money to 
expand the organization with more people who can put enough time and effort into organ-
izing for example sponsor gatherings. FC Rosengård does not have any special activities 
together with the sponsors aiming to increase the attendance figures, however, they hand 
out free season tickets to the sponsors and encourage them to invite customers, employees 
and friends to the matches (Tjebbes, personal communication, April 16, 2015). 
 

4.3 Sponsors 
Sparbanken Rekarne – Hans Kindahl 
Hans Kindahl is the Marketing Manager of Sparbanken Rekarne since 1998. Sparbanken 
Rekarne is a main sponsor of Eskilstuna United. 
 
Sponsor X  
Medium sized sponsor of FC Rosengård. 

4.3.1 The Sponsors’ View on Sponsorship 

Kindahl believes in the vision that if Eskilstuna has one or more professional sports teams, 
the city will simply be more pleasant to live in. He argues that if Eskilstuna progresses, 
Sparbanken Rekarne will progress as well, that is to say, if Eskilstuna grows, Sparbanken 
Rekarne will grow (Personal communication, April 13, 2015). This is the commercial aspect 
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of the reason behind their decision to support Eskilstuna United (Kindahl, personal com-
munication, April 13, 2015). Also, women’s football is of particular interest because of the 
opportunities financially; ”Equivalent amount of money in male sports would not have been noticed as 
much” (Kindahl, personal communication, April 13, 2015). With relatively small means 
Sparbanken Rekarne is able to make a change (Kindahl, personal communication, April 13, 
2015). 
 
The reason why Sponsor X decided to be a sponsor of FC Rosengård was because the 
people involved wanted to raise the awareness of women’s football in particular (Personal 
communication, April 17, 2015). The representative of Sponsor X states that they are well 
aware of the fact that women’s football has not been around for as long time as men’s 
football, but according to them it has been around for enough time to get as much atten-
tion as men’s football (Personal communication, April 17, 2015). The representative con-
tinues by explaining that the sponsorship of course also is a way for the company to raise 
awareness about their own corporation, both to existing customers and potential custom-
ers. The involvement in FC Rosengård is a conscious marketing strategy that hopefully will 
affect the corporation in a positive direction (Personal communication, April 17, 2015). 

The vision of Sparbanken Rekarne’s sponsorship is to increase the image of the bank and 
the awareness of the customers, as well as non-customers, about their ongoing work with 
giving back to society (Kindahl, personal communication, April 13, 2015). Kindahl empha-
sizes the strength of being exposed in positive contexts and the marketing management 
consciously chooses to do so (Personal communication, April 13, 2015). Sparbanken Re-
karne has chosen to be an alternative bank and Kindahl argues that it is through this image 
they want to make a change (Personal communication, April 13, 2015). The goal of Spon-
sor X is also to make a change by, together with other sponsors and all the voluntarily 
working people, try to “turn the ship around” and contribute to the raising awareness of 
women’s football in a trustworthy way (Personal communication, April 17, 2015). 

4.3.2 The Commercial Value of Women’s Football 

Kindahl believes that the public today is very dependent on the media (Personal communi-
cation, April 13, 2015). This means that in order to gain from the commercial value the 
sponsors want to expose their brands to reach as many people as possible. This is why 
Kindahl believes that wider media coverage would be one way of increasing the commer-
cial value of women’s football; “When there is interest from the media, of course the commercial value 
increases for us” (Personal communication April 13, 2015). Furthermore, Kindahl mentions 
that it is important that the players keep performing on a high level if they want to attract 
sponsors (Personal communication, April 13, 2015). “The club has to have a product worthy of its 
name”, that is to say, they have to be good at playing football (Kindahl, personal communi-
cation, April 13, 2015). 
 
Kindahl continues with emphasizing the importance of the club and its members being vis-
ible in the community and thereby continuously work with the branding of the club (Per-
sonal communication, April 13, 2015). Eskilstuna United has done a great job engaging in 
the community by for example visiting schools and talk to the students about football or 
engaging in public activities in the city center, which according to Kindahl has been a big 
contributor to their local commercial value (Personal communication, April 13, 2015). 
 
The last thing that Kindahl points out as important in order to increase the commercial 
value of women’s football is for the clubs and society to realize that sports on professional 
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level is not for free (Personal communication, April 13, 2015). Sparbanken Rekarne con-
sciously made the decision to help increasing the price tag of Eskilstuna United. Sparbank-
en Rekarne for instance, wants people to understand that if they want to watch football on 
this level, the club requires resources to produce quality and therefore the tickets cannot be 
handed out for free (Kindahl, personal communication, April 13, 2015). 
 
The representative of Sponsor X believes that one has to start in the top layer of the indus-
try when looking at what is lacking in order for the commercial value of women’s football 
to increase (Personal communication, April 17, 2015). UEFA, the Swedish Football Asso-
ciation and media, everyone has to take their responsibility in treating men’s and women’s 
football equally, something that generally is not happening today, neither financially nor 
media coverage wise. It all comes down to the interest of the public, which is why publicity 
might be the main key to an increased commercial value (Personal communication, April 
17, 2015). 

4.3.3 Important Factors when Sponsoring a Club 

As sponsors, both Sparbanken Rekarne and Sponsor X emphasizes the importance of the 
clubs being functional organizations where employees and voluntarily working people put 
their heart and soul into the club, even though they are often fighting an uphill battle (Kin-
dahl, personal communication, April 13, 2015; Sponsor X, personal communication, April 
17, 2015). Sparbanken Rekarne also has an agreement with Eskilstuna United, which in-
cludes meetings with representatives from the board to discuss the current state of the or-
ganization, both financially and sports wise (Kindahl, personal communication, April 13, 
2015). Kindahl supports transparency in the relationship with Eskilstuna United and as a 
sponsor they do have insights on where the sponsor money is invested in the club (Person-
al communication, April 13, 2015). Another important factor that Sparbanken Rekarne val-
ues is Eskilstuna United’s activities in the community, their visibility in both smaller and 
bigger contexts. By doing this they are constantly polishing their image and branding them-
selves, which is very important according to Kindahl (Personal communication, April 13, 
2015). Furthermore, Sponsor X value FC Rosengård’s engagement in the different social 
projects. They believe that people need to stand up and help each other in different ways 
and if this is one way of making a change in the world, then sponsoring FC Rosengård is a 
great opportunity to do so (Personal communication, April 17, 2015). 

