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Abstract 

Background Giving that a brand is one of the most valuable company’s asset, branding 

has become one of the top priorities both in business and academic fields. 

Brand extensions provide new opportunities for utilizing positive brand 

image and high brand equity by entering new markets. Brand extension 

strategies intend to supply the company with new revenue sources and en-

hance its relationship with customers. Acknowledging that there is a lim-

ited number of studies regarding brand extensions in sports industry, espe-

cially from supporters´ point of view, this research puts fans in the focus, 

measuring how they evaluate such extensions. 

Purpose Using Swedish HV71 team as a case, the purpose of this study was to de-

termine ice hockey supporters opinions towards proposed brand exten-

sions in the consumer packaged goods (CPG) sector, and the impact of the 

main factors affecting the evaluation of brand extensions. Moreover, their 

purchase intentions were also investigated.  

Method In order to fulfill the above mentioned purpose, a quantitative method was 

adopted. Hypotheses were based on previous literature regarding the topic. 

A questionnaire was distributed electronically through the means of social 

media, in order to reach the defined target population. Statistical analyses 

were then performed in order to test the proposed hypotheses.  

Conclusions The findings revealed that highly identified supporters have an overall pos-

itive evaluation of the proposed brand extensions. Perceived fit between 

the brand extension and the parent brand is, within the analyzed factors, 

the most relevant, showing that higher perceived fit leads to more favour-

able evaluation of brand extensions. In that sense, sports related goods 

scored the highest level of evaluation, confirming results from previous 

studies. Other proposed factors (namely innovativeness and experience) 

showed a positive correlation with evaluation of brand extensions, but the 

results suggested that there could be other factors which may have greater 

influence. The authors of this paper discussed these aspects, suggesting 

new ideas for future research. Moreover, managerial implications resulting 

from the study were proposed. 
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1 Introduction 

This chapter introduces a reader to the background information and problem discussion, 

providing broader understanding of the research subject and importance of branding and 

finding new income sources for sport teams. Accordingly, the research purpose and re-

search questions are proposed. Furthermore, the list of key-terms is provided and the 

delimitations and scope of research are set. Lastly, the disposition of thesis is presented. 

1.1 Background 

In recent years, branding has become an important and integral part of the marketing 

efforts within the sport industry. ‘Branding in sport could be the most important tool that 

organizations might need to use in order to find new growth opportunities’ (Pederson, 

2004, p. 47).  According to the American Marketing Association (2015a), branding has 

been seen as the tool to distinguish one seller’s good or service from another by using 

different name, term, design, symbol or other distinctive feature. Furthermore, Keller and 

Lehmann (2006) point out that brand can simplify customers’ choice, reduce possible 

risks associated with purchase and eventually build trust. A well-managed and popular 

brand is a valuable asset and can greatly benefit to the financial performance of the com-

pany. Branding plays an important role in the overall success of the company, creating 

the added value to a company, product and customer. 

Professional sport teams’ brands have become well-known and iconic symbols, being 

appreciated and supported by millions of fans all over the world. For instance, New York 

Yankees, Real Madrid and Barcelona are estimated to be the most valuable brands in the 

industry, reaching the values of $521, $484 and $438 million respectively (Ozanian, 

2014). In order to create a strong sport brand, not only is customer-oriented brand man-

agement important, but so is the team’s overall success (Gladden & Milne, 1999). Fans 

are often willing to associate themselves with successful teams, transferring its success to 

themselves and showing affiliation to the certain group or social category (Carlson, Do-

navan, & Cumiskey, 2009). According to Couvelaere and Richelieu (2005), a strong 

brand gives the team the possibility to develop and maintain followers’ loyalty. If a fan 

is willing to identify with a team, s/he would probably devote more time and retail spend-

ing on the team and its products (Carlson et al., 2009). A strong fan base and popularity 

can ultimately help the team to attract new sponsors, broadcasting or licensing agree-

ments, generating extra revenues and being closer to their fans. One of the most widely 

used business models for sport teams is to sign license agreements with manufacturers, 

which use the teams’ brand to label their merchandise. For example, Adidas signed a 

world-record breaking £750m deal with Manchester United to manufacture football ap-

parel and kit with its brand logo.  Adidas expects total sales to reach £1.5bn during the 

contractual period of time (Wilson, 2014). This partnership contributes to both parties, 

increasing revenues for the club and company. 

The aforementioned case is an example of brand extension, which can be defined as use 

of an established brand to enter a new product category, a new product being manufac-

tured by outside company (Wiedmann & Ludewig, 2008). Acknowledging how widely 

brand extensions are used in the industry, it would be valuable to investigate sport brand 

extensions from supporters’ perspective and measure how they would evaluate brand ex-

tensions which do not fall into traditional concept of ‘sport merchandising’ (e.g. jerseys, 
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scarfs, baseball caps) and which brand extension evaluation factors are the most im-

portant. Moreover, it should be important for academics to understand which factors may 

affect the evaluation of new brand extensions, especially within relatively little studied 

sport industry. 

1.2 Problem Discussion 

Taking into consideration the sport industry, it can be seen that large licensing and broad-

casting agreements are greatly limited to the world-class sport teams and leagues, but 

other teams and leagues face the challenge to overcome the financial constraints and 

maintain a balanced budget. Some of the problems can, to a certain extent, be explained 

by the overall economic situation in a country, where a league or sport team is situated 

(The Associated Press, 2015). For instance, the 2014–15 Russian financial crisis and the 

associated shrinking of the Russian economy, mainly due to the fall of the price of the oil 

(Lahart, 2014), negatively affected hockey clubs within the Kontinental Hockey League 

(KHL), where almost all of the teams are heavily dependent on Russian state-owned com-

panies and regional governments as a source of revenue (The Associated Press, 2015). 

The negative situation has not only forced to reduce the players’ salary cap (The Associ-

ated Press, 2015), but it is forecasted that some of the teams (i.e., Medveščak Zagreb and 

HC Slovan Bratislava) will be excluded from the league at the end of the season (LETA, 

2015). The financial constraints can also be explained by raising players’ salaries and 

teams’ inability to maintain the sufficient revenue stream. Even well-known football 

teams such as Manchester City and Paris Saint-Germain struggle to keep expenditure and 

income in the balance. For example, in the past two seasons Manchester City has recorded 

£149m loss (Press Association, 2014). The financial crisis and raising spending have 

made teams to consider new ways to expand their service and product offerings, searching 

for extra revenue sources. 

The Swedish sport industry, like in many other countries, has recently undergone 

changes. Sport is no longer considered a recreational industry, but instead is more and 

more a source of revenues for companies (Fahlén, 2004). The changing nature of sports 

and growing concern on teams’ financial situation has caused the Swedish Hockey 

League (SHL) and Swedish Ice Hockey Association (SIF) sign an agreement for 

2015/2016 season, which demands an SHL club to have a book equity of SEK 4 million 

(Svenska Ishockeyförbundet, 2015). Nevertheless, HV71 Jönköping ended the previous 

season (2013/2014) with a loss. Its income statement showed that the club had a loss of 

almost SEK 4.560.000. The 2012/2013 season ended with a SEK -680.000 (HV71, 2014). 

According to the management, the financial results can be explained by bad sport perfor-

mance (HV71 dropped out of play-offs at an early stage) and significant investments in 

the Kinnarps Arena. Although the team still is relatively solvent with considerable equity, 

their revenue sources are limited to tickets, advertising and revenues from merchandising, 

which, looking into previous examples (e.g. Medveščak Zagreb, HC Slovan Bratislava), 

could potentially cause financial problems in the future. 

To sum up, sport teams, like other companies, are facing a general economic crisis which 

makes it necessary to find new strategies generating revenues in order to sustain their 

activities. These companies can derive substantial revenues from merchandising and 

other licensing rights. 
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1.3 Purpose 

Merchandising, in particular, supports teams that have a well-established brand by 

providing additional revenues (Couvelaere & Richelieu, 2005). Given the increasing im-

portance of generating additional income, the authors will focus the attention on how 

these can be exploited by sport teams through brand extension strategy. Sports fans play 

an important role in the success and popularity of sports teams and the enterprise of sports 

in general. Liu (2011) argues that fan interests are almost entirely missing from discus-

sions about certain issues that have a direct impact on supporters, such as sports team 

merchandising.  

This paper will take as an example the strategy carried out by Dinamo Riga - the largest 

ice hockey team in Latvia, who, in 2009 for a limited time, introduced a new way of 

exploiting their brand, engaging with fans and generating revenues. The team signed li-

cense agreements with major local manufacturers, who agreed to produce and sell con-

sumer packaged goods (CPG) with the logo of the team, e.g. Dinamo Riga chocolate, 

cookies, beer, etc.,. Dinamo Riga has benefited from this brand extension strategy both 

from financial and a marketing point of view (Sturiska, 2013). 

Since supporters play a relevant role for the team’s existence – both by being an important 

source of income and brand ambassadors – and, as previously discussed, they are nor-

mally not involved in marketing strategies definitions, this paper will put them at the 

center of the project. Therefore the authors of this paper aim to reach supporters with high 

identification with the team. By directly involving them through an online questionnaire, 

the authors of this paper wish to investigate how HV71’s supporters would perceive this 

type of brand extension strategy implemented by their team. In conclusion, the purpose 

of this study is to determine HV71’s highly identified supporters’ opinions towards pro-

posed brand extensions and the impact of main factors affecting the evaluation of brand 

extensions. Moreover, their purchase intentions will also be investigated.  

1.3.1 Research questions 

According to the given purpose of this thesis, the authors aim to answer the following 

research questions: 

RQ1: How do highly identified supporters evaluate the proposed brand extensions, in 

case of HV71 hockey team? 

RQ2: How do the main factors affecting the evaluation of brand extensions impact the 

supporters’ evaluation of brand extensions in case of HV71? 

1.4 Delimitations 

To reach the purpose of the study, the research will be limited to the certain extent, fo-

cusing on questions related to the brand extensions in sports. Since hockey is the most 

popular sport in Sweden (Landes, 2010) and it can be said that the number of potentially 

interested customers are the key of any business decision, the study will be limited to 

brand extensions and possible implementations in it. However, the results of the research 

can be valuable for other hockey and sport teams as well.  Accordingly, since the access 

to respondents is a cornerstone of the study and the third most popular hockey team in 

Sweden (IIHF, 2014), HV71 Jonkoping, is chosen to be the object of the study.  
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Nevertheless, since supporters are a vital asset for the teams, this paper will focus mainly 

on highly identified supporters and their role by investigating their evaluation of brand 

extensions and factors which affect the evaluation of brand extensions. Low identified 

supporters and moderately identified supporters were purposively excluded in order to 

obtain a homogeneous sample. 

Finally, as it will furtherly discussed in the next chapters, the present paper will focus 

only on a specific product category, namely consumer packaged goods (CPG). 

1.5 Key-terms 

Brand – According to American Marketing Association (2015b) a brand is a ‘name, 

term, design, symbol, or any other feature that identifies one seller's good or 

service as distinct from those of other sellers.’ 

Brand extension – Brand extension can be defined as the act of using an already estab-

lished brand name in order to enter a new product category (Aaker, 1996). In 

the sports industry, a typical example of brand extension is when a professional 

sports team opens a team merchandise store. In this case the team is extending 

its brand from its typical market, sport and entertainment, to retailing. 

Purchase intention – Purchase intention is defined as a person’s willingness to buy a 

specific product or service (Ajzen & Fishbein, 1980). Fishbein and Ajzen 

(1975) studies highlighted the fact that purchase intention can be used as an 

instrument to predict behavior; purchase intention represents consumers’ pref-

erences for purchasing products or services and in recommending them to fam-

ily and friends. 

Merchandising – Merchandising is a very broad concept, but can be summarized as ‘the 

activity of promoting the sale of goods at retail’ (Business Dictionary, 2015). 

Focusing on the sports industry, merchandising can be defined as the  commer-

cial utilization of ‘the name, badge, logo, or other trade mark associated with 

a particular sporting property (e.g. a team, individual, league, or event) in or-

der to sell goods or services’ (Cane & Conaghan, 2008). 

Licensing - In the general framework of business, licensing can be defined as the act of 

giving the right to use a brand associated to a certain product and organization 

(defined as licensor) to an outside company (the licensee) (Keller, 2003). In the 

sports industry, licensing – usually defined as brand licensing – is implemented 

through the right to use a specific logo, mascot or team name. The products 

licensed by sports teams typically include T-shirts, scarves, caps, and other ap-

parel related to the team (Swayne & Dodds, 2011).  

 

 

1.6 Disposition of the thesis 

The short overview of thesis’ structure is illustrated in Figure 1. 
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Figure 1. The structure of thesis 

Figure 1 visualizes the disposition of this thesis. The thesis starts with an introduction to 

the subject area and proposition of research purpose and research questions. Accordingly, 

the theoretical background is reviewed, as the result, the conceptual model is developed 

which is used as the basis for primary research. In chapter three, the method and method-

ology of study is explained. The findings and analysis of primary research are presented 

in chapter four. Furthermore, in chapter five, the findings are discussed in conjunction 

with previously reviewed theory. Finally, in chapter six, the conclusions from the study 

are drawn, including contributions of present research and managerial implications. 

  



 

6 

 

2 Theoretical background 

This chapter presents the reader with an overview of the theories regarding brand exten-

sions and factors which influence the evaluation of brand extensions. As the result of 

comprehensive literature review, the conceptual model is developed which is later used 

for the primary research.  

2.1 Brand extensions 

Giving that a brand is one of the most valuable company’s asset, branding has become 

one of the top priorities both in business and academic fields. Brands play important role 

in three primary levels – customer market, product market and financial market. The gen-

erated value in all three aspects creates brand equity (Keller & Lehmann, 2006). Compa-

nies with high brand equity can exploit the brand in much more diverse ways. The sport 

industry is not an exception when it comes to branding and it can be said that ‘branding 

is about the hottest game in today’s sport industry’ (Hardy, Norman & Sceery, 2012, p. 

483). More and more teams are searching for ideas of how to increase the value of their 

brand and exploit it to generate extra revenue (Walsh & Lee, 2012). Regardless of indus-

try, one of the ways how to take advantage of highly valued brands is by creating new 

brand extensions (Aaker & Keller, 1990). 

Brand extension can be defined as the act of using an already established brand name in 

order to enter a new product category (Aaker, 1996). As Figure 2 shows, brand extension 

is one of the four choices that a company can made in order to develop its brand (Kotler 

& Armstrong, 2008). 

 

Figure 2. Brand development matrix 

Brand extensions provide new opportunities for utilizing positive brand image and high 

brand equity by entering new markets. Brand extension strategies intend to supply the 

company with new revenue sources and enhance its relationship with customers. Compa-

nies are highly aware of the risks associated with introducing a completely new brand on 

the market. Brand extensions are therefore seen as a secure and cheaper strategy, able to 

generate positive outcomes in terms of both market share and consumers’ awareness 

(Aaker, 1990). 

Nonetheless, a brand extension is not necessarily associated with positive results. Since 

it is a strategic decision, the wrong strategy could lead to negative and potentially irre-

versible damages, harming company’s image (Aaker & Keller, 1990; Salinas & Perez, 
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2009). As Kotler and Armstrong (2008) highlight, brand extension strategies can create 

confusion on the market, negatively impacting the overall brand image. It is therefore 

essential to have a clear understanding of certain aspects that can be critical for the success 

of such strategy. These aspects will be discussed throughout the paper. 