As mentioned, Kindahl sees the opportunity for Sparbanken Rekarne to contribute to 
Eskilstuna and Strängnäs municipalities; “We want to make sure that they are good areas to live, 
work and prosper in” (Personal communication, April 13, 2015). He believes that this is a 
steady way to success and by engaging in Eskilstuna United they make it possible. Sponsor 
X wants to raise the awareness of particularly women’s football because they believe that 
girls generally do not have the same opportunities in football as boys do (Personal commu-
nication, April 17, 2015). Also, FC Rosengård is continuously working with a couple of so-
cial projects, a youth center for example, which Sponsor X also wants to support (Personal 
communication, April 17, 2015). 
 
Sparbanken Rekarne’s expectations on Eskilstuna United include positive publicity, where 
the club actively engages in the community in order to continuously build their brand by 
good example (Kindahl, personal communication, April 13, 2015). Therefore, doping and 
similar activities are not something that Sparbanken Rekarne would support (Kindahl, per-
sonal communication, April 13, 2015). Sponsor X presumes that FC Rosengård continues 
the extraordinary work and relationship with the sponsors that they started and through 
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this hopefully collects more victories both on and off the football field (Personal commu-
nication, April 17, 2015). Furthermore, Sponsor X values a good relationship with the club, 
good communication and opportunities to meet on a regular basis, both in and outside 
football context (Personal communication, April 17, 2015). 

4.3.4 Factors that Could Increase Sponsors’ Interest 

Kindahl argues that it is very hard to determine the lacking variables of the problem with 
attracting sponsors (Personal communication, April 13, 2015). Media coverage is an im-
portant part if the club wants to be traditional and expose its brand, and as mentioned ear-
lier, Eskilstuna United is actively engaging in social and public activities in the community 
(Kindahl, personal communication, April 13, 2015). Kindahl states that it takes time to 
build an interest and understanding about the idea of women’s football, which is why he 
believes it is going to take some time. He thinks that more local players will attract interest 
but in the end it is up to the organization itself to develop and train its players (Personal 
communication, April 13, 2015). 
 
The representative of Sponsor X believes that there is generally a lack of knowledge about 
the organizations within women’s football and what they represent (Personal communica-
tion, April 17, 2015). In the case of FC Rosengård it might seem remarkable that a club 
that has won several Swedish national championships and participated several times in the 
UEFA Women’s Champions League still does not attract bigger sponsors in the region 
(Sponsor X, personal communication, April 17, 2015). The representative states that a con-
tinuously industrious work with attracting potential companies might be one way to in-
crease the interest from sponsors (Personal communication, April 17, 2015). 
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5 Analysis 
In this chapter the authors provide the reader with an analysis of findings from both the primary and sec-
ondary data, it also aims to answer and fulfill the purpose and problem statement of this thesis. 

 

5.1 A Model of Increased Commercial Value 
The structure of the analysis will follow the different levels of our developed model. The 
model is based on our key findings and is constructed as different levels of building blocks 
leading to a higher commercial value and increased total sponsoring, starting with three 
fundamental keystones, the financial stability, the organizational structure and the sports 
achievements. We believe that these keystones are the most basic variables that have to be 
functional in order for a club to be successful and provided with the best preconditions for 
sustainability. CSR sponsorship is the next level in the model, which enables the club to 
further strengthen the quality of the keystones. Once established financial means it is im-
portant to be aware of what initiatives that could contribute to a higher commercial value 
in the long run. The third layer represent guidelines of initiatives that according to our re-
search has shown to be crucial when the aim is to raise awareness and interest among the 
public, which is the fourth level of the model. Through raised awareness and interest 
among the public the media coverage will increase, which is the fifth level of the model. 
This will in total lead to an increase in the commercial value of women’s football and in-
creased total sponsoring, which is the last level and the stage our purpose reaches its aim. 

 
 
Figure 1: Model of increased commercial value. developed by the Authors 
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5.2 Level 1 

5.2.1 Financial Stability 

The first keystone that has to function within a women’s football club is the financial as-
pect of the club. Sponsoring plays a vital role in contributing to financial stability since the 
majority of most clubs’ income comes from sponsorship. Having a sufficient inflow of fi-
nancial means is vital in order for a club to develop and survive (Tjebbes, personal com-
munication, April 16, 2015; Gustafsson, personal communication, April 15, 2015). Alt-
hough, having an inflow of money obviously does not mean that the club automatically will 
be successful. In order to succeed with increasing the commercial value of women’s foot-
ball in the long run, the club has to have a functioning financial department. To be able to 
allocate the money within the organization and prioritize the ”right” things it requires the 
ability to plan and make decisions that will benefit the club in the long run. The inferiority 
complex that is present in women’s football, due to the superiority that men’s football has 
in Sweden today, has resulted in the aspiration of the clubs to professionalize as fast as 
possible (Erlandsson, personal communication, March 23, 2015; Melkersson, 2013). In-
stead of focusing on long-term goals the clubs tend to invest money in places where the 
objective is to professionalize within a short period of time. For instance, instead of focus-
ing on promoting activities and strategies to raise interest and awareness of the public, 
which is shown as being one of the major factors to increase the commercial value of 
women’s sports (Wijkström, personal communication, April 10, 2015; Gustafsson, personal 
communication, April 15, 2015; Kindahl, personal communication, April 13, 2015; Sponsor 
X, Personal communication, April 17, 2015; Melkersson, 2013), many clubs would priori-
tize a new expensive midfielder (Wijkström, personal communication, April 10, 2015). This 
act will of course ensure quality of the game, however, if the club do not have enough 
money to market the recruitment the impact of the recruitment will not be fully realized. In 
conclusion we believe that the clubs have to rethink their strategies and focus more on a 
sustainable economic future with long-term goals rather than to succumb to the will of 
professionalizing in a too early stage.  