2.2 Brand extension strategies 

Sport brands, like any other brands on the market, in recent years have presented a variety 

of different brand extension strategies. Teams are more and more extending their brand 

presence from the sports industry and entertainment to new product categories (Walsh & 

Lee, 2012). In recent years these brands have entered different markets with a vast variety 

of offers, ranging from sport-related products, such as sports apparel, to media entertain-

ment and food chain (Papadimitriou, Apostolopoulou & Loukas, 2004).  Unlike other 

sectors, sport teams are able to implement different strategies that can be considered sim-

ilar to brand extension, but differ in some basic aspects, or executional qualities (Walsh 

& Ross, 2010). One of these is licensing. This approach, also known as brand licensing, 

can be defined as the act of giving the right to use a brand associated to a certain product 

and organization to an outside company that manufactures the new product (Keller, 

2003). Licensed products are typically products that incorporate the name or the logo of 

a sport team (Kwon & Armstrong, 2002). For instance, Manchester City has signed li-

cence agreement with Nike for £12 million, where Nike owns rights to manufacture and 

sell sport kit with its and team’s emblem, generating revenue for both parties (Ogden, 

2015). Generally, brand extension and licensing strategies differ in the way where new 

products are manufactured and managed: brand extension products are manufactured by 

the company itself, while licensed products are produced by the outside company (licen-

sees) utilizing other brand (licensor, e.g. sport team). However, both strategies share the 

same goal: to use a well-established brand to gain extra revenues and/or build market 

presence and provide the market with new product. Given this evidence, Wiedmann and 

Ludewig (2008) suggest that licensing should therefore be considered as an ‘external’ 

brand extension, since it only differs in the way where products are managed and manu-

factured. Wiedmann and Ludewig (2008) studied this phenomenon by focusing on con-

sumers’ ability to recognize brand extensions from licensed products during the act of 

purchase. Their study highlighted an overall confusion among the consumers in regards 

to these two strategies, implying that consumers do not consider the aforementioned dif-

ferences when evaluating the new product. Therefore, the authors of this study solely 

focussed on brand extension strategy. 

When the brand extension is launched, consumers engage into extensive evaluation pro-

cess where different factors are taken into consideration, accordingly consumers form 

their attitude towards new product (Czellar, 2003). The formation of attitude or success 

of brand extension highly depends on consumers’ perception of original brand and prod-

uct category; nevertheless, it is also affected by consumers’ individual characteristics. 

2.3 Evaluation of brand extensions 

Consumers’ evaluation of brand extensions is an extensively researched subject (e.g. 

Aaker & Keller, 1990; Carter & Curry, 2011; Völckner & Sattler, 2006). In the past, a 

broad range of factors which affects consumers’ attitude towards the brand extensions 

have been identified. According to Völckner and Sattler (2006), the most important de-
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terminants of brand extension success are consumers’ perceived fit, parent brand convic-

tion - parent brand experience, retail acceptance and marketing support. Furthermore, 

other studies have also identified factor such as consumer innovativeness (Völckner & 

Sattler, 2006). 

However, there are only limited numbers of studies which are carried out in the context 

of sport industry. Papadimitriou et al. (2004) argue that perceived fit predicts only about 

one-third variance in evaluation of brand extensions in sport industry, indicating that there 

are other factors that could be important determinants of brand extensions success. Nev-

ertheless, one of the other factors which in some extent affects success of brand exten-

sions in sports is team identification or personal and social identification (Wiedmann & 

Ludewig, 2008). Therefore, the fans’ role is vital for the positive outcomes of a brand 

extension strategy of a sport brand, since these consumers have particularly strong feel-

ings and loyalty towards their favourite team. Such strategies allow them to strengthen 

their relationships with the team and connect with it in new and unexpected ways (Pa-

padimitriou et al., 2004). Furthermore, Papadimitriou et al. (2004) suggest that possible 

explanation of low explanatory power of perceived fit could be sport fans previous expe-

rience of sport teams’ branded goods. Consumers’ previous experience increases their 

likelihood of buying new brand extensions and can possibly create positive perception of 

extension. Furthermore, it can be argued that consumers’ innovativeness is also an im-

portant factor for success of brand extensions. Innovative consumers are more prone to 

try new and extraordinary brand extensions in unrelated product categories (Klink & 

Smith, 2001; Völckner & Sattler, 2006), implying that innovative sport team’s supporters 

might be more willing to try new – more distinct products. 

To sum up, the authors of this paper argue that factors which could possibly play im-

portant role in the evaluation of brand in extensions in the context of sports are perceived 

fit, parent brand experience, consumer innovativeness and personal and social identifica-

tion. Since this research on brand extensions in sports focus on possible brand extensions 

in the future, the retail acceptance and marketing support factors will not be considered 

in this study. When analysed, these two factors are applied to already existing brand ex-

tensions and accordingly measure their availability in supermarkets and present advertis-

ing support (Völckner & Sattler, 2006). However, the importance of these factors should 

be acknowledged in the future when making decision on implementing brand extension 

strategies and analysing their success. The proposed brand extension evaluation factors 

can be seen in figure 3, the discussion of each of these factors will follow in this chapter. 
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Figure 3. Proposed brand extension evaluation factors 

Past researches have also suggested relations between evaluation of brand extensions and 

purchase intentions, showing that positive perception of brand extensions leads to high 

purchase intention (Aaker, 1990; Papadimitriou et al., 2004). 

2.4 Personal and social identification 

‘. . . sport generates fanship that is more intense, more obtrusive, and more enduring than 

it is for other forms of entertaining social activities without direct participation in the 

spectated events’ (Zillmann & Paulus, 1993, p. 604). 

The concept of team identification is associated with sport and its consumption. As Sutton 

et al (1997) state, sport teams are seen as objects with which consumers are able to iden-

tify, evoking emotional attachment. In such terms, team identification concerns the extent 

to which a fan feels a psychological connection with a team (Wann & Branscombe, 1993; 

Wann et al., 2001). Sports are also characterized by the ability to create a sense of com-

munity. By involving people, sport contributes to the development of a collective identity. 

Perceived as inseparable from the community, the team allows the fan a way to belong to 

the larger community (Gwinner & Swanson, 2003). According to del Rio, Vazquez and 

Iglesias (2001), a supporter social identification level depends on the team’s ability to act 

as a communication instrument allowing the fan to manifest the desire to be integrated 

within the group of individuals, forming his/her closest social environment. 

The extent to which an individual identifies with a group, such as a sports team, can differ 

indeed. Supporters who are not significantly involved in a team can be seen as having a 

passive relationships with it and are probably attracted by aspects like the entertainment 

or social interaction. On the other hand, highly involved fans can be extremely loyal to 

their sports team, considering it as having a central role in their lives. This relationship 

can reach extremely high levels, to the point that team success and failure is interpreted 

as personal success and failure. This loyalty is generally characterized by long-term rela-

tions, and is supported by both time and financial commitments (Sutton et al., 1997). 

Previous literature has shown that the level of identification with a sports team is a rele-

vant indicator of fans’ affective, behavioral, and cognitive reactions to events relevant to 
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their team (Wann & Branscombe, 1993, Branscombe & Wann, 1991, 1992). Daniel Wann 

is considered to be among the major authors that have studied the team identification 

phenomena. One of the relevant aspects that emerged by his research is that individuals 

characterized by high team identification tend to be more involved with a team (Wann & 

Branscombe, 1993). This involvement can be demonstrated by evidences like a greater 

number of years being a fan, higher game attendance rates and higher willingness to in-

vest money and time to follow a team (Sutton et al., 1997). Moreover, Sutton et al. (1997) 

states that highly identified fans tend to be more prone to invest money in the team they 

identify with, particularly in terms of purchasing team-related products and services. A 

more recent study by Gau et al. (2009) showed that highly identified fans reported greater 

level of merchandise consumption than those with a lower degree of team identification. 

The results indicated that these supporters were more likely to purchase merchandising 

provided by the team. 

Therefore, supporters’ levels of identification with a team have a direct impact on their 

perception of brand extensions. In a study conducted by del Rio et al. (2001), the findings 

highlighted the fact that social identification is also positively related to consumers’ ac-

ceptance of new brand extensions. 

2.5 Perceived fit  

Consumers’ perceived fit is argued to be one the most critical factors when it comes to 

success of brand extensions (Dall’Olmo Riley, Hand & Guido, 2014; Papadimitriou et 

al., 2004; Völckner & Sattler, 2006).  Consumers perceived fit refers to (1) functionality 

fit or the level of similarity between the brand extension and brands’ existing products 

(Aaker & Keller, 1990; Carter & Curry, 2011) and (2) image fit or new product’s con-

sistency with the brand image (Park, Milberg & Lawson, 1991; Dall’Olmo Riley et al. 

2014) (see figure 4). Greater perceived fit leads to a greater transfer of positive and neg-

ative associations to a new product (Aaker & Keller, 1990). Accordingly, higher per-

ceived fit may lead to higher purchase intention and increased sales of new product 

(Carter & Curry, 2011). 

 

Figure 4. Two constructs of perceived fit 

The functionality fit between two product classes plays an important role in the evaluation 

of brand extensions. According to Aaker and Keller (1990), the functionality fit can be 

generally described in three dimensions: substitutability, transferability and complemen-

tarity, where substitutability defines products ability to substitute each other to fulfil a 

certain need, transferability stands for consumers’ perceived ability of a firm to manufac-

ture goods in a new product category (i.e., transfer their expertise), besides that, the latter 

indicates whether two products share the same usage context. The perceived quality of a 
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brand will be transferred to a new product in greater extent if two product categories fit 

together in any of three dimensions. Accordingly, higher perceived fit leads to a transfer 

of favourable associations from a brand to new product (Carter & Curry, 2011). On the 

other hand, if the fit between brand original category and extension is poor, it does not 

only limit the transfer of positive qualities of a brand, but can lead to creation of negative 

beliefs and associations (Aaker & Keller, 1990). The expansion in too distinct product 

categories can lead to loosing of brand differentiation and credibility (Aaker, 2002).  If 

the fit is bizarre, the extension can be even seen as humorous and ridiculous (Aaker & 

Keller, 1990). For example, in case of Dinamo Riga’s brand extensions, products like 

chips and pizza can be argued to have a good functional fit, since these products share 

same usage situation from supporters’ point of view, i.e. these products are traditionally 

consumed when watching a game (Sturiska, 2013). Furthermore, another example of Di-

namo Riga’s brand extensions is the summer hockey school for young talents (Rigas Di-

namo Berni, 2015). This brand extension has a good functional fit with the parent brand, 

particularly, in dimension of transferability or using their perceived expertise to create 

the new product. 

The second construct of consumers’ perceived fit, image fit, defines the extent to which 

an extension shares brand concept feelings and associations. Brand concept or image can 

be explained as brand-unique abstract meanings (e.g., luxurious, active, adventurous). 

Whether an extension is seen consistent with the brand image and it created meanings 

depends on consumers’ perception of brand association’s desirability and/or relevance to 

a new product. If the relevance and/or desirability exists, the beliefs and affects transfer 

to an extension (Salinas & Perez, 2009). In case of sport, the products which are associ-

ated with athleticism can be seen to have a better image fit (Papadimitriou et al., 2004), 

for example, drinking water or sport energy bar by Dinamo Riga (Sturiska, 2013). Fur-

thermore, brand image consistency may have a greater effect on the luxurious than func-

tional brand, meaning that there is a greater possibility for prestige brands to successfully 

expend their offerings in different product categories (Park et. all, 1991). 

Whenever a new product with already known brand name is launched consumers engage 

in an evaluation process, where both dimensions are taken into consideration (Park et. all, 

1991). According to Carter and Curry (2011), if both functional and image fit is low, the 

extension will suffer in sales. Although functionality and image fit plays important role 

in the evaluation of brand extension and can greatly affect its success, it has been sug-

gested that coherence of brand extension and image is more important than functional fit 

and the company has to be able transfer the meaning of brand to a new product category 

(Salina & Perez, 2009). In case of sports, the past study (Papadimitriou et al., 2004) on 

brand extensions and perceived fit has shown the same trend, showing that fans share 

higher purchase intention if there is a logical connection between brand and new product 

regarding functionality or image. In their study, the highest evaluated brand extensions 

were products which are related to sport industry (e.g. sport clothing, sport camps), how-

ever supporters also showed relatively high willingness to purchase products from more 

distinct categories (e.g., cosmetics, banking), indicating that sport brands have high lati-

tude to introduce products in sport unrelated categories. 
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2.6 Consumer innovativeness 

Proneness to buy new products or consumer innovativeness is one of the factors which 

affect the evaluation of brand extensions (Salinas & Perez, 2009), indicating that innova-

tive consumers are more willing to buy brand extensions which are not related to the 

original brand product category (Klink & Smith, 2001). Consequently, consumer innova-

tiveness is an important factor in the success of brand extensions, especially, when it 

comes to buying unusual brand extensions in unrelated product categories. 

Generally, consumer innovativeness can be described as the tendency to buy new prod-

ucts more often and quicker than other consumers (Roehrich, 2004). Consumers differ in 

terms of their level of innovativeness and can be divided in two general categories: later 

adopters and earlier adopters. Later adopters are less prone to try new products and avoid 

taking risks, but consumers of the latter category enjoy buying new products and are less 

risk adverse (Klink & Smith, 2001). Moreover, such intentions regarding early adopters 

can be explained by certain consumers’ independence and need for stimulation, unique-

ness and novelty (Roehrich, 2004). Moreover, with regards to sport fans, it is suggested 

that they are more interested in buying products that can be characterised as attractive and 

original (Papadimitriou et al. 2004), consequently, early adopters might be more willing 

to buy such products. 

In regards to consumers’ perceived fit, it has been suggested that if perceived fit decreases 

than perceived risk increases (Smith & Andrews, 1995), showing that consumers attitude 

towards risk taking is important in evaluation process of brand extensions. Klink and 

Smith (2001) proved that perceived fit is less important to innovative consumers or early 

adopters, who are more prone to try new brand extensions in unrelated product categories. 

According to Salinas and Perez (2009), innovative consumers are willing to buy products 

in different categories, but emphasize the brand image coherence), creating potentially 

great market opportunity for sport teams to extend their offerings. 

2.7 Previous experience 

Past research has suggested that previous experience of purchasing parent brand products 

plays important role in the way how consumers evaluate brand extensions, showing that 

the experience can positively affect the proneness to try new extension (Kim & Sullivan, 

1998; Swaminatan, Fox & Reddy, 2001). However, previous researches on brand exten-

sions in sports have not measured this factor which may affect supporters’ attitude to-

wards the extension but has recognized it as potentially important (Papadimitriou et al. 

2004). Therefore, it could be argued that it is essential to understand consumers’ involve-

ment with the team and previous consumption patterns.  As the core product of any sport 

team is the game, and involvement and experience can be effectively measured by models 

regarding fan identification (Sutton et al., 1997; Wann & Branscombe, 1993), it would be 

valuable to look into consumers’ experience of purchasing other products, such as tradi-

tional teams’ merchandising and whether this experience affects attitude to brand exten-

sions in further product categories. Additionally, consumers’ ownership of the brands’ 

products can be translated into more positive evaluation of the extension (Kirmani, Sood 

& Bridges, 1999). 

According to Swaminthan et al. (2001), experience with a brand can be explained by 

looking into such as dimensions as usage and purchase frequency and buying intentions 
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in the future. Accordingly, consumers can be categorized into groups by their experience. 

Research (Kim & Sullivan, 1998) suggests that brand’s experience (i.e., experience and 

future purchase intention) leads to a higher expected quality, which would motivate con-

sumers to try a new extension. Furthermore, customers with none or low experience, are 

less prone to try a new extension, but after the trial of the product and gained experience, 

are more motivated to repurchase it (if the experience is positive). However, it should be 

noted that a negative previous experience of brand usage may create a negative attitude 

towards the brand extension. Furthermore, in case of exclusive brands, owners of brand 

products, react negatively to extensions in lower (less-expensive) perceived product cat-

egory due to reduced exclusivity (Kirmani et. al, 1999). 