5.2.2 Organizational Structure 
The second keystone is the organizational structure. As we have seen during this research 
one major part of the development of women’s football in Sweden is the organizational 
structure of the clubs. However, there is evidence showing that many clubs today are lack-
ing a proper structure of the organization, which is one main problem for a further devel-
opment of the sport (Erlandsson, personal communication, March 23, 2015; Wijkström, 
personal communication, April 10, 2015). The clubs often lack financial means, which hin-
ders the club from hiring more people and results in the fact that a handful of people han-
dle multiple tasks. From our collected empirical findings, this is a common view held by 
the key persons interviewed; the interviewed clubs’ organizational structure is also an evi-
dence of this fact. Wijkström raised this as one of the issues concerning the development 
of women’s football during the interview. She stated that they have come a long way but 
the clubs still lack the organizational structure and that some managers is more of an ad-
ministrator and this is something that clubs have to develop in order to be able to gain a 
more long-term strategic aim (Personal communication, April 10, 2015). Erlandsson also 
emphasized the fact that there is a lack of positions regarding certain areas and tasks, and 
that the clubs lacks organizational resources (Personal communication, March 23, 2015). 
We can also see how this is related to the literature that discusses the promotion of quality 
improvements and the fact that the organizational structure was an important factor con-
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sidered when the Swedish Football Association together with EFD developed the club li-
cense in order to enhance women’s football in Sweden (Melkersson, 2013).  

The organizational structure and its function plays a vital part in order to reach a long-term 
sustainable development of women’s football. It is important to keep a mindset with future 
goals and not merely focus on surviving the season. We suggest that clubs should focus on 
a long-term strategy where one makes sure that all areas and tasks within the organization 
are well structured and managed properly. We believe that this is more important rather 
than focusing on the short-term objectives. Furthermore, when focusing on short-term 
goals one tends to perform certain tasks under time constraint, and therefore they might 
risk being performed in a sloppy manner. However, we are well aware that in order to cre-
ate and maintain this type of structure, the economy plays a crucial role, since it is not via-
ble to hire people without sufficient financial resources.  

5.2.3 Sports Achievements 

The third keystone is the sports achievements, hence, in this case a team’s success in deliv-
ering a high quality of football and winning games and cups. Although, the empirical find-
ings did not touch upon this matter as extensively as the other keystones, a team’s success 
in leagues and cups both nationally and internationally should not be overlooked. To be 
able to run a professional and functional football club one cannot disregard the fact that 
there needs to be a high quality performance of the sport. This is also a factor, which is 
proven to have a major influence on the sponsors’ decision on choosing a sport entity to 
sponsor, as stated by Copeland et al. (1996); companies often chose to focus their sponsor-
ship on clubs performing on top level within their sport. We believe that the reason why 
the empirical findings did not stress this as much, was mainly because of the fact that it was 
always present during the interviews as an underlying assumption since the case study con-
sisted of top level clubs only.  
 
However, the belief that the quality of football is important is shared with the statements 
made by Tjebbes, that sponsors are sometimes interested in being associated with the big-
gest “stars in the team”, which are the players with the best football skills. He also men-
tions that the fact that FC Rosengård is one of Europe’s best women’s football teams are 
one of the contributing factors, which have made the club more attractive for sponsors 
(Personal communication, April 16, 2015). The success factor is also supported by Gus-
tafsson, who clearly saw a difference in Eskilstuna United’s ability to attract sponsors after 
entering Damallsvenskan, when it became significantly easier to attract sponsor money 
(Personal communication, April 15, 2015). The level of quality is also considered as an im-
portant aspect from the sponsor’s point of view as stated by Kindahl: “The club has to have a 
product worthy of its name” (Personal communication, April 13, 2015). Hence, one cannot dis-
regard the fact that the success of a team contributes significantly to the club’s image and 
commercial value. Moreover, to be able to increase the quality of football, clubs also need 
money to be able to attract more top players. However, the findings also shows that it is 
not enough to merely rely on the success factor of a team, as stated by Sponsor X it might 
seem quite strange that a club like FC Rosengård, which have had a major success within 
women’s football both nationally and internationally cannot attract more, bigger sponsors 
in the area of Malmö (Personal communication, April 17, 2015). This implies that the high 
level of football is not enough today, and therefore we stress the importance of integrating 
all three of the keystones found, for them to be of optimal contribution to a club.  
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5.3 Level 2 
Level 2 in the model we have labeled as CSR Sponsorship. We refer to CSR sponsorship as 
a sponsorship relationship where the company supports a club for its engagement in social 
initiatives and not merely for the commercial gains of being associated with the club. This 
approach to sponsorship originates from our findings, which proves that clubs are experi-
encing difficulties with acquiring sponsorship money in the traditional way and that the 
companies see the opportunity to enhance their corporate image through the association 
with the club and its social initiatives.  

5.3.1 CSR Sponsorship 

Sponsorship is closely integrated with the three keystones in level 1. Our research shows 
that the three keystones in level 1 can increase the possibility of obtaining sponsorship, 
while sponsorship enables the development of the three keystones. This can be explained 
with the use of the findings explained in the analyses of the keystones. They indicate that 
the economic situation (keystone 1) of a club affects both the possibility to recruit top 
players in order to perform on top level (keystone 3), and the ability of creating a well 
structured organization (keystone 2), with for example certain people in charge of attracting 
sponsors. Also, the organizational and athletic performance affects the financial stability. 
Hence, keystone 2 and keystone 3 affects the ability to attract sponsors. In turn, sponsor 
money helps maintaining the economic stability of a club; hence it all turns into a circle of 
events.  

 
Figure 2: The relationship between level 1 and level 2. developed by the Authors 

 

For example, if a club has money it is easier for them to for example pay salaries to top 
players in order to increase the quality of performance on the field and as mentioned, the 
level of performance affects the sponsors’ attraction to the club positively (Kindahl, per-
sonal communication, April 13, 2015; Gustafsson, personal communication, April 15, 
2015; Copeland et al., 1996). Furthermore, if a club has money, it can invest in hiring peo-
ple to focus more on attracting sponsors, hence the possibility of receiving sponsorship 
money increases if the club has a certain group of people merely in charge of that specific 
area (Erlandsson, personal communication, March 23, 2015). Moreover, sponsorship di-
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rectly affects the financial situation of the club since both theory and our research prove 
that sponsorship is one of the most, if not the most viable source of income for football 
clubs today (Erlandsson, personal communication, March 23, 2015; Gustafsson, personal 
communication, April 15, 2015; Tjebbes, personal communication, April 16, 2015). 