2.8 Development and formulation of hypotheses 

2.8.1 Evaluation of brand extensions 

As noted before, products that are perceived to be more suitable and logical for a sport 

team are evaluated higher than those that are not (Papadimitriou et. al, 2004). More spe-

cifically, products which share sport and athleticism element are perceived better (Pa-

padimitriou et. al, 2004), moreover, products which share the same usage situation with 

original product/brand are seen as more logical alike (Aaker & Keller, 1990). Therefore, 

the authors of this study propose the following hypothesis: 

H1a: Sport related products are evaluated higher than other. 

H1b: Products which share the same usage situation are evaluated higher than miscella-

neous products.  

2.8.2 Proposed model 

As discussed before, high evaluation of brand extension leads to willingness to try new 

product and greater purchase intention towards it (Aaker, 1990; Aaker & Keller, 1990; 

Papadimitriou et al., 2004). Accordingly it is essential for both practitioners and academ-

ics to understand which factors may affect the evaluation of new brand extensions espe-

cially within relatively little studied sport industry. As the result of comprehensive liter-

ature research the authors of this study propose a theoretical model which covers factors 

which are important in any context and specifically in regards to sports (Papadimitriou et 

al., 2004; Völckner & Sattler, 2006). The model includes the four previously mentioned 

factors: personal and social identification, perceived fit, previous experience and con-

sumer innovativeness. In the proposed model the authors firstly examine relationships 

between the above mentioned factors and the evaluation of brand extensions. Once these 

relations are analysed, the second step is to study the connection between the aforemen-

tioned evaluation and purchase intention associated to it. The proposed model with de-

veloped hypothesis and their directionality is represented in figure 5. 
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Figure 5. Conceptual model of brand extensions' evaluation and purchase intention 

According to developed conceptual model and reviewed literature, the authors suggest 

appropriate hypothesis which can possibly answer the compiled research questions. 

2.8.3 Personal and social identification 

Social identity theory founds its bases on the idea that that people tend to dedicate ener-

gies towards those activities that are likely to support organizations that they perceive as 

being consistent with their identities (Ashforth & Mael, 1989). Furthermore, other authors 

suggest that consumers will be more incline to recommend the brand when they associate 

it with positive emotional experiences. Following the more general identification litera-

ture, when it comes to sports industry, it can be said that the more a fan is involved with 

a team, the more he or she will be seeking individual associations with it (Mael & Ash-

forth, 1992). It is therefore possible to assume that a high personal and social identifica-

tion with a team leads to a positive evaluation of brand extensions. Accordingly, the au-

thors propose the following hypothesis: 

H2a: Highly identified fans evaluate brand extensions positively 

2.8.4 Perceived fit 

As previously mentioned, the perceived fit is argued to be one the most critical factors 

when it comes to success of brand extensions (Dall’Olmo Riley et al., 2014; Papadi-

mitriou et al., 2004; Völckner & Sattler, 2006).  Greater perceived fit leads to a greater 

transfer of positive and negative associations to a new product (Aaker & Keller, 1990). 

As the result, a higher perceived fit positively impact the evaluation of brand extensions 

and purchase intention alike (Carter & Curry, 2011; Papadimitriou et. al, 2004). There-

fore, the authors propose the following hypothesis: 

H2b: Higher perceived fit between HV71’s brand and the brand extension products leads 

to more favourable evaluation of the brand extensions. 

2.8.5 Consumer innovativeness 

Consumer innovativeness can be defined as one’s proneness to buy new products (Salinas 

& Perez, 2009). Innovative consumers are more willing to risk and are seeking for new 
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experiences and products’ uniqueness (Klink & Smith, 2001; Roehrich, 2004). Further-

more, sport fans are more interested in creative and original products (Papadimitriou et. 

al, 2004). It can be concluded, that innovative consumers in regards to sport brands are 

more willing to buy products in unrelated product categories. Accordingly, the authors of 

this study propose the following hypothesis: 

H2c: Higher consumers’ innovativeness leads to more favourable evaluation of brand 

extensions. 

2.8.6 Previous experience 

Consumer’s previous experience with the brand plays important role in evaluation pro-

cess, implying that previous experience positively affects the evolution of brand extension 

and proneness to buy new product. Additionally, consumer’s ownership of brand’s prod-

ucts can positively reflect to evolution of brand extension (Kim & Sullivan, 1998; 

Swaminatan et al. 2001). It can be contended that supporters who have previously pur-

chased sport team’s merchandising are more prone to evaluate brand extensions posi-

tively. This assumption leads the authors to formulate the following hypothesis: 

H2d: Greater experience of purchasing HV71’s merchandising leads to more favourable 

evaluation of brand extensions. 

2.8.7 The impact of influencing factors 

It has been argued that factors such as perceived fit, social identification, consumers’ 

innovativeness and previous experience are important determinants of success of new 

brand extensions (Klink & Smith, 2001; Völckner & Sattler, 2006). However, it has been 

suggested that the most important brand evaluation factor is perceived fit (Völckner & 

Sattler, 2006; Papadimitriou et al., 2004). Accordingly, the authors of this study propose 

the following hypothesis: 

H3: Perceived fit is the factor that has the highest impact on supporters’ evaluation of 

brand extensions. 

2.8.8 Purchase intention 

Whenever a new product with already known brand name is launched on the market con-

sumers engage in an evaluation process (Park et. all, 1991). As the result, the positive 

evaluation of extension leads to willingness to try new product and greater purchase in-

tention towards it (Aaker, 1990; Aaker & Keller 1990; Papadimitriou et al., 2004). Ac-

cordingly, the authors of this study propose the following hypothesis: 

H4: Positive evaluation of brand extension leads to higher purchase intention. 

The summary of hypothesis is shown in table 1. 
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Hypothesis 

H1a: Sport related products are evaluated higher than other. 

H1b: Products which share the same usage situation are evaluated higher than miscel-

laneous products. 

H2a: Highly identified fans evaluate brand extensions positively. 

H2b: Higher perceived fit between HV71’s brand and the brand extension products 

leads to more favourable evaluation of the brand extensions. 

H2c: Higher consumers’ innovativeness leads to more favourable evaluation of brand 

extensions. 

H2d: Greater experience of purchasing HV71’s merchandising leads to more favoura-

ble evaluation of brand extensions. 

H3: Perceived fit is the factor that has the highest impact on supporters’ evaluation of 

brand extensions 

H4: Positive evaluation of brand extension leads to higher purchase intention. 

Table 1. The summary of hypothesis 
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3 Method and methodology 

This chapter presents the reader with the chosen research method and methodology, ex-

plaining research philosophy, approach and design. It introduces the specific methods 

used for sampling and data collection. Furthermore, the employed statistical analysis and 

credibility of findings are discussed.  

3.1 Research philosophy 

The foremost role of any research is to develop new knowledge, thus it is vital to define 

research philosophy which underpins the relations between knowledge and process by 

which it is developed. The research philosophy is a perspective through which a re-

searcher approach research questions and interpret findings (Saunders, Lewis & Thorn-

hill, 2009). Four main research philosophies are suggested in the marketing research lit-

erature: interpretivism, positivism, pragmatism and realism. 

According to Saunders et. al (2009), interpretivism work seeks to understand the research 

subject in-depth, focussing on human relations and their roles as social actors within con-

text of a study. Interpretivism approach demands researcher to be a part of what is being 

investigated, causing a certain level of subjectivity, but granting better understanding of 

studied matter. However, positivism focuses on questions that can be tested and observed 

in social reality. Positivistic approach involves developing hypothesis from existing the-

ories and collecting data in highly structured manner. Most importantly, positivism de-

mands a researcher to sustain independent and value-free perspective when analysing 

findings and drawing conclusions, preferably leading to law-like generalizations (Mal-

hotra, Birks & Wills, 2010; Saunders et. al, 2009). On the other hand, pragmatic research 

philosophy implies both objective and subjective points of view and it assumes that re-

searcher’s view on reality is external and chosen to best enable answering defined re-

search questions. Pragmatic approach allows researcher to switch from one perspective 

to other with a purpose to help interpret the findings. Mostly it involves use of mixed 

method design, using both quantitative and qualitative methods (Malhotra et. al, 2010). 

Nevertheless, realism assumes that the choice of research methodology depends on de-

fined research questions and must fit the subject matter. The reality is objective and it 

exists independently of human thoughts and beliefs. It focuses on observable subjects 

providing credible data. In contrast to positivism, a researcher is biased by values, world 

views, cultural experiences and upbringing, however, the collection of data and analysis 

is scientific and fact-based matter (Saunders et al., 2009). 

Since the authors of this research will be focused on grasping the objective reality by 

measuring consumers’ attitude towards a certain phenomenon and the primary research 

is based on proposed hypothesis, the thesis will be built upon the realism philosophy. 

3.2 Research approach 

Research approach determines how the theory is used, which data collection methods are 

carried out and the level of findings’ generalizability. The decision on research approach, 

to some extent, is led by how well the subject has been researched before and how clear 

is the theory (Saunders et al., 2009).  According to Malhotra et al. (2010), there are two 

different research approaches that are distinguished in the literature of research method-

ology: deductive approach and inductive approach. Saunders et al. (2008) argue that a 
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third research approach exists, called abductive, and is often used in cases where a mixed 

method research design is applied. Deductive approach involves deducing hypothesis, 

testing them using quantitative methods and examining the results in the light of previous 

studies. Furthermore, it requires researchers’ independence and highly structured ap-

proach (Saunders et al., 2009). In contrast, inductive approach emphasises the importance 

of understanding the meaning of the researched subjects by using qualitative data collec-

tion methods. In the case of inductive approach, the researcher is a part of the research 

process and it allows more flexible structure. 

Since this research is guided by realism and the evaluation of brand extensions are exten-

sively researched subject (e.g. Aaker & Keller, 1990; Carter & Curry, 2011; Völckner & 

Sattler, 2006), providing clear theory that can be tested in the context of sport, the authors 

adopted deductive approach. Accordingly, the research methods were chosen to match 

the deductive approach. 

3.3 Research design 

Malhotra et. al. (2010, p. 77) define a research design as ‘a framework or plan for con-

ducting a marketing research project.’ The aim of designing as research is therefore to 

define the procedures used in order to gather the needed information that allows the re-

searcher to solve the marketing research problem (Malhotra et. al., 2010). 

Generally there are two ways how to conduct a research: exploratory and conclusive 

(Malhotra et. al., 2010). These two differ in terms of objectives, characteristics and meth-

ods. The first approach is characterized by being a flexible and evolving approach that 

delivers insight and understanding of the researched area. It is used in cases where there 

is a little or no understanding about the research problem, mainly due to lack of relevant 

information. Conclusive design, on the other hand, aims to measure specific hypotheses 

and defined marketing phenomena (Malhotra et. al., 2010). It is divided into two princi-

ples: descriptive research and causal research. The first one is rigid, structured and 

planned and tends to use quantitative techniques like questionnaires or structured inter-

views in order to describe the characteristics of a particular group. Causal research deals 

with “cause-and-effect” relationships applying experiments; exploratory research targets 

to gain an insight on a particular topic (Churchill & Iacobucci 2002). Furthermore, con-

clusive research, in contrast to exploratory research, is based on large and representative 

samples with the collected data being analyzed using quantitative analysis (Wilson, 

1996). 

Since there is a consistent base of literature and theoretical concepts on the topic of the 

present thesis, and based on the aforementioned characteristics of exploratory and con-

clusive research design, this paper withholds a conclusive - descriptive approach.  

Within the field of market research, primary and secondary data are the main sources of 

collecting useful information. The main difference between the two is that while primary 

data are collected directly by the researcher for the specific purpose of his/her research, 

secondary data are already existing information collected in previous researches for dif-

ferent purposes than the present problem, but that have a certain degree of relation to it 

(Malhotra et. al., 2010). When it comes to primary data collection, two main research 

strategies can be distinguished: qualitative and quantitative methods. Malhotra et al. 
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(2010, p.187) define qualitative research as ‘an unstructured, primarily exploratory de-

sign based on small samples, intended to provide depth, insight and understanding.’ 

Quantitative approach, as opposed to the previous, measures things by structured research 

methods that aim to give data quantification and is based on large samples. This approach 

is therefore predominantly associated with data collection technique (such as question-

naires) and data analysis procedures that generates or uses numerical data. (Saunders, 

Lewis & Thornhill, 2009). While qualitative methods mainly help to understand a specific 

problem, quantitative methods try to measure them.  

Since the authors of this thesis want to measure ice hockey supporters’ evaluation of pos-

sible brand extensions using HV71 as a vehicle, a quantitative method has been adopted. 

This goal will be reached through the use of a survey. As stated by Saunders et al. (2008), 

a survey strategy allows the researcher to gather quantitative data which can be subse-

quently studied using statistical analysis, measuring relationships between variables and 

making it possible to suggest possible reasons that can explain them. Finally, a quantita-

tive method allows to reach larger number of respondents, especially in a limited time 

frame, and test the hypothesis and theoretical assumptions. 

3.4 Sampling design 

According to Malhotra et al. (2010), sampling process can be defined as a six step se-

quential process, as presented in figure 5. 

 

Figure 5. Sampling design process (Malhotra et al., 2010) 

The first step of sampling design is the definition of the target population, which repre-

sents the elements that possess the needed information examined by the researcher. In 

order to support the effectiveness of the research, target population needs to be clearly 

defined in terms of elements (usually represented by the participants), sampling unit, ex-

tent and time (Malhotra et al., 2010). For the present paper the target population can be 

identified as highly identified ice hockey supporters, and more precisely HV71’s team 

supporters. 

Sampling frame is defined as ‘a representation of the elements of the target population 

that consists of a list or set of directions for identifying the target population’ (Malhotra 

et al., 2010, p. 497). This list of population elements can be gathered through different 

channels, such as database, mailing lists or other similar tools (Malhotra et al., 2010). In 

regards to study at hand, since non-probability sampling was used, no specific sampling 

frame was defined.  
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The third step of the sampling design is the selection of sampling techniques. In this case 

the decision that the researcher has to take is whether to use a Bayesian or traditional 

sampling (Malhotra et al., 2010). The first technique sees the selection of the elements as 

a sequential process, while in the ladder technique the whole sample is selected prelimi-

narily to the data collection. In this step, researchers also decide whether to use a proba-

bility or a non-probability sampling, where the main distinction between the two lies on 

the fact that a probability sampling is based on the fact that each element of the population 

has equal and known chance to be selected (Saunders et al., 2008), while in non-proba-

bility sampling relies on researcher’s personal judgment, which can arbitrarily decide 

which elements should be included in the sample (Malhotra et al., 2010). For the purpose 

of this thesis the authors considered a traditional, non-probability sampling as the most 

appropriate technique for the study at hand since there are no sampling frame available 

and the inclusion of any respondent depends on their personal willingness to participate 

and their affiliation to any of HV71’s reference groups.  

Determination of the sample size refers to the number of elements to be included in the 

research (Malhotra et al., 2010). Sample size determination depends on several factors 

including, among others, the nature of the research. For conclusive research, which is the 

case of the present paper, large samples are typically required. This is also the case when 

the data analysis involves particular techniques such as multivariate techniques (Malhotra 

et al., 2010). As it will be shown, the authors of this paper achieved this result by reaching 

supporters through the web – mainly by using HV71’s fan pages –, and through snowball 

sampling. 

Finally, execution of the sampling process and sample validation are the last steps of the 

sampling process. In the execution of the sampling process a detailed specification of the 

above mentioned steps is implemented in order to guarantee the consistency of the con-

duction of the whole process (Malhotra et al., 2010). Sample validation ‘aims to account 

for sampling frame error by screening the participants in the data collection phase’ (Mal-

hotra et al., 2010, p. 500). The authors carried out intended sampling steps in a strict 

manner and using a specific scale in order to exclude respondents who did not belong to 

the defined target population, guaranteeing a valid sample. 