5.3.1.1 The View on Sponsorship’s Importance and CSR Sponsorship 

As noted both in existing literature and in our findings, sponsorship plays a critical role for 
a club’s economy and ability to develop further. Sponsor money accounts for over 50 per-
cent of Eskilstuna United’s income and respectively around 75 percent for FC Rosengård, 
and theory suggests that sponsorship is a necessity for the survival of many sport clubs 
(Wilber, 1988). This is also backed up by the two club representatives and the key persons 
interviewed who stressed that sponsoring is the most important financial resource in wom-
en’s football clubs today (Erlandsson, personal communication, March 23, 2015; Wijks-
tröm, personal communication, April 10, 2015). However, when conducting this research, 
we have come to realize that a sponsor is not only contributing to the club financially, but 
they also play a huge role in other areas. They can play a significant role in for example 
helping to reach out to the people not yet dedicated to women’s football, getting them to 
the stadium (Wijkström, personal communication, April 10, 2015). This could be done in 
form of activation, which will be discussed further in the next level of the model. 
 
The importance of sponsorship for a club is clear, however, when asking the clubs and key 
persons about the difficulties with attracting sponsors, we got similar answers from every-
one, pointing out that it is very, very challenging. It seems to be not only because of the 
commercial value being rather low, but also because of the saturated arena of sponsoring. 
Erlandsson and Gustafsson states that the competition is fierce in terms of the existing po-
tential sponsors on the market being rather few, and clubs seeking sponsorship being so 
many (Erlandsson, personal communication, March 23, 2015; Gustafsson, personal com-
munication, April 15, 2015). 
 
Since the sponsoring arena is highly saturated and the commercial value of women’s foot-
ball is rather low, we see a need for differentiating the approach on sponsorship attraction, 
which is also supported by Erlandsson who stresses the need for a new approach (Personal 
communication, March 23, 2015). We suggest that clubs focus more on CSR sponsorship 
than on traditional, commercial sponsorship since sponsors are not entirely satisfied with 
only getting their logo exploited in association with a club’s activities (Erlandsson, personal 
communication, March 23, 2015). The possibility of using a more CSR directed approach 
towards sponsorship to increase sponsorship income and commercial value is shared 
among interviewees, both in the sense that the clubs are already to some extent involved 
within these kind of activities, and in the sense that the sponsors value the CSR initiatives 
highly when considering sponsoring a club. This was especially the case with FC Rosengård 
and Sponsor X, where the social projects, which FC Rosengård have initiated was seen as a 
contributing factor to why Sponsor X chose to sponsor the club (Personal communication, 
April 17, 2015). Eskilstuna United’s sponsor, Sparbanken Rekarne, also emphasized the 
importance of Eskilstuna United’s engagement in the community by visiting schools, 
community centers etc. (Kindahl, personal communication, April 13, 2015). 
 
We believe that there are immense possibilities of increasing the pie of sponsorship money 
to women’s football clubs with the use of CSR, however, not on the expense of men’s 
football. We believe that there is room for an increase of companies’ investments in wom-
en’s football, without decreasing the portion for men’s clubs. Especially in today’s society, 



  

 
41 

where people are becoming more aware and supportive of social causes, which has created 
an incentive for companies to engage in the wellbeing of society and its members. We see 
CSR sponsorship as not only a possibility for clubs to strengthen their organization by dif-
ferentiating their attraction of sponsors, but also for companies trying to differentiate 
themselves from their competitors and form a strong positioning in customers’ minds in 
association with the club, its unique values and social efforts. For a company, there is a 
huge possibility to convey their efforts within CSR in combination with sport sponsorship 
(Plewa & Quester, 2011). This could help the company to connect on a more emotional 
level with their consumers, and even increase the possibility of reaching untapped segments 
since it is proven that sport organizations generally connects better with people than busi-
nesses do, especially in developing areas of the community (Levermore, 2010; Walker & 
Kent, 2009; Smith & Westerbeek, 2007). 
 
Our belief that CSR sponsorship is the future for further developing women’s football and 
increasing the commercial value of the sport, is strongly supported by Erlandsson and 
Wijkström (Personal communication, March 23, 2015; Personal communication, April 10, 
2015). Erlandsson points out that a CSR perspective could result in a more sustainable rela-
tionship between sponsor and sponsee, since it demands mutual effort to create mutual 
benefits (Personal communication, March 23, 2015). Further suggestions of initiatives will 
be provided in the analysis of the next level (level 3), which will provide further insight 
about the importance of sponsorship partnership and its contribution to a higher commer-
cial value of women’s football.  
 

5.4 Level 3 
The third level of the model is structured as four pillars, which can be seen as initiatives 
that clubs can engage in, in order to contribute to increasing the commercial value of wom-
en’s football. The pillars regard the importance of clubs recognizing their own value, 
branding of the club, activation together with sponsors and the relationships with sponsors. 
These initiatives are the most recurring strategies highlighted by and theory, which we con-
sider being undertakings that can be further emphasized and developed in women’s foot-
ball clubs. 

5.4.1 Initiative 1 – Recognizing the Values 
Recognizing the clubs own value is the first of the four pillars, guiding the club towards a 
higher commercial aspect. This is one important initiative that the club could engage in, in 
order to gain higher awareness and interest among the public. 
 
Football was considered a men’s sport during a very long time, it was not until between the 
1960s and 1980s that the women dribbled the ball over to their half of the field (Melkers-
son, 2013). The fact that women’s football is a rather “new” sport has been a contributing 
factor to the commercial value gap between women and men’s football in Sweden. Due to 
this gap, unfortunately women’s football in many cases has portrayed itself as the martyr 
(Wijkström, personal communication, April 10, 2015). Our findings suggest that women’s 
football indeed has a wide range of values that are very different from the ones of men’s, 
which could, if light would be brought upon them, contribute to a recognizing of a higher 
commercial value and interest amongst the public. Instead of trying to copy the strategies 
of men’s football in the struggle of reaching a higher commercial value women’s football 
should find its own values (Wijkström, personal communication, April 10, 2015; Gus-
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tafsson, personal communication, April 15, 2015; Tjebbes, personal communication, April 
16, 2015; Melkersson, 2013). Wijkström emphasizes this when she states, “We have to become 
more proud of what we have!” (Personal communication, April 10, 2015). Most clubs today have 
so many activities and values that they do not sell and these are factors that are getting 
more and more important for sponsors’ perception of the clubs rather than ranking (Wijks-
tröm, personal communication, April 10, 2015). These could be any undertakings of the 
club, such as engaging in public activities, recruiting new trainers or engaging in social re-
sponsibility activities, which will be further explained and discussed in the third pillar, acti-
vation. Mainly, the point in this context is to emphasize the importance of clubs realizing 
that women’s football have differentiated values that they have to sell to sponsors in order 
to increase the commercial value.  
 