As mentioned before, the focus of the study was on HV71’s fans, therefore the sample 

was not randomly selected but, instead, was based on the subjective judgment of the au-

thors. A non-probability sampling technique was therefore chosen. Within this technique, 

a mixed sampling consisting of convenience sampling and snowball sampling was se-

lected. For the first technique, several HV71’s supporters’ Facebook pages and groups 

were identified in order to reach the target population and the announcement of possibility 

to participate in the research was published. Moreover, the authors created a specific Fa-

cebook page for this research, and promoted it through Facebook advertisement’s tools. 

Finally, the authors decided to employ the snowballing sampling. This choice was taken 

after having experienced difficulties with acquiring sufficient response rates from the sur-

vey published on HV71’s supporters’ pages and groups. For this technique the authors 

selected, within their contacts, a targeted group of people (10) that were representative of 

the defined target population (namely HV71’s supporters) and asked them to complete 

the survey and forward it to others, who fit within defined target population. Although 

the above mentioned sampling techniques are considered to be convenient and not expen-

sive (Malhotra et al., 2010), the authors acknowledge that they can have some limitations 
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when it comes to selection bias and representativeness of the sample (in case of conven-

ience sampling) and time consuming (snowball sampling) (Malhotra et al., 2010). 

The choice of an online survey allows the authors to reach a selected sample, avoiding 

the risk of sampling errors. As Malhotra et al. (2010, p.520) state, in order to avoid this 

problem the researcher ‘must be able to control the pool from which the participants are 

selected.’ The use of aforementioned Facebook groups and pages and employed snowball 

sampling allows the authors to have relatively high control over the pool. 

3.5 Data collection 

3.5.1 Secondary data collection – literature review 

As already mentioned, secondary data are data that have already been collected for a pur-

pose different from the problem at hand (Malhotra et al., 2010). These data can be ob-

tained from such sources as reports, government databases, journal articles etc. Accord-

ingly, these data or literature can provide insights and information that can be used to 

refine and develop the research. (Saunders et. al, 2009). Since the authors of this study 

use deductive research approach, the literature is used to develop foundations of the study, 

which subsequently are tested using quantitative method. 

As said before, the authors of this research used the literature (journal articles and books) 

to develop the theoretical framework in regards to defined research purpose and ques-

tions. The journal articles were obtained through the use of databases provided by Jönkö-

ping University, e.g., Sage, EBSCO, Scopus etc. It has been argued that academic journal 

articles are most useful for research projects since they provide detailed and up-to-date 

information on very specific subjects. However, a researcher should be aware of possible 

bias in these papers (Saunders et. al, 2009). In order to gain general understanding on 

topic at hand, the authors also used relevant academic books. The literature was searched 

using appropriate keywords and terms (e.g. evaluation of brand extensions, sport market-

ing etc.). After a comprehensive examination of previous studies, the literature was 

grouped into two main categories: sport marketing and evaluation of brand extensions in 

general. Furthermore, these two categories were divided into distinct subcategories, con-

taining literature regarding each identified brand extensions’ evaluation factor and the 

process of evaluation. The authors of this thesis strongly believe that this systematic ap-

proach leads to more comprehensive and better structured literature review, which even-

tually benefits to the overall quality of the research. 

3.5.2 Primary data collection - internet questionnaire 

As noted before, the authors of this research have adopted a quantitative research method 

since it would help to efficiently reach the defined purpose and answer to research ques-

tions at hand, accordingly the survey is chosen as the data collection method. According 

to Malhotra et al. (2010), the survey method refers to structured data collection where a 

formal questionnaire is prepared and questions are asked in a certain order. It is the most 

common used method in marketing research, however, disadvantages such as partici-

pants’ unwillingness to participate in the research and possible misinterpretations of 

asked questions have been associated with this method. Nevertheless, the questionnaires 

are relatively simple to administer and data are consistent, reducing the variability in the 

results, thus the authors adopted the survey method. In order to overcome possible issues, 
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the authors carefully planned the questionnaire by basing it on previous studies and pre-

testing it. Furthermore, to motivate the target audience to participate in the research, the 

respondents had an opportunity to voluntary participate in a hockey ticket draw for next 

season’s first match. 

 

The authors chose to administer the questionnaire using available online tools, particu-

larly, through the use of Qualtrics data collection software. Given the limitation of the 

research (e.g., time constrains), the authors used online questionnaire because it enables 

relatively fast data collection with high quality responses and data. There is no interviewer 

bias when online survey is conducted, thus presenting consistency in measurements as 

well (Malhotra et al., 2010). More importantly, since the defined target population is 

HV71’s supporters, the online questionnaire gives an opportunity to effectively contact 

this group by posting the link to the online questionnaire on the main (in terms of mem-

bers) unofficial HV71’s Facebook fans pages and groups and HV71 forum, thus giving 

access to potentially large number of respondents. Moreover, as already mentioned, due 

to the initial difficulties to receive feedback from the participants, the authors decided to 

use two other ways to distribute the questionnaire. The first method applied was snowball 

sampling. Secondly, the authors created a specific Facebook page for this research, and 

promoted it through Facebook advertisement’s tools. 

 
3.5.3 Pilot-test 

Since one of the disadvantages of using online questionnaire is possible misinterpreta-

tions of given questions, the authors carried out two pilot-tests of the survey in order to 

identify and eliminate potential problems. As Malhotra et al. (2010) highlighted the pilot-

test of questionnaire help to establish validity. 

It has been suggested that for smaller-scale questionnaire the minimum number for trials 

is 10 (Fink, 2003, cited in Saunders et. al, 2009), furthermore, the participants should 

share the same background characteristics, familiarity with a topic and behaviours of in-

terest with the set target audience (Malhotra et al., 2010, p. 477). In order to receive suf-

ficient feedback, two pilot-tests were carried out. Firstly, authors tested the questionnaire 

with 15 respondents, consisting of graduate students, PhD candidates and professors. Par-

ticipants were chosen regarding their interest in sports and knowledge on research meth-

odology. The participants were asked to complete the online questionnaire on Qualtrics 

and provide feedback regarding the clarity, wording and form of instructions and ques-

tions, the layout of questionnaire, selection of the products and other possible recommen-

dations. Overall, the received feedback can be characterised as being positive, however 

some of the recommendations included minor changes in the design (e.g., the addition of 

progress bar and change of colours), and in the wording of questions.  

‘Ideally, pilot-testing should be continued until no further changes are needed’ (Mal-

hotra, p. 478.). After first pilot-test and consequential revision taking into account the 

recommendations, the questionnaire was trialled for the second time. The second pilot-

test was distributed in Swedish language and involved 10 participants, consisting of main 

target group of the study – HV71’s supporters. No relevant feedback that required any 

major revisions of the questionnaire was suggested, confirming the validity of the survey.  
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3.6 Questionnaire design and measurements 

3.6.1 Questionnaire design 

The quality of collected data and response rate greatly depends on the design of research. 

The translated version of online questionnaire is presented in appendix 1. The order and 

flow of questions should be logical for respondents rather than strictly follow the re-

searchers’ intended order in the data analysis process (Saunders et. al, 2009). In order to 

create the logical flow of questionnaire, the authors organized the questionnaire into seven 

sections according to the theoretical framework and previous studies (Papadimitriou et 

al., 2004; Völckner & Sattler, 2006). Furthermore, as recommended by Saunders et al. 

(2009), each section starts with introduction to the questions’ topic in order to help a 

respondent to shift the focus on the certain topic. As noted by Dillman (2007, cited in 

Saunders et. al, 2009), an online questionnaire should be accompanied by a covering let-

ter, which explains the purpose of the survey; a well-written covering letter can positively 

affect the response rate. Hence, the authors have included the covering letter in the be-

ginning of online questionnaire, explaining the purpose of research, the approximate com-

pletion time, the agreement to voluntary participate in research and the possibility to win 

two hockey tickets.  

Moreover, the length of questionnaire can affect the response rate alike. As noted by 

Saunders et. al, (2009), the widespread view among researches is that a longer question-

naire reduces response rates compared to shorter questionnaires. However, a very short 

questionnaire may suggest that the research is insignificant. The recommended length of 

a survey is between four to eight A4 pages; the length of authors’ developed questionnaire 

fits within this range, suggesting that it has no effect on response rate. 

The design of each question should be determined by the purpose of research and required 

data. Generally, questions can be categorised into structured and unstructured questions 

(Saunders et. al, 2009). The questionnaire at hand includes both types of questions. How-

ever, in order to reach the research purpose and answer proposed questions, the vast ma-

jority of them are structured questions, more specifically, scale questions, which allow 

easier comparison and let carry out all requisite statistical analysis. 

The authors used a six-point rating scale, which is in line with previous study by Papadi-

mitriou et al. (2004), where evaluation of sport brand’s extensions was measured. Ac-

cording to Malhotra et al. (2010), there are no single optimal number of scale categories, 

however, traditionally it has been suggested that the number of categories should be be-

tween five and nine. After all, aspects such as participants’ involvement in topic, nature 

of objects and intended data analysis should be taken into consideration when developing 

scales. Due to nature of the study, as mentioned before, the authors employed a six-point 

scale which also allows to effectively carry out intended statistical analysis (Malhotra et 

al., 2010). Moreover, the choice to use even number scales was led by past studies in the 

context of sport marketing and brand extensions (e.g., Papadimitriou et al. (2004) and 

Wann & Branscombe (1993)) and the authors’ intentions to clearly investigate respond-

ents’ opinions. 
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3.6.2 Measurements 

Based on the research purpose and the hypotheses, the questionnaire included six sets of 

constructs which were created using the past studies on sport marketing and evaluation 

of brand extensions. The use of already developed and tested measures can lead to in-

creased reliability of the study (Malhotra et al., 2010). Moreover, it is more efficient than 

developing new ones (Saunders et. al, 2009). Since the design of each question depends 

on the necessary data that has to be collected to answer specific research questions (Saun-

ders et. al, 2009), the scales were adapted for the study at hand. The measurements are 

depicted in table 2. 

To measure perceived fit of the proposed extensions with sport team’s brand, previously 

developed scale by Keller and Aaker (1992) and later adopted by Papadimitriou et al. 

(2004) was applied to this study. Particullary, Papadimitriou (2004) used this scale to 

measure consumers’ perceived fit in the context of sport, where it showed high reliablity 

scores. The questions were adapted to the case of HV71. 

Brand extensions evaluation was measured by asking respondents to rate the proposed 

products in three dimensions: quality,  attractiveness and originality. These dimensions 

are in line with previous studies by Keller and Aaker (1992), and Papadimitriou et al. 

(2004). In the study by Papadimitriou et al. (2004), three-item scale was employed and it 

showed high internal consistency. However, the authors of this research believe that the 

originality of product should be measured by asking two questions related to how gener-

ally good idea it is to introduce a certain product (as done by Papadimitriou et al. (2004) 

and, asking more directly, how original are these products for a hockey team. Moreover, 

the authors argue that the addition of a fourth question increased respondents’ understand-

ing, which plays pivotal role in success of any questionnaire (Malhotra et al., 2010). 

Purchase intention was measured by asking respondens to rate their likelihood of buying 

a certain product. The same one-item scale was employed in the study by Papadimitriou 

et al. (2004). 

To quantify respondents’ identification with the team, an adapted version of Wann and 

Branscombe’s (1993) Sport Spectator Identification Scale (SSIS) was employed. The 

SSIS assesses the level of identification of each supporter has with a specific team. The 

original scale contains seven items with responses ranging from 1 to 8 (where higher 

numbers represent greater levels of team identification). The sum of all responses is made 

in order to determine the level of identification with the team. In the original version 

scores below 18 indicate a low level of identification, while scores above 35 represent a 

high level of identification. Respondents that scored between 18 and 35 are classified as 

moderately identified. The scale has been widely used in studies involving sport fans and 

has previously shown high reliability. However, in order to preserve the efficient ques-

tionnaire design, the authors of this research used five-item instead of the original seven-

item scale. The choice of items was led by the purpose and research questions of the study 

at hand. A shorter version of the scale has been efficiently used in other studies and shown 

strong reliability (Clippert, 2010). For the purpose of this study, items 1, 2 and 3 of the 

SSIS scale were used. Items 2 and 3 were revised in the way the questions were asked, in 

order to adapt them to the characteristics of the study at hand. In both cases the question 

wording “how strongly” was replaced by “to what extent”. Item 4 of the scale was divided 
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into two different questions. In the first one, a specific question about participants’ at-

tendance to the game was asked, while the second participants were asked how closely 

they follow the team on media. The latter reviewed the original question in the way that 

it more focused on more recent and popular media, such as internet, TV and social net-

works.    

Respondents’ previous experience of buying team’s merchandise was measured by ask-

ing questions in regards to four dimensions: frequency of using and buying team’s mer-

chandise, intention to buy these products in the future and willingness to recommend them 

to others. Past study by Völckner & Sattler (2006) has employed three-item scale includ-

ing three first aforementioned dimensions and has shown high reliability, however the 

authors of this research argue that fourth dimension – willingness to recommend a product 

to others should be included (Soscia, 2007). 

Consumers’ innovativeness or openness to new products was measured by asking four 

questions. The authors of this research used adapted consumer innovativeness scale which 

were developed by Roehrich (1995) and later used by Salinas & Perez (2009). Past studies 

have shown that the scale is internally consistent. 

A summary of used constructs and the relative sources are presented in table 2. 

Construct Questions Source(s) 

Perceived fit  How good do the products listed below fit with the im-

age of HV71? (very bad fit/very good fit) 

 How logical would it be for HV71 to introduce the 

products listed below? (not at all logical/ very logical) 

 How similar to the image of HV71 are the products 

listed below? (no at all similar/ very similar) 

 How suitable are these products to be introduced under 

HV71’s brand? (no at all suitable/ very suitable) 

Keller & Aaker 

(1992); Papadimitriou 

et al. (2004) 

Evaluation of 

brand exten-

sions 

 How high would your quality expectations for these 

products be? (very low/ very high) 

 How much do you think you would like them? (I 

wouldn’t like it at all/ I would like it very much) 

 How good would the idea be for HV71 to introduce 

these products? (very bad idea/ very good idea) 

 How original are these products for a hockey team?* 

(not at all original/ very original) 

Keller & Aaker 

(1992); Papadimitriou 

et al. (2004) 

Purchase 

intention 
 How likely are you to buy these products? (not likely 

to buy/ very likely to buy) 

Papadimitriou et al. 

(2004) 

Personal and 

social identifi-

cation 

 During the regular season, how often do you attend 

HV71's matches?* (never/ very often) 

 During the regular season, how closely do you follow 

HV71 on media (e.g., TV, internet, social networks)?* 

(never/ every day)  

 To what extent do you see yourself as a fan of HV71? 

(not at all/ to a great extent) 

 To what extent do your friends see you as a fan of 

HV71? (not at all/ to a great extent) 

 How important is it to you that HV71 wins? (not 

important/ very important) 

 

Wann & Branscombe, 

(1993) 
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Previous 

experience 
 How often do you use HV71's name or logo at your 

place of work, where you live, or on your clothing? 

(never/ very often) 

 How often do you purchase HV71's merchandising? 

(never/ very often) 

 How likely are you to buy HV71's merchandise in the 

future? (not very likely/ very likely) 

 How likely are you to recommend HV71's merchan-

dising to others?* (not very likely/ very likely) 

Völckner & Sattler 

(2006); Wann & 

Branscombe, (1993) 

Consumer 

innovativeness 
 I'm more interested in buying new than known prod-

ucts (strongly disagree/ strongly agree) 

 I like to buy new products (strongly disagree/ strongly 

agree) 

 New products excite me (strongly disagree/ strongly 

agree) 

 I like to purchase new products before others do 

(strongly disagree/ strongly agree) 

Roehrich (1995); Sa-

linas & Perez (2009) 

Table 2. Summary of used constructs and corresponding questions (*scale item developed by the authors) 

3.6.3 Selection of proposed products 

As defined before, the focus of this study are consumer packaged goods, thus the selection 

of products was limited within this product category. As mentioned in chapter 2.5 Per-

ceived fit, sport related brand extensions are perceived to fit better with sport teams. Thus, 

sport related products were included in the study at hand (i.e., energy drink and energy 

sport bar). Moreover, as noted before, products that share the same usage situation are 

perceived to fit better. Higher perceived fit leads to a favourable attitude towards new 

product. Hence, two products which can be argued to be traditionally consumed by fans 

while watching a hockey game were selected (i.e., frozen pizza and chips). Moreover 

these two products were part of the range of products that Dinamo Riga ice-hockey team 

introduced in the market. A list of the proposed products can be seen in table 3. In order 

to be able to analyse differences in the evaluation of brand extensions, the authors (fol-

lowing the employed principle in the study by Papadimitriou et al. (2004) have added 

third product category – miscellaneous products or products that, from authors’ point of 

view, cannot be related to sport or consumption of sport products in any sense (i.e., sham-

poo and yoghurt). Furthermore, it can be argued that all products are gender neutral, 

equally used by both gender, so that there is no gender bias in evaluation process. The 

categorization of proposed products is demonstrated in table 3. 