Furthermore, other values that women’s football has, that men’s football does not have to 
as high extent, is for example the tint of fair play that is present during women’s football 
matches, the rareness of divings and the few yellow and red cards distributed to the players 
(Gustafsson, personal communication, April 15, 2015). If clubs manage to promote and 
sell these values, it could create an additional incentive for sponsors to engage in women’s 
football since literature has shown that one of the major issues when involving in sponsor-
ship of sports is the risk for corruption, doping and cheating, contributing to the sport be-
ing tarnished (Levermore, 2010). In addition, our own reflection is that the absentness of 
hooliganism is another aspect that contributes to the positive values connected to women’s 
football. This could result in a possibility of attracting more families, since the environment 
of women’s football matches are far more suitable for children due to the atmosphere in 
the stadiums generally being more peaceful.  
 
The importance of understanding and realizing the value of women’s football is crucial for 
the clubs in order for them to continue to sell their product. If one does not believe in the 
product one is selling, how is the consumer ever going to believe in it? Kindahl points this 
out when he explains that Sparbanken Rekarne was involved in increasing the price tag of 
Eskilstuna United in order for the public to understand that football on such a high level 
does indeed cost money (Personal communication, April 13, 2015). If the public wants to 
watch football on a high level, the club has to get money in order to produce quality. We 
suggest that the common understanding of this is an important factor for the clubs in order 
to increase the commercial value of the sport, and it all starts with themselves realizing it. 
“We have to build our own story” (Wijkström, personal communication, April 10, 2015).  

5.4.2 Initiative 2 – Branding   
Branding is the second initiative a club could undertake in order to enhance the commer-
cial value of women’s football. This part is connected to the previous pillar, recognizing the 
value of women’s football, since in the aspect of branding, the club uses these realized val-
ues to brand themselves and build their own image. Every club has its own values and 
unique elements, which in turn can be used to attract sponsors (Papadimitriou & Apos-
tolopoulou, 2009). Eskilstuna United, for instance, has gained a lot of attendance figures by 
being visible in the society and by engaging in different activities in the community, engag-
ing the public and exposing its sponsors in positive contexts. As mentioned earlier, this 
continuous work with branding was also one of the main things that Eskilstuna United’s 
sponsor Sparbanken Rekarne valued when evaluating the sponsor relationship (Kindahl, 
personal communication, April 13, 2015). FC Rosengård has also been working on its spe-
cific brand image by engaging in large society-benefitting projects. This has also attracted 
sponsors such as Sponsor X that states that one major reason behind the decision to spon-
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sor FC Rosengård was their engagement in different social projects (Personal communica-
tion, April 17, 2015). We can clearly see the connection from using the clubs’ realized val-
ues to brand themselves in order to attract sponsors and thus increase the commercial val-
ue when putting it into a context like this. When taking part in asocial activities the clubs 
must not forget to make sure that the awareness of the activities reaches the public and gets 
conveyed, thus using these activities to brand themselves further (Walker & Kent, 2009). If 
no one knows what undertakings you have, no one will be able to give you credit for it.  
 
Men’s football is highly known for its world wide known top players and the famous foot-
ball clubs spread across the globe, which indicates that men’s football clubs indeed has suc-
ceeded with their branding. We can see that men’s football clubs tend to focus more on the 
athletic achievement of the players than on other “softer” values when they choose what 
unique elements they want to emphasize when creating their image. We see this as an area 
that has opportunities for development, both for women and men’s football. Branding it-
self in association with the club’s top players’ athletic achievements is a proven successful 
strategy, and it is not a secret that Damallsvenskan is one of the best leagues in the world 
with several of the world’s best female football players on the teams. For example, FC 
Rosengård has Marta Vieira Da Silva and Ramona Bachmann, Eskilstuna United has Sara 
Thunebro and Olivia Schough, and these are all top names within women’s football both 
nationally and internationally. Although we are aware of that this is a widely used strategy 
within women’s football in Sweden we suggest that there is an opportunity for an even fur-
ther development in the branding aspect of the clubs. This does not only increase the im-
age of the club but would also contribute to the increased number of female role-models 
within football in Sweden, something that could be contributing to an increased interest 
from young girls that will inspire them to play football.  

5.4.3 Initiative 3 – Activation 
The third initiative regards the clubs’ activation together with their sponsors. Theory 
strongly suggests that activation is a key element in a sponsorship relationship for it to be 
beneficial for both parties (O’Reilly & Horning, 2013; Cornwell & Maignan, 1998; Papadi-
mitriou & Apostolopoulou, 2009). In the literature we have seen that there has been a 
noteworthy change in the expectations that sponsors have on, in this case, the clubs (Far-
relly et al., 2006). The sponsors expect the club to invest even more in the actual relation-
ship with the sponsor where the activation has a significance role. The importance of acti-
vation in a sponsorship has been widely discussed in literature and also stressed by the key 
persons interviewed in our empirical findings, and according to Wijkström, the clubs need 
to realize the importance of reaching out to the public in new and different ways through 
the activation together with their sponsors (Personal communication, April 10, 2015). The 
activation and interaction with the sponsors is also the very important factor that contrib-
utes to the commercialization (Wijkström, personal communication, April 10, 2015). Parts 
of our research indicates that there is a lack of leveraging activities between sponsors and 
clubs in Sweden today. Therefore, we believe that this type of relationship where clubs and 
sponsors activate together most likely could lead to an increased awareness of women’s 
football among the people in the city where the club and sponsors are located. Eskilstuna 
United has engaged in several activities with their sponsors and they also had the highest 
attendance figures in Damallsvenskan 2014 (Sponsor Insight, 2014, Appendix II). This ac-
tivation that Eskilstuna United engages in is something that their main sponsor Sparbanken 
Rekarne value in their partnership (Kindahl, personal communication, April 13, 2015). It 
might not be correct to assume that these activities have directly been the sole driver for 
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the high attendance figures, however, according to existing literature and our research, it is 
definitely one of the main drivers when attracting people to the matches. 
 
However, activation is also a possibility for the sponsor and the club to promote the actual 
sponsorship and the values added to it. In the case of FC Rosengård, Sponsor X has seized 
the opportunity to promote themselves as a company that supports the values and the fur-
ther development of women’s football (Personal communication, April 17, 2015). Accord-
ing to Burnett et al. (1996), this will affect the club’s supporters perception of the company 
sponsoring their team in the sense that, the supporters will transfer their positive feelings 
and enthusiasm of the team towards the sponsor, which will further create a positive atti-
tude towards the sponsor (Burnett et al., 1996). 
 