Category Products 

Sport related products  Energy drink 

 Energy sport bar 

Shared usage situation 

 

 Frozen pizza 

 Chips 

Miscellaneous  Shampoo 

 Yoghurt 

Table 3. Categorization of proposed products 
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3.7 Analysis of empirical findings 

3.7.1 Data coding and screening 

Before beginning the analysis, the first step is data coding, where each variable is defined 

and labelled, and categorical variables are recoded (Pallant, 2005). The authors followed 

the procedure by firstly renaming the variables according to their position in questionnaire 

and labelled them in terms of their associated meaning in the context of study. Moreover, 

the categorical variables were grouped into different subcategories, for instance, variable 

age was categorized into seven groups. 

Secondly, before starting the analysis it is essential to screen the data and inspect possible 

errors (Pallant, 2005). Accordingly, the authors checked the data by running frequency 

statistics for each variable as recommended by Pallant (2005). The minimum and maxi-

mum scores were assessed and no errors were found. Furthermore, the authors assessed 

the number of missing cases by the use of Missing Value Analysis in SPSS. As argued 

by Rankin and Marsh (1985), the negative impact of missing data occurs when the per-

centage of these data exceeds 20 percent, thus the authors of the study at hand deleted the 

cases with unfinished questionnaires, where the proportion of unanswered questions over-

passed the acceptable limit. In regards to missing values for cases which were within the 

defined limit, the authors used mean of series´ technique, where the mean score of varia-

ble based on all valid responses is inserted in place of missing value. Although, the au-

thors are aware of possible distortion in some of the statistical analysis using the mean of 

series technique, the authors applied this extensively used method, since it provides all 

cases with the complete information, the proportion of these cases was relatively low (1.6 

% of valid responses) and these values were not related to any of dependent variables 

(Hair, Anderson, Tatham & Black, 1998). 

3.7.2 Univariate techniques 

Univariate techniques refer to statistical analysis, where a single measurement or a single 

construct of each element is analyzed at a time. One of the univariate techniques are fre-

quency distribution, whereas the number of responses associated with different values of 

the variable can be obtained. The frequency distribution analysis also provides results of 

mean score, where central tendency of the value can be assessed, and standard deviation, 

demonstrating the difference between mean score and an observed value in the same units 

as the data (Malhotra et al., 2012). 

The authors of the study employed frequency distribution to assess the control variables 

such as age, gender, city of residence etc. Moreover, the technique was applied to gain 

the values of evaluation of different products and other items related to proposed hypoth-

esis. 

3.7.3 Bivariate techniques 

Bivariate techniques measure two variables at a time and can be used to compare two 

variables, to describe the strength and direction of relations between variables and to as-

sess the ability of one variable to predict other (Malhotra et al., 2012; Pallant, 2005). The 

authors of the study employed three bivariate techniques: t-test, correlation and linear 

regression. 
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The authors used two types of t-tests: independent sample t-test and paired-samples t-test. 

In both cases the values of two variables (mean scores) are compared, more specifically, 

independent sample t-test are used to compare two mean scores for different groups of 

people, while paired-samples t-test compares the same group of people on two different 

occasions. The tests determine whether the differences between these two groups or oc-

casions are statistically significant (Pallant, 2005). 

Pearson´s correlation was used to determine the relations between aforementioned fac-

tors, evaluation of brand extensions and purchase intention. The correlation analysis de-

scribes the strength and direction of these relations (Pallant, 2005). Firstly, the prelimi-

nary analyses by inspecting scatterplot was carried out in order to see whether the rela-

tions exists and assumptions of linearity and homoscedasticity are not violated (Pallant, 

2005). In all cases no assumptions were violated, thus the authors proceeded with corre-

lation analysis, where the value of Pearson´s correlation (r) was acquired. According to 

Cohen (1988, cited in Pallant, 2005), interpretations of Pearson´s correlation´s value is 

demonstrated in table 4: 

Value (r) Strength of relations 

(-).10 to (-).29 small 

(-).30 to (-).49 medium 

(-).50 to (-)1.0 large 

Table 4. Interpretation of correlation's value 

Linear regression allows to examine the relation between two variables even further than 

simple correlation analysis by assessing how the value of an independent variable can 

predict the value of dependent variable and how much of the variation in dependent var-

iable can be explained by the independent variable. However, the researcher should be 

aware of assumptions that cannot be violated. These assumptions are: linear relations be-

tween variables, no significant outliers, independence of errors, homoscedasticity and 

normal distribution of residuals (Laerd Statistics, 2015). No cases in this research violated 

any of these assumptions. 

3.7.4 Multivariate techniques 

Multivariate techniques refer to statistical techniques where more than two variables are 

analysed, particularly, the relations between one dependent variable and multiple inde-

pendent variables are investigated. The techniques allow a more sophisticated analysis of 

relations between a set of variables (Pallant, 2005). The authors applied multiple regres-

sion analyses in order to test the developed model and impact of each factor, while con-

trolling variables – age, gender and city of residence. 

Authors employed standard multiple regression where all the independent and control 

variables are put into model simultaneously. The multiple regression analysis possess the 

same assumption as linear regression, additionally, the assumption of multicollinearity 

should be assessed. 

Moreover, the regression analysis allows to assess the mediating effect, which is a hy-

pothesised causal chain in which one variable (independent variable) affect the second 

variable (mediator), that, in turn affects a third variable (dependent variable). The partial 

meditation exists when first variable has a significant affect not only on mediator, but on 
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the dependent variable alike. On the contrary, there is a full mediation when the inde-

pendent variable has no significant effect on dependent variable and relations only exist 

through mediator (Kenny, 2014). The testing of mediation can be conducted by use of 

four step approach developed by Baron and Kenny (1986), where several regression anal-

yses is carried out in order to test the significance of the relations among variables. The 

authors of the study tested the mediation effect of evaluation brand extensions and 

whether the three factors have direct effect on purchase intention. 

The significance level of all aforementioned statistical analyses was set to 0.05 (p 

value). 

3.8 The credibility of research findings 

3.8.1 Reliability 

Reliability refers to the extent to which data collection techniques and analysis procedures 

will produce consistent findings at different times and under different conditions (Mal-

hotra et. al, 2010; Saunders et. al, 2009). Moreover, the reliability also emphasizes the 

importance of transparency: in the way how the data are collected and results analysed 

(Saunders et. al, 2009). 

According to Saunders et. al (2009), one of the most frequently used methods to assess 

reliability of the findings is to measure the internal consistency of the used constructs. 

Subsequently, the authors of the study employed Cronbach’s alpha test in order measure 

the reliability of used scales. As noted by Pallant (2013), the internal correlation of scales’ 

items should be assessed alike. DeVellis (2003) argue that reliability scores lower than .7 

should be removed. 

Finally, in regards to transparency of the study, the authors explain which data collection 

methods were used, which scales adapted, and which statistical analyses were conducted. 

3.8.2 Validity 

In order to assure the credibility of the research findings, the authors assed the validity, 

which refers to ‘the extent to which a measurement represents characteristics that exist 

in the phenomenon under investigation’ (Malhotra et. al, 2010, p. 436). The authors of 

the study assessed both content and construct validity. 

The content validity which examines how well the construct cover the entire domain of 

the interest (Malhotra et. al, 2010) was assured by adapting measurements from the past 

studies and evaluating the questionnaire with other graduate students. Furthermore, the 

validity was ensured by basing the primary data collection on comprehensive theoretical 

framework and measuring the relations between three factors and dependent variables, 

thus maintaining the construct validity, which questions what exactly construct is meas-

uring (Malhotra et. al, 2010). 
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4 Empirical findings 

In this chapter the empirical findings will be presented. Firstly, the results from descrip-

tive statistical analysis are presented. Next the reliability of the used scales are measured 

and discussed. The hypothesis’ testing is presented in the subsequent subchapter. The 

findings are further enriched by analyzing the possible moderator effect of certain inde-

pendent variables. 

4.1 Demographics 

4.1.1 Response rate 

The survey was published on the 10th of April 2015 on the following unofficial HV71’s 

Facebook fans pages and groups and HV71 forums: 

 HV71-fans group: 4.573 members (Facebook, 2015a) 

 HV71 group: 3.493 members (Facebook, 2015b) 

 Vi som håller på Smålands stolthet HV71 page: 2.111 members (Facebook, 

2015c) 

 HV71 unofficial fans forum: 823 members (HV71s inoficiella forum, 2015) 

Moreover, in order to maximize the potentialities that internet can offer, the authors of 

this paper created their own Facebook page where the main idea of research was intro-

duced and explained to potential individuals who share previously defined characteristics 

of target population. The authors created an advertising campaign by boosting one of the 

page posts, using keywords, namely HV71 and ice-hockey. Through this tool the survey 

reached a total of 4.240 persons. Additionally, the snowballing sampling method was 

employed. 

The survey was closed on the 22nd of April 2015. The number of received questionnaires 

reached 201, however, after data screening and cleaning applying previously defined 

methods and principles, 22 questionnaires were removed from the study. Additionally, in 

order to reach the intended population (i.e., highly identified supporters), the respondent 

level of identification was analysed. Consequently, four respondents with low and mod-

erate level of identification were removed (two respondents from each category), chang-

ing the number of useful questionnaires to 175. The number of respondents is depicted in 

table 5. 

 Number of respondents 

Questionnaires received  201 

Valid questionnaires 179 

Useful questionnaires 175 

Missing data (<80%) 22 

Table 5. Number of respondens 
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4.1.2 Respondents profile 

Since the purpose of this thesis was to investigate HV71’s supporters opinion towards 

proposed brand extensions and the impact of main factors affecting the evaluation of 

brand extensions, very generic demographic information were asked in the questionnaire 

in order to have a basic profile of the supporters. Questions about their age, gender and 

city of residence were therefore asked. 

4.1.2.1 Age 

Respondents were divided into seven age groups. Table 6 shows these groups and the age 

distribution findings. 

Age group 

Number of 

respondents Percentage (%) 

Younger than 19 years 30 17.1 

20 – 29 years 63 36 

30 – 39 years 32 18.3 

40 – 49 years 31 17.7 

50 – 59 years 11 6.3 

60 – 69 years 7 4 

Older than 70 years 1 0.6 

Total 175 100 

Table 6. Age group distribution 

As demonstrated, the largest frequency of responses (with a score of 36%) was received 

from participants belonging to the 20 – 29 year age group. The second group of respond-

ents was the 30 – 39 years, which scored 18.3%. Mean age was calculated and resulted 

31,82 years old. Moreover, results showed that the minimum respondent’s age has been 

13 years old, while the maximum has been 72 years old. Later three categories (50 years 

and older) were combined for analysis purpose. 

4.1.2.2 Gender 

Analysis on the gender of the respondents has shown that the more than three quarters of 

the respondents were men (see table 7). 

Gender 

Number of 

respondents Percentage (%) 

Male 135 77.1 

Female 40 22.9 

Total 175 100 

Table 7. Gender distribution 
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4.1.2.3 City of residence 

In order to make this information useful for further discussions and implications, and 

since the specific case study involved Jönköping city ice hockey team, the authors arbi-

trarily decided to divide the respondents into two groups: those that live within Jönkö-

ping’s Läns area, and those that live outside Jönköping’s Län area. Table 8 resumes the 

findings. 

City group 

Number of 

respondents Percentage (%) 

Within Jönköping’s Län 91 52 

Outside Jönköping’s Län 84 48 

Total 175 100 

Table 8. City of residence distribution 

4.2 Realibility of the research 

4.2.1 Reliability of used scales 

Cronbach´s alpha was used to determine the reliability of each aforementioned constructs. 

The acceptable value of Cronbach´s alpha is .7 or higher (DeVellis, 2003). 

A questionnaire was employed to measure different constructs. One construct, perceived 

fit, consisted of four items and was measured for each product independently. Cronbach’s 

alpha ranged from .913 to .953 depending on the product, indicating that construct has a 

high internal consistency. Therefore, a single factor of perceived fit for all products was 

created by averaging responses on each. The construct, evaluation of brand extensions, 

was measured for each product individually alike. The authors´ developed scale showed 

an internal consistency higher than acceptable minimum for all products, ranging from 

.728 to .850, however one of the items – originality for the team showed low correlation 

with other items (r = .175 - .542 depending on the product, all p = .000), indicating that 

the reliability of scale can be questioned (Pallant, 2013). Therefore, the authors removed 

the mentioned item resulting in the scale with higher internal consistency, as determined 

by a Cronbach alpha ranging from .824 to .873 depending on the proposed brand exten-

sion. Accordingly, the single measure of evaluation of brand extensions was constructed 

by averaging results of each product. Other constructs, previous experience and consumer 

innovativeness, both consisting of four items, had a high level of internal consistency, as 

determined by a Cronbach’s alpha value of .856 and .840 respectively. 

In regards to construct personal and social identification, as already mentioned, the au-

thors´ adapted the SSIS scale, consisting of five items, which showed internal consistency 

under the acceptable level, as determined by a Cronbach alpha of .530. Furthermore, the 

construct showed low internal item correlation (r = .209, p = .000). Moreover, specifically 

the first item of construct – game attendance – showed low correlation with other items 

in the scale (r = .040 to .256, p = .000), indicating that the item is measuring something 

different from the scale as a whole (Pallant, 2013). Consequently, this item was removed 

from the construct. As the result, the Cronbach alpha of the construct, personal and social 

identification, increased to .707, showing high reliability. The authors argue that the low 

reliability of originally developed scale can be explained by the fact that a relevant num-

ber of highly identified supporters reside outside the area of city (Jönköpings Län) may 
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have less opportunities to attend games. Accordingly, use of independent-samples t-test 

was made to compare the attendance of games for Jönköpings Län’s residents and non-

residents. The analysis showed significant difference in game attendance for residents (M 

= 4.36, SD = 1.669) and non-residents (M = 3.05, SD = 1.627; t (173) = -5.360, p = .000). 

Furthermore, the authors carried out the independent-samples t-test to compare the level 

of personal and social identification (employing the new four item scale) for Jönköpings 

Län’s residents and non-residents. The results showed no significant difference between 

two groups (t (173) = .084, p = .933), indicating that generally the city of residence and 

game attendance have no effect on level of personal and social identification with the 

team. 

The Cronbach´s Alphas associated with each construct are reflected in Table 9. 

Construct Cronbach´s Alpha Items 

Perceived fit .946 4 

Evaluation of brand extensions .835 3 

Previous experience .856 4 

Consumer innovativeness .840 4 

Personal and social identification .707 4 

Table 9. Reliability of constructs 

4.2.2 Normal distribution 

The test of normality assesses the shape of data distribution for an individual variable and 

its correspondence to normal distribution. The violation of the normal distribution limits 

the analysis to non-parametric techniques (Hair et. all, 1998). In order to assess normality, 

the authors firstly analysed skewness and Kurtosis values, indicating a positive skewness. 