As mentioned in one of the previous initiatives regarding the recognition of value, it is of 
high importance for the clubs to find their own values. According to Tjebbes the clubs 
should also focus on those values of the club that sponsors would want to be associated 
with and would want to incorporate in their brand (Personal communication, April 16, 
2015). By having the club’s values in place, activation will be a possible tool for them to 
convey these values. As literature states, not all activation strategies are suitable for all 
clubs, meaning that the activation strategies should be based on the values and the objec-
tives of the club (O’Reilly & Horning, 2013). There is a long list of examples of activation 
activities that a club can choose as a strategy (see table 1), which we strongly believe creates 
the opportunity for the club to tailor their activation strategy not only considering their 
own objectives but also the objectives of the sponsoring company. However, our sugges-
tion of CSR sponsorship increases the possibility for activation without having to put ex-
tensive effort into compromising and customizing the activities. We believe that this would 
be the case, since sponsor and sponsee within the partnership commonly share the social 
values, and therefore we also believe that the association between club and sponsor can be-
come more trustworthy and easy to convey to the public. 
 
Through this research we have found evidence that activation is a crucial part for a spon-
sorship success. According to O’Reilly & Horning (2013), the success for a sponsorship 
can more or less only be viable if the sponsor and sponsee find new ways to interact with 
their target market, and in this case activation is a highly valid example of it. 

5.4.4 Initiative 4 – Forming Relationships with Sponsors 
The fourth pillar addresses the importance of forming a long-term relationship with the 
sponsor and how valuable it is for the future of the sponsorship. As both Wijkström and 
Erlandsson mentioned, the clubs should focus on gaining reliable sponsors and enter long-
term contracts based on the fit between the sponsor’s values and the objectives of the club 
(Personal communication, April 10, 2015; Personal communication, March 23, 2015). As 
we have seen stated in the literature, a high level of fit between the sponsor and the 
sponsee often leads to a better result of consumers perception and evaluation of the spon-
sorship and can also influence the brand awareness and the image of the sponsor (Pappu & 
Cornwell, 2014; Speed & Thompson, 2000). We have discovered that both Eskilstuna 
United and FC Rosengård have been successful with obtaining sponsors that want to spon-
sor the clubs with the objective of promoting further development of women’s football 
and strengthening the sport. Both Kindahl and Sponsor X emphasize that they want to 
raise awareness of women’s sport and Sponsor X specifically stress the will to raise aware-
ness of women’s football in general (Personal communication, April 13, 2015; Personal 
communication, April 17, 2015). This results in a fit between the sponsor and the club, 
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since they both have the same values and objectives and want to keep the focus on enhanc-
ing the sport. 
 
Both literature and our findings indicates that fit is a factor contributing to success, howev-
er, when sponsor and sponsee are located in the same geographical area, it often shows an 
equally successful result as a high level of fit between sponsor and sponsee (Pappu & 
Cornwell, 2014). This is also prominent for the clubs in our empirical findings. Most of 
their sponsors are either located in the same city or somewhat close to the location of the 
club. There are some national sponsors involved, however, they are more difficult to attract 
since the exposure of their brands might not be sufficient because of the low national me-
dia coverage. Hence, the national sponsors do not reach the extensive audience demanded. 
Although, the exposure of the brands of the local sponsors will most likely have better out-
comes, based on the fact that they are close to their target groups and receive an increased 
visibility within the specific geographical area, which is also the area in which they operate. 
 
Furthermore, among the interviewees we saw a pattern of common opinions regarding the 
importance of forming personal relationships in a sponsorship partnership. Because of this 
occurring pattern, we believe that relationships should not be overlooked, and the im-
portance of them should not be underestimated. The literature also emphasizes that the 
clubs need to put a lot of effort into the relationship with the sponsor. This is based on the 
fact that when a sponsorship contract is about to be renewed, the decision will not merely 
be based on the satisfaction of the economic factor but also on the satisfaction of the non-
economic factor in terms of social interaction between the sponsor and the club (Farrelly et 
al., 2006). Gustafsson mentioned that for Eskilstuna United it is of high significance to let 
the sponsor feel involved and engage them in the club and its activities. They also try to 
provide the sponsors with extra privileges, such as match updates for the matches (Person-
al communication, April 15, 2015). We believe that making these extra efforts, not only 
strengthens the relationship but also show that the club values the sponsor more than 
merely seeing them as a financial resource. According to Sponsor X they believe that not 
only valuing the relationship itself but also the different parts within the sponsorship such 
as good communication with the club and the opportunities for both parties to meet on 
regular basis are vital for a future long-term partnership (Personal communication, April 
17, 2015). 
 
Nowadays, the sponsoring is focusing more on the clubs’ other values that can be incorpo-
rated into the brand of the sponsoring corporation (Tjebbes, personal communication, 
April 16, 2015; Gustafsson, personal communication, April 15, 2015). Erlandsson states 
that it is right in time to make use of another perspective within sponsorship and to focus 
on other values when attracting sponsors (Personal communication, March 23, 2015). This 
could also be valuable for sponsors to consider when entering a sponsor partnership, 
which is most suitable since sponsorship is generally considered as more beneficial for so-
ciety and a more trustworthy way of advertising (Meenaghan, 2001). 
 