Subsequently the Kolmogorov-Smirnov test was carried out. All of the measurements 

showed Sig. values .000 (which can be considered a common result when performed for 

large samples) indicating that data are not equal to a normal distribution (Pallant, 2013). 

Theoretically these results would limit statistical analysis to non-parametric techniques; 

however, it can be argued that large sample size diminishes the negative effect of non-

normality (Hair et. all, 1998; Pallant, 2013). Since the sample of study at hand can be 

characterised as large, being 175 respondents (Hair et. all, 1998; Pallant, 2013), the au-

thors employed parametric tests in the statistical analysis. 

4.3 Testing hypothesis 

4.3.1.1 Evaluation of proposed brand extensions 

H1a: Sport related products are evaluated higher than other. 

H1b: Products which share the same usage situation are evaluated higher than miscella-

neous products. 

Descriptive statistics, including mean scores and standard deviations, were used to attain 

brand extension evaluation values for each product category, i.e., sport-related products, 

shared usage situation products and miscellaneous products (descriptive statistics for each 

individual question are presented in appendix 2). As hypothesised before, sport related 

products achieved highest mean scores (M = 3.78, SD = 1.53). This result is consistent 
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with past research (e.g., Papadimitriou et. al, 2004) and also confirms the first hypothesis 

(H1a), which suggested that sport related products would be evaluated higher than other 

products. To continue, sport related products were followed by products in miscellaneous 

category (M = 3.23, SD = 1.55). The lowest rated category was products which share 

same usage situation (M = 2.97, SD = 1.48). This finding rejects the authors´ proposed 

hypothesis H1b, which argued that products which share the same usage situation would 

be evaluated higher than miscellaneous products. When analysed further, the lowest rated 

product among all categories was frozen pizza (M = 2.54, SD = 1.49). Frozen pizza was 

the only product which achieved mean score lower than the scale midpoint. On the other 

hand, the product from the same category – chips (M = 3.42, SD = 1.72) was evaluated 

higher than any other product from miscellaneous category. The mean scores for product 

categories and for each product are depicted in table 10. 

Product category/Products Mean value Standard deviation (SD) 

Sport related products 3.78 1.53 

Shared usage situation products 2.97 1.48 

Miscellaneous products 3.23 1.55 

HV71 Energy Drink 3.66 1.68 

HV71 Energy Bar 3.91 1.54 

HV71 Frozen Pizza 2.54 1.49 

HV71 Chips 3.42 1.72 

HV71 Shampoo 3.38 1.66 

HV71 Yoghurt 3.15 1.66 

Table 10. Evaluation of product categories and products 

Moreover, the pair-wise comparison among different product categories (see table 11) 

indicated that there is a significant difference in how supporters evaluated sport related 

products compared to other two categories (p = .000), supporting H1a hypothesis even 

further. Products that share same usage situation and miscellaneous products were evalu-

ated differently in favour of miscellaneous products (p = .021), rejecting H1b hypothesis. 

Comparison situations P-value 

Sport related x Shared usage situation  .000 

Sport related x Miscellaneous .000 

Shared usage situation x Miscellaneous .021 

Table 11. Pair-wise comparison among different product categories 

 

 

 

 

 

H2a: Highly identified fans evaluate brand extensions positively. 
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Finally, the aggregate score for the evaluation of all products was derived with the use of 

descriptive statistics. Results showed that products were rated positively (M = 3.34, SD 

= 1.16), however, as highlighted before, there are differences across product categories.  

This finding is in line with past research (Papadimitriou et. al, 2004) and accepts hypoth-

esis H2a. 

4.3.1.2 Perceived fit 

H2b: Higher perceived fit between HV71’s brand and the brand extension products leads 

to more favourable evaluation of the brand extensions. 

As stated in hypothesis H2a, higher perceived fit between HV71 and brand extensions 

leads to more favourable evaluation of brand extensions. In order to test the above hy-

pothesis, four items of construct perceived fit were averaged for each product and product 

category, and for all products taken together. The correlation analysis was carried out. 

The correlation analysis of relations between perceived fit and evaluation regarding indi-

vidual products indicated statistically significant and strong correlation in all cases (r = 

.776 - .903 depending on product, all p = .000). Consequently, the same results were seen 

across all product categories (r sport related products = .875, r shared usage situation 

products = .808, r miscellaneous = .877, all p = .000) and when products were taken 

together (r all products = .840, p = .000). Hence, the stated hypothesis H2a is accepted 

and is in line with past research (e.g., Völckner & Sattler, 2006). The correlation analysis 

of perceived fit and respective evaluation for the three product categories and all products 

taken together is shown in table 12. 

Product category/All products 

Correlation: perceived fit x 

evaluation (r) 

Interpretation of 

correlation 

Sport related products .875 large 

Shared usage situation products .808 large 

Miscellaneous products .877 large 

All products .840 large 

Table 12. Correlation analysis of perceived fit and evaluation of brand extensions 

Following the correlation analysis, the independent sample t-test was carried out to in-

vestigate whether higher perceived fit leads to more favourable attitude towards new 

brand extensions. Accordingly, the supporters were categorized in two groups depending 

on their total averaged score of perceived fit.  Since these variables were not categorical, 

whole digits were chosen. The respondents who scored lower than 3 (M = 2.94) were 

categorized in the group of low perceived fit, values above were considered as high per-

ceived fit. The results indicated that there is a significant difference of 1.53 between both 

groups (p = .000). Supporters who perceive products to have higher fit with parent brand 

had evaluated extensions more favourably (M = 4.18) compared to supporters with lower 

perceived fit score (M = 2.65). No assumption of homogeneity of variances was violated, 

as assessed by Levene´s test for equality of variances (p = .806). This finding leads to 

accepted hypothesis (H2b). The comparison of both groups is depicted in table 13. 

Level of perceived fit Evaluation of brand extensions 

High (n = 79) 4.18 
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Low (n = 96) 2.65 

Table 13. Level of perceived fit and evaluation of brand extensions 

4.3.1.3 Consumer innovativeness 

H2c: Higher consumers’ innovativeness leads to more favourable evaluation of brand 

extensions. 

As argued in hypothesis H2c, higher consumers’ innovativeness leads to more favourable 

evaluation of brand extensions. In order to test the hypothesis, the correlation and t-test 

analysis were carried out. 

The correlation analysis indicated that there was a moderate positive correlation between 

consumer innovativeness and evaluation of brand extensions (r = .391, p  

= .000), supporting the above hypothesis. 

Once the relations between supporters´ innovativeness and evaluation of brand extensions 

was assessed, the independent sample t-test was carried out to investigate whether higher 

innovativeness leads to more favourable attitude towards new brand extensions. Accord-

ingly, the supporters were categorized in two groups depending on their scores of con-

sumers´ innovativeness scale.  Since these variables were not categorical, whole digits 

were chosen. The respondents who scored lower than 4 (M = 3.93) were considered to 

have low level of innovativeness, values above were considered as highly innovative. The 

results indicated that there is a significant difference of .65 between both groups (p = 

.000). Higher innovative supporters had evaluated extensions more favourably (M = 3.73) 

compared to supporters with lower level of innovativeness (M = 3.08). No assumption of 

homogeneity of variances was violated, as assessed by Levene´s test for equality of vari-

ances (p = .762). This finding mirrors the results of past studies (e.g., Salinas & Perez, 

2009) and leads to accepted hypothesis (H2c). The comparison of both groups is depicted 

in table 14. 

Level of supporters´ innovativeness Evaluation of brand extensions 

High (n = 70) 3.73 

Low (n = 105) 3.08 

Table 14. Level of innovativeness and evaluation of brand extensions 

4.3.1.4 Previous experience 

H2d: Greater experience of purchasing HV71’s merchandising leads to more favourable 

evaluation of brand extensions. 

As hypothesized before (H2d), greater experience of purchasing HV71´s merchandising 

leads to more favourable evaluation of brand extensions. Accordingly the correlation and 

two independent sample t-tests were carried out. 

With the use of correlation analysis it was identified that statistically significant small 

correlation exists between consumers´ previous experience and evaluation of brand ex-

tensions (r = .256, p = .001), supporting the above hypothesis. 

Once the relation between supporters´ previous experience and evaluation of brand ex-

tensions was assessed, the independent sample t-test was employed. Subsequently, the 
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supporters were categorized in two groups depending on their scores of experience scale.  

Since these variables were not categorical, whole digits were chosen. The respondents 

who scored lower than 4 (M = 4.12) were regarded to have low level of experience, values 

above were regarded as having a greater experience. The results indicated that there is a 

significant difference of .59 between both groups (p = .001). Supporters with greater ex-

perience had evaluated extensions more favourably (M = 3.62) compared to supporters 

with lower level of experience (M = 3.03). No assumption of homogeneity of variances 

was violated, as assessed by Levene´s test for equality of variances (p = .759). This find-

ing is supported by past studies (e.g., Völckner and Sattler, 2006) and leads to accepted 

hypothesis (H2d). The comparison of both groups is depicted in table 15. 

Level of supporters´ experience Evaluation of brand extensions 

High (n = 92) 3.62 

Low (n = 83) 3.03 

Table 15. Level of experience and evaluation of brand extensions 

4.3.1.5 The impact of influencing factors 

H3: Perceived fit is the factor that has the highest impact on supporters’ evaluation of 

brand extensions 

As noted before it has been argued that perceived fit it is the foremost factor in evaluation 

of brand extensions. In order to test the hypothesis, the authors carried out linear regres-

sion analysis for each factor independently and standard multiple regression analysis, in-

cluding all independent variables and control variables, such as gender, age and city of 

origin. 

The linear regressions for each factor suggests that perceived fit has the greatest explan-

atory power (R2 = .705, p = .000), compared to other two factors – consumers´ innova-

tiveness and experience (R2 innovativeness = .148, p = .000, R2 experience = .06, p = 

.001). In regards to perceived fit, the aggregated score of all products was used to create 

a single factor – perceived fit. In regards to all analysis, the assumptions of linearity, 

independence of errors, homoscedasticity, unusual points and normality of residuals were 

met (all IV´s r < .9, p = .000, VIF < 10). This finding indicates that perceived fit is the 

most important factor for highly identified supporters when evaluating a new brand ex-

tension. The summary of each linear regression analysis is demonstrated in table 16. 

Variable R2 P-value B SEB Beta 

Perceived fit .705 .000 .948 .046 .840 

Innovativeness .148 .000 .419 .075 .391 

Experience .066 .000 .253 .073 .256 

Table 16. Summary of each linear regression 

Secondly, to further investigate how each factor contributes to the evaluation of bran ex-

tensions when all independent and control variables are taken into account in one model, 

the standard multiple regression analysis was carried out. All three factors were treated 

as independent variables, but evaluation of brand extensions as the dependent variable. 

Furthermore, control variables (i.e., gender, age and city of origin) were added in the 

model by creating dummy variables for categorical values. As the first step in the analysis, 
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all assumptions were assessed in order to run multiple regression analysis. The assump-

tion of no multicollinearity was assessed by investigated correlation among independent 

variables, where results showed acceptable scores ranging from .308 to .427; furthermore 

collinearity statistics were investigated and did not indicate any evidences of multicollin-

earity (VIF < 10). The eigenvalue did not exceed the acceptance value of 30 alike. Fur-

thermore the assumptions of outliers, linearity, homoscedasticity, independence of resid-

uals were inspected by the use of the Normal Probability Plot (P-P) of the Regression 

Standardised Residual and the Scatterplot. As suggested by Pallant (2013) in the Normal 

P-P Plot the points should lie in a reasonably straight diagonal line, from bottom left to 

top right. The obtained Normal P-P Plot presented the recommended trend and pattern, 

suggesting that no major deviations from normality. Secondly, the Scatterplot of the 

standardized residuals was investigated and did not show any major violations, showing 

roughly rectangularly distributed points. Although, one of the cases showed with high 

residual score, the assumption of Cook´s distance was not infringed (Cook´s distance < 

1) (Pallant, 2013). Therefore, the authors proceeded with multiple regression. This anal-

ysis indicated that perceived fit, innovativeness and experience statistically significantly 

predicted 73% of of the explained variability in evaluation of brand extension. However, 

the factors, innovativeness and experience, were not statistically significant unique pre-

dictors of evaluation of brand extensions (both p > .05), suggesting that perceived fit is 

the foremost factor in evaluation of brand extensions, accepting hypothesis H3. Moreo-

ver, supporters´ innovativeness and experience are not important predictors and there are 

possibly other factors which may influence brand evaluation among highly identified sup-

porters. None of the control variables had significant contribution to this model either, 

indicating that age, gender and city of residence are not important factors when it comes 

to evaluation brand extensions. The summary of multiple regression analysis is demon-

strated in table 17. 

Variable B SEB Beta P-value 

Perceived fit .906 .052 .803 .000 

Innovativeness .007 .013 .026 .593 

Experience -.004 .011 -.017 .705 

Gender .102 .114 .037 .370 

City of residence .132 .095 .057 .165 

Age -.326 ÷ .123 .138 ÷ .164 -.109 ÷ 0.40 > .05 

Table 17. Summary of standard multiple regression (dummy variables) 

4.3.1.6 Purchase Intention 

H3: Positive evaluation of brand extension leads to higher purchase intention.  

As proposed before in hypothesis H3, positive evaluation of brand extension leads to 

higher purchase intention. In order to test the hypothesis, the three items of brand exten-

sion evaluation and purchase intention were averaged for each product and product cate-

gory, and for all products taken together to create aggregate scores. The correlation, me-

diating and standard multiple regression analysis were carried out. 

The correlation analysis showed strong positive relations between evaluation of brand 

extensions and purchase intention across all products (r all products = .715, p = .001) and 

across all product categories (r sport related = .738, r shared usage situation = .738, r 
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miscellaneous = .477, all p = .001) (see table 14). This result supports hypothesised rela-

tions and are consisted with past research (e.g., Papadimitriou et. al, 2004), indicating that 

strong positive relations between evaluation of brand extensions and purchase intention 

exists. The summary of correlation analysis of purchase intention and each product cate-

gory is demonstrated in table 18. 

Product category/All products 

Correlation: evaluation x 

purchase intention (r) 

Interpretation 

of correlation 

Sport related products .738 large 

Shared usage situation products .773 large 

Miscellaneous products .742 large 

All products .715 large 

Table 18. Correlation analysis of evaluation of brand extensions and purchase intention 

Secondly, the role of evaluation of brand extensions was investigated by carrying out 

mediating analysis. According to Baron and Kenny (1986), four regression analysis for 

each factor independently were performed (e.g., see table 19 for factor perceived fit). 

None of assumptions of regression analysis were violated in any of analysis. All regres-

sion analysis showed significant results (p < .005), indicating partial mediating effect of 

evaluation of brand extensions or ,in the other words, all three factors (i.e., perceived fit, 

supporters´ innovativeness and previous experience) have impact both directly and 

through the evaluation process on purchase intention. These results demonstrate that eval-

uation process is an important part of this model, thus it could be valuable to investigate 

which dimension of brand extensions´ evaluation are most important. 

Step 

(Nr) Independent variable(s) Dependent variable P-value 

1 Perceived fit Purchase intention .000 

2 Perceived fit Evaluation of brand extensions .000 

3 Evaluation of brand extensions Purchase intention .000 

4 Perceived fit; Evaluation of 

brand extensions 

Purchase intention .000 

Table 19. Mediating effect of  brand extensions´ evaluation between perceived fit and purchase intention 

Following the mediator analysis, the relations were analysed by employing standard mul-

tiple regression analysis, where three items of brand extension evaluation were treated as 

independent variables, but the purchase intention as dependent variable. The analysis 

were carried out for all product categories and for all products taken together. In regards 

to all analysis, the assumptions of linearity, independence of errors, homoscedasticity, 

unusual points and normality of residuals were met (all IV´s r < .9, p = .000, VIF < 10). 

The results indicated that three measures of evaluation of brand extensions were able to 

predict 56% for all products of the variance of purchase intention, supporting the argu-

ment that evaluation of brand extension is a significant predictor of purchase intention. 

However, the adjusted R2 for product categories ranged from .551 to .651, implying there 

could be other factors which may influence the purchase intention. However, the evalua-

tion of each single independent variables showed that expected quality is not a significant 

predictor of purchase intention (p all products > .05), implying that quality may not be an 

important purchase-decision factor for highly identified supporters. Moreover, regardless 
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the product category, the product attractiveness had the highest unique contribution to the 

purchase intention (standardized beta all products = .460, p all products = .000), the orig-

inality of product idea also played an important role (standardized beta all products = 

.332, p all products = .000). The summary of multiple regression of all products taken 

together is demonstrated in table 20. 

Variable B SEB Beta P-value 

Quality .011 .064 .010 .868 

Attractiveness .499 .089 .460 .000 

Originality .376 .092 .332 .000 

Table 20. Summary of multiple regression analysis of evaluation factors and purchase intention 

As the result of comprehensive analysis of obtained data and hypothesis testing, the sum-

mary of results regarding each hypothesis is depicted in table 21. 

Hypothesis Result 

H1a: Sport related products are evaluated higher than other. Accepted 

H1b: Products which share the same usage situation are evaluated 

higher than miscellaneous products. 

Rejected 

H2a: Highly identified fans evaluate brand extensions positively. Accepted 

H2b: Higher perceived fit between HV71’s brand and the brand 

extension products leads to more favourable evaluation of the 

brand extensions. 

Accepted 

H2c: Higher consumers’ innovativeness leads to more favourable 

evaluation of brand extensions. 

Accepted 

H2d: Greater experience of purchasing HV71’s merchandising 

leads to more favourable evaluation of brand extensions. 
Accepted 

H3: Perceived fit is the factor that has the highest impact on sup-

porters’ evaluation of brand extensions 

Accepted 

H4: Positive evaluation of brand extension leads to higher pur-

chase intention. 

Accepted 

Table 21. The summary of tested hypothesis 
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After having carried out statistical analyses concerning the empirical findings, the data 

are analysed and discussed in the context of researched theoretical framework and other 

relevant past studies.  

One of the goals of the present paper was to reach a very specific population, namely 

highly identified supporters. The authors of this paper performed this by involving Jön-

köping’s ice hockey team – HV71 – fans. The first aspect that emerges from the data 

analysis is that this goal was achieved since the vast majority of the respondents who 

participated in the survey perceived themselves as highly identified supporters. This data 

was retrieved by employing a modified SSIS scale (see chapter 3.6.2). The results showed 

that 175 (98% of valid questionnaires) scored the highest score. More interestingly, the 

results showed that this level of fanship is independe nt from control variables such 

as gender, age or city of residence. Further analyses showed that these control variables 

did not have any impact on the proposed model, implying that the evaluation of the brand 

extensions and the purchase intention are not influenced by them.  

5.1 Evaluation of product categories 

The results obtained in the present research are consistent with previous studies in the 

sports industry (Papadimitriou et al., 2004), confirming the predominant role of sport re-

lated products when it comes to the evaluation of brand extensions. This becomes more 

evident through the present study, since unlike previous researches, the study at hand 

exclusively involved highly identified supporters. This can be explained by the fact that 

supporters need to see the shared attributes, or connections, that brand extensions have 

with the parent brand (Loken & Ward, 1990). These findings suggest that teams that in-

tend to follow a brand extension strategy should be aware about the importance that this 

relationship plays in the eye of the supporters. Park et al. (1991) have conceptualised this 

relationship as product similarity, revealing that not only product feature similarity be-

tween the new product and the parent brand plays a relevant role in the consumer’s eval-

uations of brand extensions, but only the consistency between parent brand and new prod-

uct.  

If the results about sport’s related category did not revealed any surprise, the same thing 

cannot be said in regard to the other two product categories analysed in this study, namely 

shared usage situation category and miscellaneous category. As previously explained in 

chapter 3.6.3, in order to be able to analyse differences in the evaluation of brand exten-

sions, the authors added a third product category – called miscellaneous products – that, 

due to their nature and characteristics, cannot be related to sport or consumption of sport 

products in any sense (i.e., shampoo and yoghurt). Following the past studies, the authors 

of this paper hypothesized that the second category of product in terms of relevance would 

have been the shared usage situation, since they can be seen as products that are consumed 

while watching a hockey game (i.e. frozen pizza and chips). This choice was also sup-

ported by previous Dinamo Riga’s brand extension strategy, which included these two 

products in the range of products introduced in the market. Moreover, this product was 

recently introduced for a limited time by the retailing company Lidl, in conjunction with 

the 2015’s Swedish ice hockey playoffs. According to the results, this hypothesis was 

rejected. As highlighted by the empirical findings, shared usage products obtained lower 

scores that miscellaneous category. As seen in chapter 4.2.3.1, further analyses showed 

that frozen pizza was the lowest rated product within all product categories, suggesting 
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that there might be other reasons behind this unexpected result. Previous researches have 

proved that culture is able to influence consumer behaviour in different marketing con-

texts such as brand positioning (Roth, 1995), brand choice (Erdem, Swait & Valenzuela, 

2006) and brand extensions (Buil, de Chernatony & Hem, 2008). Buil et al. (2008) fo-

cused their study on brand extension evaluation in three European countries, namely 

Spain, the UK and Norway. Results highlighted the moderating role that culture can play 

in the brand extension evaluation process. Moreover, Bottomley and Holden (2001) sug-

gest that the origin of consumers can have relevant impact on factors such as perceived 

fit or quality regarding brand extension evaluations. Hence, the authors argue that a con-

sumers’ culture has an influence on the evaluation of new products. 

5.2 Perceived fit 

As already discussed, past studies have demonstrated that perceived fit between brand 

extension and brand plays a crucial role in the success of these new products (Dall’Olmo 

Riley et al., 2014; Papadimitriou et al., 2004; Völckner & Sattler, 2006). Compared to 

study by Papadimitriou et al. (2004), the results regarding highly identified supporters 

demonstrated a greater importance of this factor. This finding supports the notion that if 

the relevance and logical contention between brand and product exists, the beliefs and 

affects of brand transfer to an extension (Papadimitriou et al., 2004; Salinas & Perez, 

2009). This outcome once again confirms the importance of decision on which products 

to launch in the market. From a practical point of view, these findings suggest that in 

order to maximize the results from a brand extension strategy, sport teams should com-

municate the athletic characteristics of new products, which can be easily associated with 

the parent brand.  

5.3 Innovativeness 

As highlighted before, empirical findings confirmed that higher level of innovativeness 

leads to more favourable attitude towards new brand extensions.  Even though correlation 

analysis of these two elements showed a moderate positive relations and linear regression 

analysis revealed that this factor could explain 14,8% of the variability in evaluation of 

brand extension (significantly lower than perceived fit factor, that scored 70,5%), its role 

should be acknowledged. Highly innovative supporters, that are characterised by open-

ness towards new products, are more prone to positively evaluate brand extensions alike. 

Moreover, the consumers’ innovativeness can affect how more distinct brand extensions 

are evaluated (Klink & Smith, 2001; Pitta & Katsanis, 1995). Klink and Smith (2001) 

suggested that innovative consumers, also defined early adopters, are more likely to ac-

cept low-fitting extensions than later adopters, being less risk-averse than the latter. 

Hence, it can be reasoned that supporters characterised by high levels of innovativeness 

are more ready to accept distant brand extensions than low innovative supporters. 

 

5.4 Previous experience 

Statistical analysis confirmed that greater experience of purchasing merchandising leads 

to more favourable evaluation of brand extensions. Although the correlation between both 

constructs can be characterised as low, the highly experienced supporters evaluated new 

products in a relatively conservative way (M = 3.62), suggesting that there might be other 

aspects affecting their attitude towards these products. The authors argue that it can be 
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partially explained by the fact that supporters are used to buy ‘traditional’ merchandising 

products, such as scarves, t-shirts, etc. Highly experienced supporters tend to have a con-

siderable experience in this kind of purchases, implying that they are more accustomed 

to team’s traditional products. This aspect could influence the way they evaluate new and 

brand extensions in unrelated product categories. Therefore, highly experienced support-

ers can be seen as traditional customers.  

Nevertheless, it has been argued that previous parent brand experience have a direct link 

to evaluation of brand extensions. Smith and Swinyard (1982) suggested that consumers 

that have a certain degree of parent brand experience tend to possess a higher brand 

knowledge, recall and, furthermore, greater confidence in their opinions about the brand, 

if compared to those consumers without experience. The findings of the present paper are 

in line with this argumentation, revealing that experienced supporters evaluate brand ex-

tensions more positively, thus possibly leading to higher purchase intention and willing-

ness to try these products. 

5.5 Purchase intention 

The statistical analysis in chapter 4.4.1.6. has demonstrated that evaluation of brand ex-

tensions has positive impact on purchase intention, implying that if a supporter evaluates 

brand extension positively, s/he most likely would purchase the product as well. 

More interestingly, the different dimensions of brand extensions’ evaluation were as-

sessed with the use regression analysis, which indicated that highly identified supporters 

value products’ originality and attractiveness, but expected product quality is not an im-

portant factor. This finding mirrors results obtained by Papadimitriou et al. (2004), where 

the quality in evaluation process was considered not to be important alike. It has also been 

suggested that an existing brand name provides an assurance of quality (Erdem 1998; 

Wemerfelt 1988), thus possibly neglecting the role of quality. This finding leads to as-

sumption that highly identified supporters may not pay attention to product quality when 

they purchase products with their team’s brand, but the purchase decision is driven by 

different motivational factors such symbolic meaning of the product. 

5.6 Evaluation of the conceptual model 

The performed data analysis confirms that highly identified supporters generally evaluate 

very positively the proposed brand extensions, showing an overall willingness to partici-

pate to the team’s life in different ways. This positive attitude is also transformed in high 

level of purchase intentions, as the results have shown (strong positive relations between 

evaluation of brand extensions and purchase intention across all products and across all 

product categories), which makes it possible for the authors of this paper to assess the 

effectiveness and consistency of the proposed conceptual model. 

As showed in the chapter 4.4.1.5., the proposed three factors were able to predict 73% of 

the variance explained in evaluation of brand extensions, more importantly, the factor – 

perceived fit was the only factor with unique statistically significant contribution, indi-

cating that in case of highly identified supporters the perceived fit between new brand 

extension and team’s brand is the most important factor (R2 = .0705). These results are 

also in line with past studies (Aaker & Keller, 1990; Dall’Olmo Riley et al., 2014; Völck-

ner & Sattler, 2006). However, compared to the research conducted by Papadimitriou et 
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al. (2004), where the role of perceived fit was investigated in the context of sport, the 

perceived fit showed much lower explanatory power (34%).  Nonetheless, in that study 

the level of identification with team were not assessed, indicating that specifically for 

highly identified supporters, the perceived fit plays the most important role in the evalu-

ation of brand extensions. Not to mention, analysis of other two factors: innovativeness 

and experience showed low explanatory power and these two factors were not significant 

predictors in the final model, once again suggesting the foremost role of perceived fit. 

The authors argue that the results to some extent can be explained by the unique emotional 

bond that supporters form with their favourite team, meaning that highly identified fans 

can be far more critical when evaluating a new distinct brand extension. As noted before, 

highly identified fans may give the team a central role in their life, ‘living and breathing’ 

the club, its victories and defeats, and seeing the team as part of themselves (Sutton et al., 

1997; Wann & Branscombe, 1993; Wann et al., 2001). This thinking is in line with past 

research by Fedorikhin, Park and Thomson (2008), who suggests that consumers who 

highly associate themselves with a brand may see the products with low fit as a threat to 

their view of themselves and can lead to negative evaluation of product and low purchase 

intention. However, in case of moderate and high fit products, the consumers are willing 

to purchase and spend more on new brand extensions and recommend them to others. 

Another important aspect worth considering is how highly identified supporters see their 

team in sense of commercialisation and whether they are ready to accept it as the com-

mercial brand, which not only sell merchandising, but sell goods in far more distinct cat-

egories. The study of Norwegian football teams (Abosag, Roper & Hind, 2012) revealed 

that the stronger supporters’ emotional attachment to their team, the stronger their per-

ception of the club as a commercial brand is, indicating that team’s supporters under-

stands the need to increase the team’s revenues streams in order to be able to have better 

players and be more competitive, thus might be more prone to new brand extensions. 

To sum up, the authors of the study at hand argue that perceived fit is the most important 

factor when supporters evaluate new brand extensions, however, factor such as support-

ers’ readiness to accept the team as the commercial brand should also be assessed in the 

future studies. 
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After the analysis of findings, the authors will introduce the reader with final conclusions 

and the answers to defined research questions. Moreover, theoretical and practical con-

tributions, limitations of the study and recommendations for further research will be pre-

sented. 

As stated previously, nowadays sport teams face financial problems which compel them 

to search for new revenue sources. One of the possible solutions is to use the brand more 

extensively by introducing new brand extensions. Accordingly, in order to investigate this 

possibility further, the authors carried out a quantitative study with the purpose to deter-

mine HV71’s highly identified supporters’ opinion towards proposed brand extensions 

and examine factors which affect the evaluation of brand extensions. In contrast to past 

studies, the authors very specifically defined their sample by only focusing on highly 

identified supporters; people who are willing to spend more time and money to support 

their team. 

The first research question was defined as: How do highly identified supporters evaluate 

the proposed brand extensions, in case of HV71 hockey team? with the purpose to inves-

tigate how highly identified supporters evaluate the proposed products in different cate-

gories. The results indicated that products which can be related to the sport are perceived 

better than products which are typically consumed while watching sport games, or which 

have no direct relation to sports. These findings reveal that the safest option for the team 

would be to introduce products which can be related to the sport (e.g., sport energy bar). 

Moreover, the team management should be aware of possible influence of culture and 

local customs when designing a new brand extension. 

Secondly, the research wanted to answer another question, namely How do the main fac-

tors affecting the evaluation of brand extensions impact the supporters’ evaluation of 

brand extensions in case of HV71? The previously researched factors were analyzed in 

the context of sport and the conceptual model was developed. The analysis revealed that 

perceived fit between the new brand extension and parent brand is the foremost factor 

when highly identified supporters evaluate new product. Moreover, factors such as con-

sumers’ innovativeness and previous buying experience are less important. However, 

supporters who are more open to new products evaluate extensions better compared to 

others and more experienced supporters evaluates new extensions better alike, on the 

other hand, they might be more tradition-oriented compared to others. Nevertheless, the 

authors argue that the evaluation of brand extension can be also influenced by supporters’ 

unique emotional attachment to team and their willingness to accept the team as the com-

mercial brand. 

Thirdly, the findings revealed that highly identified supporters do not consider quality as 

an important evaluation dimension of new brand extensions, and attractiveness and orig-

inality of product are evaluated higher. This could imply that supporters are motivated by 

more symbolic aspects when purchasing these new products, for instance, to show that 

they belong to this reference group – team’s supporters. 

6.1 Theoretical contributions  

According to the authors, the present research brings a relevant contribution in the study 

of branding within the sports marketing. Unlike previous studies in the field of brand 

extensions, by exclusively focusing on highly identified supporters, it was possible to 
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gain a better understanding of their evaluation of new brand extensions in product cate-

gories not necessarily related to the sports industry. The study confirmed that perceived 

fit is the most important factor for highly identified supporters, supporting the previous 

notions of this matter. 

Secondly, the study gives its contribution to the academic world by developing the brand 

extension evaluation model for highly identified supporters in sports. If compared to the 

model proposed by Papadimitriou et al. (2004), that was built around perceived fit, the 

present model included other factors – namely innovativeness and previous experience – 

that, according to previous researches, could have an impact on supporters’ evaluation of 

brand extensions. By analysing the relationships between these three and their impact on 

evaluation of the proposed extensions, it emerged that perceived fit was the only relevant 

factor. The results showed that it was able to predict 70% of the evaluation of the proposed 

brand extensions, which is particularly interesting if compared to the results obtained by 

Papadimitriou et al., where perceived fit showed a much lower explanatory power (34%). 