Regardless of how scarce resources a club might have, Erlandsson stresses that clubs 
should not merely focus on the fact that sponsors provide money for the organization, they 
also have to focus on the relationship with the sponsor (Personal communication, March 
23, 2015). We believe that, although, the money might be one major fundamental factor in 
order for an organization to function, the clubs also have to realize that the values and the 
long-term relationships with sponsors are essential for the organization of the club in terms 
of sponsorship renewal and the possibility to increase the commercial value.  
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5.5 Level 4, 5 and 6 

5.5.1 Increased Awareness and Media Coverage Leading to Increased 
Commercial Value 

Once a club has a functioning foundation with a financial department, high football quality, 
a well-structured organization and have begun to allocate the sponsor money according to 
the four discussed initiatives, we believe that the awareness among the public will start to 
increase. Our research has clearly stated throughout both empirical data and secondary data 
that an increase in awareness and interest of the public will lead to higher attendance fig-
ures and an increase in media coverage, thereby the commercial value on women’s football 
will eventually increase as well (Wilber, 1988; Melkersson, 2013; Kindahl, personal com-
munication, April 13, 2015; Gustafsson, personal communication, April 15, 2015; Tjebbes, 
personal communication, April 16, 2015; Wijkström, personal communication, April 10, 
2015; Sponsor X, Personal communication, April 17, 2015). Through activation, branding, 
sustainable relationships with sponsors and by realizing the true values of women’s foot-
ball, we firmly believe that a club will be able to raise awareness among the public of both 
the club and women’s football in general; hence, this could cause an increase in the number 
of people attending the matches. When awareness, interest, and attendance figures increase, 
media platforms would get further incentives to broadcast and cover the matches of wom-
en’s football. Not until then will sponsors find incentives to be associated with women’s 
football clubs because of the commercial gains, or through so called traditional sponsor-
ship. That is to say, when the sponsors feel that they will benefit from being associated 
with the club solely by being connected to the club through exposing their brand in the 
stadium or on the jersey etc. the price they are willing to pay for being associated with the 
club will rise; hence, the commercial value has increased. This process increases the incen-
tives to sponsor women’s football through both CSR and traditional sponsorship, which 
means that the total amount of sponsorship also will increase.  

 
Figure 3: Distribution of Sponsorship. developed by the Authors 
 

As mentioned, women’s football does not have enough commercial value for the sponsors 
to engage in traditional sponsorship today and our research has shown that in order to 
reach that level of commercial value in the long run the clubs should find another way of 
engaging sponsors, through CSR. Once the club reaches a higher level of commercial value 
through CSR sponsorship, the portion of traditional sponsorship will increase automatically 
through increased awareness, attendance figures and media coverage. We are well aware of 
the fact that this process will take time and effort from the clubs, the private enthusiasts 
and all the people engaged in women’s football society today, but it is far from impossible. 
The will to raise women’s football to a higher level is very strong and more people are 
starting to realize its positive effects on society.  
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6 Discussion 
This chapter provides the reader with the authors’ general thoughts and discussion regarding the outcomes of 
the study. Thereafter, discussion on limitations and implications is provided, followed by recommendations 
for further research. 
 
The area of commercial value and CSR sponsorship are areas, which we believe will be of 
future interest for academic researchers, sport clubs and corporations as we have found 
many interesting and positive views upon these. Furthermore, these areas became even 
more interesting for us to investigate in relation to women’s football due to the existing 
gender equality debate, which gave the research a bit more essence and relevance.  
 
When conducting the research for this study, we were truly inspired by the people we in-
terviewed and their passion for women’s football. The commitment and effort, which the 
interviewees showed in order to really engage in and contribute to our findings, were re-
markable. It shows that there are people who value women’s football and understand how 
the sport contributes to a better society.  
 
We want to point out that one cannot generalize the level of commercial value for women’s 
football in Sweden, since the women’s national team is an example of a situation where the 
commercial value is rather high. Another example is that some clubs are more established 
and further developed than others; hence, clubs can be on different levels in our model.  
 
However, throughout the research it has become clear that the opinion of how women’s 
football should be conducted and managed is still the same as for men’s football. Our find-
ings and analysis clearly states that this common view has to change and people and organ-
izations have to start realizing that women’s football is widely different from men’s football 
due to different physical preconditions. This, together with the underlying issue of people’s 
mindset towards women’s sports in general can be considered as two of the major prob-
lems hindering the development of women’s football and its commercial value. To be able 
to spread the awareness, commitment and passion for women’s football in Sweden to an 
optimal level, a change in people’s attitudes is needed.  
 
One might not be able to change the mindsets of people instantly, though, we believe that 
changes have to and can occur in other multiple areas and it has to start somewhere. Why 
not start in the area of sponsorship and go from there? We were well aware of the fact that 
sponsorship was a major income source for sport clubs in general, however, we were sur-
prised to find the extensive role it actually plays for women’s football clubs in Sweden. We 
believe that using CSR sponsorship and our model as a tool for increasing the commercial 
value, in the long run could create a situation where the aspects of traditional sponsorships 
could be applied more naturally on women’s football. However, today the commercial val-
ue is not high enough, for it to be sustainable with such an approach towards sponsorship. 
Therefore, we propose a more sustainable and holistic view on sponsorship, which both 
benefits society, sponsoring companies and women’s football clubs in Sweden. Further-
more, we strongly believe that an increase in the commercial value would lead to even 
greater opportunities for girls and women to prosper within the area of football and further 
enhance the possibility of turning their passion into a career significantly. We are hopeful 
regarding the future of women’s football and sport in general, and looking forward to the 
day when the gender equality, which Swedish society stands for, will also permeate the 
Swedish sport industry. 
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6.1 Limitations 
From the initial phase of this thesis, we aimed at having a high level of trustworthiness. 
However, there are naturally some limitations to consider when using a qualitative research 
method.  
 
Conducting a case study on two of the clubs in Damallsvenskan has resulted in a model, 
explaining one way to increase the commercial value of women’s football with a focus on 
sponsorship, hence, by focusing on top level clubs only, one must consider that this model 
might not be optimal for clubs on lower levels. 
 
Furthermore, this thesis explores the commercial value in association with sponsorship and 
does not deeper investigate the effects of media coverage or the preconditions for enhanc-
ing media coverage in detail. Furthermore, the thesis does not look into the actual impact 
sponsorship and certain CSR activities have on spectators. Neither does it include research 
regarding spectator preference and the detailed reasons why people go to football matches. 
Another limitation could be if there were to be biased answers in the study because of the 
fact that gender equality is such a relevant topic, so that the interviewees sometimes might 
have answered some questions based on what is assumed to be politically correct.  
 
Of course, one would like to have investigated all causal relationships within the area of 
commercial value for women’s football; however, it would not been viable to include all 
these limitations within our research, since it then would become too extensive with an in-
creased risk of making the thesis unstructured. However, we had these limitations in mind 
when analyzing the data and making conclusions. 
 