The other two factors, turned out to have a complementary role, showing an overall low 

explanatory power, indicating that these play a very little role among supporters. These 

findings also suggest that, apart from perceived fit, there might be other factors that could 

highly impact this evaluation, such as culture, traditionalism of highly identified support-

ers or their readiness to accept the team as a commercial brand (as discussed in chapter 

5.6 and 6.3).  

Finally, the effectiveness and consistency of the proposed model allowed the authors to 

confirm that highly identified supporters generally evaluates new brand extensions posi-

tively, showing a willingness to participate to the team’s life in different ways. This pos-

itive attitude is also transformed in high level of purchase intentions. 

6.2 Practical contributions 

The idea of the present thesis was based on the fact that in order to sustain the operation 

and competitiveness of a sports team, revenue streams must be increased and a strong 

presence in the market should be maintained. Entering new and potentially unrelated mar-

kets has been proved to be one of the ways to follow. The outputs of the present paper 

shed light on some of the main factors that should be taken into consideration by sport 

teams when introducing brand extensions in the market. Highly identified supporters 

share some characteristics that, if taken into consideration by the teams, can lead to pos-

itive evaluation of those brand extension, with a subsequent positive effect on their pur-

chase intentions. More specifically, this research once more highlighted the fundamental 

role that perceived fit between the brand extension products and the parent brand plays, 

suggesting that managers should be able to communicate the athletic characteristics that 

new proposed products possess in order to maximize the results from a brand extension 

strategy. This becomes more evident – and clearly more challenging – when it comes to 

extensions in such categories that are considered distant from sport. If perceived fit has 

been confirmed as the most important factor, other interesting implications have emerged 

from the present study. Its findings and previous researches suggested that culture may 

play a relevant role in the evaluation of the brand extensions. What can be evaluated 

positively in one country can have a less positive effect in other countries. As Bottomley 

and Holden (2004) suggested, cultural origin of the consumers might have a high impact 

on factors such as extension fit or product quality, influencing their overall evaluation of 
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extensions. Thus, managers should pay relevant attention at specific cultural characteris-

tics of consumers and supporters before entering non-traditional markets or putting in the 

market non-traditional sports products.  

This bring the authors to discuss another relevant aspect that emerged from the analysis 

of the data. Experienced HV71’s supporters have shown a certain suspiciousness when 

called to evaluate the proposed extensions. It has been suggested that these extensions 

might be perceived as too distant from the traditional merchandising, revealing a certain 

degree of conservatism that characterize them. This is a point that managers have to take 

into consideration. If introducing the brand into new product categories is believed to be 

a good way to increase profits, practitioners should also be able to communicate brand’s 

positive image and values to their supporters, in order to reduce the perceived gap with 

traditional products, especially in the case of extensions that belong to non-sport related 

categories. This issue could also be referred to the fact that highly identified supporters 

may dislike an excessive team’s commercialization. It becomes therefore essential for the 

club management to deeply understand their supporters. As Abosag, Roper & Hind sug-

gested while talking about team commercialization and brand extensions, ‘by showing 

concern and due respect for the club heritage and traditions, supporters concerns over 

the commercialisation of the club can be neutralised’ (Abosag, Roper & Hind, 2012, p. 

1248). The authors of this paper suggest that this result could be achieved in different 

ways, such as focusing on the advertisement strategies (by using appropriate channels, 

involving team’s players as endorsers, transmitting teams values, etc.), focusing on pack-

aging design in order to create an immediate and strong link to the brand, or choosing the 

most appropriate distribution channels (such as specific sport retailers, or traditional, well 

established retailer shops). 

Finally the authors suggest that time can also play a relevant role in the introduction of 

the brand extensions. It is reasonable to think that sport related brand extensions should 

be introduced and run in the market in relevant periods, such as during the regular season, 

playoffs or special international events, such as World Championship. In these periods 

teams are under the spotlight and supporter’s activity is high, therefore the chance of 

remaining in supporter’s mind, creating buzz around new products, is higher. If intro-

duced in the wrong period, brand extension strategies can be ineffective and potentially 

counterproductive, since supporters could find it hard to see links between them and the 

team. 

6.3 Limitations and future research 

Although the present paper adds new insight and perspectives to the study of brand ex-

tension in the sports industry, the authors acknowledge that it has some limitations, as 

well as some cues for future research have been identified. 

In regards to limitation of the research, the present thesis had a clearly identified focus, 

namely defined as highly identified supporters, thus any generalisation of the findings to 

a wider range of supporters – from simple ‘likers’ to moderate supporters – should be 

made with prudence. More specifically, since the target population of the paper were fans 

of HV71 Jönköping ice hockey team and the past studies have noted the role of culture in 

process of brand extensions’ evaluation, the generalization of obtained result should be 

limited to ice hockey teams in Sweden. Furthermore, the research purposely was carried 
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out using the consumer packaged goods which limits the generalizability of the study to 

this product category. 

In the matter of future research, the present study should be replicated in other sport in 

Sweden (e.g. football teams), assuring whether supporters in other sports share the same 

characteristics when it comes to evaluation of brand extensions. Also, since previous re-

searches have highlighted the importance of culture, influencing consumer behaviour in 

different marketing context, the same study should be also replicated in other countries 

in order to compare results and gain further knowledge of highly identified supporters’ 

evaluation of teams brand extensions.  

Secondly, as specified throughout the paper, the study only involved highly identified 

supporters; further research should focus on a broader target population. Consumer pack-

aged goods (CPG) are products that can be found in any supermarket. This means that 

sports brand extensions within this product category are not only exposed to supporters, 

but to all the people who make their daily purchases in a supermarket. Future studies 

should also involve these consumers in order to have a complete understanding of the 

phenomena and measure its effect on the local community.  

Finally, this paper confirmed previous studies’ findings on the importance of perceived 

fit in evaluation of brand extensions. Its explanatory power is counterbalanced by the 

relatively limited effect of the other two factors that were included in the presented con-

ceptual model, innovativeness and previous experience. The authors suggest that other 

factors that have not been previously researched may have had an impact in the evaluation 

of the extensions alike. For example, culture, traditionalism and supporters readiness to 

accept the team as the commercial brand are supposed to play an important role in highly 

identified supporters. These characteristics might influence their evaluation of brand ex-

tensions, especially when these products are perceived to be far from the sports environ-

ment. It is therefore suggested that, in order to clearly identify these factors and under-

stand their role, a qualitative approach to the phenomenon should be the taken into con-

sideration. Consequently, these findings should be then measured though the use of a 

quantitative method. 
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Appendix 1. The questionnaire 

The translated version of online questionnaire is presented in appendix 1. 

 

SECTION 1: In this first section you will be asked to give your opinion on how these 

products relate to HV71. 

1.  How good do the products listed below fit with the image of HV71? 

 Very 

bad fit 

1 2 3 4 5 

Very 

good fit 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

2.  How logical would it be for HV71 to introduce the products listed below? 

 

Not 

at all 

logical 

1 2 3 4 5 

Very 

logical 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

3. How similar to the image of HV71 are the products listed below? 

 Not at 

all 

similar 

1 2 3 4 5 

Very 

similar 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       
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4. How suitable are these products to be introduced under HV71’s brand? 

 Not at 

all 

suitable 

1 2 3 4 5 

Very 

suitable 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

SECTION 2: In this section you will be asked to evaluate these possible products 

1. How high would your quality expectations for these products be? 

 Very 

low 

1 2 3 4 5 

Very 

high 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

2. How much do you think you would like them? 

 I 

wouldn’t 

like it at 

all 1 2 3 4 5 

I would 

like it 

very 

much 6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

3. How good would the idea be for HV71 to introduce these products? 

 

Very 

bad idea 

1 2 3 4 5 

Very 

good 

idea 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       
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4. How original are these products for a hockey team? 

 Not at 

all 

original 

1 2 3 4 5 

Very 

original 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

SECTION 3: Here you will be asked whether you would be interested to buy these 

products 

1. How likely are you to buy these products? 

 Not 

likely to 

buy it 

1 2 3 4 5 

Very 

likely to 

buy it 

6 

HV71 Frozen Pizza       

HV71 Chips       

HV71 Energy Drink       

HV71 Energy Musli Bar       

HV71 Shampoo       

HV71 Yoghurt       

SECTION 4: Now you will be asked questions about how much of a keen fan of 

HV71 you are 

1. During the regular season, how often do you attend HV71's matches? 

Never 

1 2 3 4 5 

Very often 

6 

 

2. During the regular season, how closely do you follow HV71 on media (e.g., TV, in-

ternet, social networks)? 

Never 

1 2 3 4 5 

Every day 

6 

3. To what extent do you see yourself as a fan of HV71? 

Not at all 

1 2 3 4 5 

To a great 

extent 

6 
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4. To what extent do your friends see you as a fan of HV71? 

Not at all 

1 2 3 4 5 

To a great 

extent 

6 

 

5. How important is it to you that HV71 wins? 

Not 

important 

1 2 3 4 5 

Very 

important 

6 

SECTION 5: In this section you will be asked about your attitude towards team 

merchandising (e.g., jerseys, caps, scarves etc.) 

1. How often do you use HV71's name or logo at your place of work, where you live, or 

on your clothing? 

Never 

1 2 3 4 5 

Very often 

6 

2. How often do you purchase HV71's merchandising? 

Never 

1 2 3 4 5 

Very often 

6 

3. How likely are you to buy HV71's merchandising in the future? 

Not very 

likely 

1 2 3 4 5 

Very likely 

6 

4. How likely are you to recommend HV71's merchandising to others? 

Not very 

likely 

1 2 3 4 5 

Very likely 

6 

SECTION 6: Now you will be asked about your attitude towards new products in 

general 

1. I'm more interested in buying new than known products 

Strongly 

disagree 

1 2 3 4 5 

Strongly 

agree 

6 

2. I like to buy new products 

Strongly 

disagree 

1 2 3 4 5 

Strongly 

agree 

6 
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3. New products excite me 

Strongly 

disagree 

1 2 3 4 5 

Strongly 

agree 

6 

4. I like to purchase new products before others do 

Strongly 

disagree 

1 2 3 4 5 

Strongly 

agree 

6 

SECTION 7: Finally we ask you some personal information. Please remember that 

if you want to participate in the contest you need to leave your name and contact 

information at the end of this section 

1. What is your gender? 

 Male 

 Female 

2. How old are you? __________________ 

3. What is your city of residence? __________________ 

4. Name (not required): __________________ 

5. E-mail (not requires): __________________ 
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Appendix 2. Descriptive statistics for each question 

The descriptive statistics for each individual question is presented in appendix 2. 

 

Descriptive Statistics – Social and personal identification 

 N Mean 
Std. 

Deviation 

During the regular season, how often do you attend HV71's matches? 175 3,73 1,746 

During the regular season, how closely do you follow HV71 on media? 175 5,67 ,783 

To what extent do you see yourself as a fan of HV71? 175 5,63 ,628 

To what extent do your friends see you as a fan of HV71? 175 5,58 ,811 

How important is it to you that HV71 wins? 175 5,64 ,598 

 

Descriptive Statistics – Perceived fit for each product 

 N Mean Std. Deviation 

Fit - HV71 Energy drink 175 3,69 1,731 

Fit - HV71 Energy bar 175 3,97 1,564 

Fit - HV71 Frozen Pizza 175 2,05 1,393 

Fit - HV71 Chips 175 3,08 1,843 

Fit - HV71 Shampoo 175 3,18 1,835 

Fit - HV71 Yogurt 175 3,08 1,789 

Logical - HV71 Energy drink 175 3,47 1,745 

Logical - HV71 Energy bar 175 3,74 1,571 

Logical - HV71 Frozen Pizza 175 1,78 1,361 

Logical - HV71 Chips 175 2,76 1,844 

Logical - HV71 Shampoo 175 2,98 1,800 

Logical - HV71 Yogurt 175 2,54 1,744 

Similarity - HV71 Energy drink 175 3,58 1,726 

Similarity - HV71 Energy bar 175 3,77 1,600 

Similarity - HV71 Frozen Pizza 175 1,70 1,242 

Similarity - HV71 Chips 175 2,42 1,683 

Similarity - HV71 Shampoo 175 2,98 1,771 

Similarity - HV71 Yogurt 175 2,62 1,683 

Suitability - HV71 Energy drink 175 3,394 1,7284 

Suitability - HV71 Energy bar 175 3,67 1,616 

Suitability - HV71 Frozen Pizza 175 1,83 1,341 

Suitability - HV71 Chips 175 2,43 1,669 

Suitability - HV71 Shampoo 175 2,96 1,817 

Suitability - HV71 Yogurt 175 2,53 1,715 

 

Descriptive Statistics - Innovativeness 

 N Mean 
Std. 

Deviation 

I'm more interested in buying new than known products 175 3,42 1,247 

I like to buy new products 175 4,19 1,266 

New products excite me 175 4,21 1,211 

I like to purchase new products before others do 175 3,92 1,518 
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Descriptive Statistics – Previous experience 

 N Mean 
Std. 

Deviation 

How often do you use HV71's name or logo at your place of work, 

where you live, or on your clothing? 

175 3,65 1,549 

How often do you purchase HV71's merchandising? 175 3,29 1,356 

How likely are you to buy HV71's merchandise in the future? 175 4,90 1,333 

How likely are you to recommend HV71's merchandising to others? 175 4,63 1,366 

 

Descriptive Statistics – Evaluation for each product 

 N Mean Std. Deviation 

Expected quality - HV71 Energy drink 175 3,86 1,808 

Expected quality - HV71 Energy bar 175 4,12 1,665 

Expected quality - HV71 Frozen Pizza 175 2,81 1,861 

Expected quality - HV71 Chips 175 3,51 1,872 

Expected quality - HV71 Shampoo 175 3,55 1,843 

Expected quality - HV71 Yogurt 175 3,41 1,918 

Attractiveness  - HV71 Energy drink 175 3,58 1,945 

Attractiveness  - HV71 Energy bar 175 3,76 1,765 

Attractiveness - HV71 Frozen Pizza 175 2,65 1,781 

Attractiveness  - HV71 Chips 175 3,61 1,956 

Attractiveness - HV71 Shampoo 175 3,38 1,852 

Attractiveness  - HV71 Yogurt 175 3,22 1,888 

Originality (idea) - HV71 Energy drink 175 3,53 1,893 

Originality (idea) - HV71 Energy bar 175 3,86 1,731 

Originality (idea) - HV71 Frozen Pizza 175 2,15 1,546 

Originality (idea) - HV71 Chips 175 3,12 1,963 

Originality (idea) - HV71 Shampoo 175 3,21 1,895 

Originality (idea) - HV71 Yogurt 175 2,82 1,834 

Originality (for team) - HV71 Energy drink 175 3,58 1,839 

Originality (for team) - HV71 Energy bar 175 3,71 1,813 

Originality (for team) - HV71 Frozen Pizza 175 3,13 2,067 

Originality (for team) - HV71 Chips 175 3,29 1,941 

Originality (for team) - HV71 Shampoo 175 3,62 1,941 

Originality (for team) - HV71 Yogurt 175 3,65 1,953 

 

Descriptive Statistics – Purchase intention for each product 

 N Mean Std. Deviation 

Purchase intention - HV71 Energy drink 175 3,30 2,038 

Purchase intention - HV71 Energy bar 175 3,47 1,926 

Purchase intention - HV71 Frozen Pizza 175 2,39 1,844 

Purchase intention - HV71 Chips 175 3,59 2,001 

Purchase intention - HV71 Shampoo 175 3,40 2,029 

Purchase intention - HV71 Yogurt 175 3,01 1,984 

 