6.2 Implications 
In this thesis, we propose the use of our model as a tool for women’s football clubs to in-
crease the commercial value of the club, and in turn women’s football in Sweden overall 
and the total sponsoring. This might lead to an increased knowledge about the possibilities 
of CSR sponsorship as a strategy for differentiation, both for sport clubs and for corpora-
tions willing to engage in sponsorship. Moreover, it has specific implications for women’s 
football clubs in Sweden in the sense that they receive supportive research showing that 
they are on the right path with engaging in social activities. They also receive guidelines on 
what initiatives could be taken and in which areas there is a need for further development 
and focus, to be able to gain long-term benefits in association with a sponsor.  
 
The thesis expands the theory of CSR in relation to sport sponsorship and how it can af-
fect both sponsored entity and sponsoring company. We argue that focusing on other val-
ues than the commercial ones, when trying to attract sponsors will result in a more sustain-
able relationship between sponsor and sponsee. Hence, we contribute academically by add-
ing empirical insights in the field of sponsorship within women’s sport, which is a connec-
tion not extensively investigated in academia.    
 

6.3 Further Research 
Because of the limited amount of studies made on CSR sponsorship and sponsorship relat-
ed to women’s sport in general, together with the limitations of our thesis, we see a need 
for further research. The model is made in such a way, that it could be tested in other con-
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texts and scenarios; therefore we suggest that our model is evaluated in terms of women’s 
football clubs on lower level in Sweden and within other sports than football. Future re-
search could focus on examining the causal relationship between the different levels and 
further deepen the understanding of the factors of importance for increased commercial 
value.  
 
In our research, CSR sponsorship has shown to be the most fundamental factor contrib-
uting to the possibility of engaging in initiatives in order to enhance the commercial value 
in the long run. However, there might be other theories, which could also be connected to 
the topic, which we did not encounter in our research. Therefore, there is room for further 
research that explores these alternative theories.  
 
In addition to our research, we suggest further examination to be done by focusing on cer-
tain stakeholder groups within a sponsorship of a football club, for example only fans, 
sponsors, players or club management. We suggest this because of the fact that our re-
search included two representatives from two top clubs within women’s football in Swe-
den, one sponsor for each team, and two key persons within women’s football in Sweden. 
Hence, it would be contributing to see if the results when focusing on a more extensive re-
search on one stakeholder group at a time align with the findings in our thesis and the es-
sence of our model.  
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7 Conclusion 
In this chapter, the authors explain how the purpose of this thesis was fulfilled, and answer the problem 
statement in relation to the previous stated findings, analysis, and discussion. Furthermore, it includes a 
summary of the key findings in this thesis. 
 
In this thesis, we aimed at developing a model on how to increase the commercial value 
and total sponsoring of women’s football. We were guided by the problem statement 
throughout the thesis process and we have found several indicators that sponsorship is one 
of the most important factors when trying to increase the commercial value of women’s 
football, and our study showed that a CSR focused approach on sponsorship increases the 
possibility to attract sponsors and form sustainable sponsorship partnerships because of 
the difficulties with acquiring sponsorship in the traditional way. Hence, our research an-
swers the problem statement about CSR sponsorship being a contributing factor to in-
crease the commercial value of women’s football.  
 
The purpose of our thesis was fulfilled through the development of a model, which shows 
the analysis of the findings in a more visual manner. The possibility of increasing the com-
mercial value starts with the club and its preconditions. The most important preconditions 
were found to be the financial stability, organizational structure and the sports achieve-
ments of the team. Furthermore, an underlying factor to be able to establish these precon-
ditions is the focus on CSR sponsorship since sponsor money is the most important finan-
cial resource for clubs. Some essential initiatives to further strive towards an increased 
commercial value are proposed in the model as activation, branding, realizing the values 
and forming a relationship with the sponsor. These initiatives will in the long run contrib-
ute to increased awareness, interest and attendance figures, which is indicated to be a driver 
for increasing the media coverage of women’s football. The empirical findings indicates 
that a higher media coverage in turn will result in a higher interest and bigger incentives for 
sponsors to invest in the club for the commercial gains to a greater extent than today, 
hence, the commercial value of the entity will increase. Moreover, the increase in commer-
cial sponsorship together with the CSR sponsorship will result in an increased total spon-
soring of women’s football.  
 
Furthermore, the thesis contributes academically by providing empirical insights in the field 
of sports sponsorship and sponsorship relationship. We have expanded the view on CSR in 
relation to sports sponsorship. Additionally, the thesis is focused on sponsorship within 
women’s football, which has not been extensively investigated in academia; hence, it con-
tributes with a unique context. 
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Appendix 

Appendix I 
Formal questions 

1.     Name 
2.     What is your work position? 
3.     Tell us about your background in football and/or the sponsoring business. 
4.     How is your organization structured? (Mostly for clubs and sponsors) 
 

Key persons within women’s football 
1.     How would you shortly describe the development of women’s football? 
2.     What do you think is the main problem regarding the commercial value of women’s 

  football not being higher than it is? 
3.     What do FIFA and UEFA do to promote the development of women’s football? 
4.     What factors do you believe need to be addressed on this issue? What are the most 
        important factors to focus on to be able to increase the commercial value through a 
        marketing perspective? 
5.     What importance do you think sponsorship has regarding the commercial value? 
6.     Do you believe in the implementation of a CSR perspective to increase the sponsoring  
        within the women’s football in the long term? Would this possibly lead to an increased 
        commercial value? 
7.     What can the football clubs do to attract CSR-sponsors? 
 

Sponsors of women football clubs in Sweden 
1. What do you believe your company is gaining from sponsoring sport, specifically  

women’s football? 
2.     What is your vision? What is your goal by sponsoring women’s football? 
3.     What do you believe is needed for the commercial value of women’s football to  
        increase? 
4.     What factors are lacking today that would possibly lead to an increased interest in  
        sponsoring women’s football? 
5.     What factors do you value when you make the decision to sponsor the club? 
6.     Do you see other values in sponsoring women’s football besides the commercial  
        value? 
7.     How would you define a successful relationship with the sponsored club? What efforts  
        do you expect from them as a club? 
 

Women’s football clubs on top level in Sweden 
1.     How do you go about when attracting sponsors? 
2.     What do you value in a sponsorship? 
3.     Have you encountered any difficulties when trying to attract sponsors? 
4.     What importance do you think sponsorship has regarding the commercial value? 
5.     What do you think is the main problem regarding the commercial value of women’s  
        football not being higher than it is? 
6.     Do you believe that there are other values to be considered when trying to attract  
        sponsors other than merely commercial values? 
7.     What would you improve in the cooperation between the club and the sponsor? 
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