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Abstract 

 
Background: Organizations desire to create and maintain a strong and long-lasting 

relationship with their consumers. Firms enjoy many benefits through the loyalty of customers, 

such as lower marketing costs, increased revenue, and much more. Our study pinpoints two 

specific elements within brand loyalty that are in need of research: brand longevity, which 

describes the duration of a brand’s activeness, and customer loyalty to disliked brands. 

Furthermore, our study tries to identify how consumers add value during their relationship with 

the video game franchise FIFA. We identified the video game franchise FIFA as a perfect fit 

for this study; a criticized franchise that has been successful since 1993. 

Research Purpose: The purpose of this research is to understand why a disliked brand stays 

successful despite increasing criticisms from critics and consumers. 

Research Problem: Our study identified a need for further investigation into the concept of 

brand longevity, brands with a rich heritage would benefit from understanding their 

assemblage. Furthermore, qualitative research is needed to address the lack of knowledge of 

loyalty for disliked brands in other cultural and demographical contexts. Finally, more insights 

about customer value are needed to better understand how firms can evaluate their customers. 

Research Question: How is FIFA able to attain such longevity, despite receiving strong critics 

on their annual products? 

Method:  Ontology through a relativistic scope - Epistemology with a social constructionism 

view - 20 Semi-structured Interviews - Snowball Sampling for gathering participants - Content 

Analysis for analyzing and coding the data. 

Conclusion: Our study managed to identify several drivers that keep consumers loyal to FIFA. 

We also identified how the community of FIFA perceives the environment of the franchise. 

Finally, the intensity of the value contribution has been outlined to illustrate how consumer 

differs from each other. 

Practical Implications: Emerging from our findings, implications are formulated for 

franchises, brands, and firms in general, both inside and outside of the gaming industry. 
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1.   Introduction 

This chapter provides an introduction to the main themes of this thesis, namely an explanation 

of the term brands, brand loyalty, and customer valuation. Also, a video game brand is 

presented as the research context, with the focus on the FIFA video game franchise. To 

conclude this chapter, the research purpose and question are formulated.  

 

1.1 Background Information & Problem Description 

Branding is a phenomenon that has been researched intensively, and yet there is no consensus 

about its definition (Maurya & Mishra, 2012). Without limiting brands to a single definition, 

the principle of branding involves activities or actions that allow firms to differentiate a specific 

brand from their competitors (Keller & Lehmann, 2006). The process of branding involves 

many different forms, for example; branding as a logo (Crainer, 1995), brands as a company 

(Riel & Balmer, 1997), brands as a personality (Aaker, 1997), or brands as a shorthand (Brown, 

1992).  

 

For this thesis, the brand of a video game, FIFA, is used as a research context. Tavinor (2008) 

formed a comprehensive definition of a video game; “an artifact in a digital visual medium is 

intended primarily as an object of entertainment, and is intended to provide such entertainment 

through the employment of one or both of the following modes of engagement: rulebound 

gameplay or interactive fiction.” (Tavinor, 2008, p. 11). Video games and the competitive form 

of playing these video games, called esports, are gaining vast popularity worldwide (McCauley 

et al., 2020; Rudolf et al., 2020). Within this rising industry, FIFA is a football-related video 

game that has been developed by Electronic Arts since 1993 (Siuda, 2021). This franchise has 

managed to create a community that has remained loyal to FIFA and thus keeps on purchasing 

the game frequently (Siuda, 2021; Peterself, 2015). Annually, a new version of the game is 

released. However, consumers mention that the differences in regards to visuals, gameplay, 

and audio are considered to be minor when compared to previous editions of the franchise 

(Siuda, 2021). User reviews on the FIFA editions of recent years show that FIFA receives 

critique that is categorized as: “Generally Unfavorable Reviews” or even “Overwhelming 

Dislike” (Metacritic, n.d.). Top critics reviewed recent editions of the video games as 

“repetitive”, “minimal to no changes”, and “grim” (OpenCritic, 2020). However, statistics on 
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the sales of the video games show that consumers, regardless of their dislike, still actively buy 

the products of the FIFA franchise (Noel, 2019).  

 

Consumers express brand loyalty when they show biased behavior in favor of a particular brand 

over time. (Jacoby & Kyner, 1973). Brand loyalty exists out of affective loyalty and action 

loyalty (Baldinger & Rubinson, 1996). Early studies covering the phenomena of brand loyalty 

argue that loyalty for a brand is influenced by promotional efforts, to which brand personality 

indirectly was a part of in this context (Cunningham, 1956). Kaur et al. (2020) argue that these 

promotional efforts, thus rewarding consumers for their engagement, also holds true for virtual 

communities.  

 

Within the field of brand loyalty, this study identifies several areas in need of deeper 

understanding. Brand longevity is a component of loyalty that describes the duration of a 

brand’s activeness within a certain market (Smith, 2011). Brand longevity is a variable within 

research on branding, however, there is little understanding on how to manage and sustain it 

(Holt, 2004). Preece et al. (2019) performed a study on brand longevity that identified factors 

on how a franchise manages to maintain longevity. Their study contributed to branding theory 

by proposing an approach to understanding brand longevity through the application of an 

assemblage perspective. Preece et al. (2019) stressed the need for a better understanding of the 

concept of brand longevity. Therefore, this thesis attempts to fortify the understanding of brand 

longevity understanding 

 

Loyalty between brand and consumer does not essentially resemble a happy relation, 

consumers occasionally express negative feelings towards a brand, ranging from a partial 

dislike to deep feelings of actual hate (Dalli et al., 2006). However, research over the years has 

mainly focused on positive emotions, as these have practical value for businesses, while 

negative feelings, such as dislike or anger toward brands were neglected (Dalli et al., 2007). 

Demirbag-Kaplan et al. (2015) investigated how much satisfaction is required for the 

development of brand loyalty, focusing on cases in which loyalty is retained despite being 

disliked. Furthermore, Demirbag- Kaplan et al. (2015) state that future research is needed to 

address the lack of knowledge of this phenomenon in other cultural and demographical 

contexts. Therefore, this thesis attempts to fortify the understanding of loyalty for disliked 

brands by applying the concept in an alternative culture and demographic. To be more specific, 

Dutch adults between the age group of 18 and 35 years old.  
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Brands generally try to create value for their loyal customers through offerings, these offerings 

create revenue that allows the brand to exist (Ailawadi et al., 2003). In the case of a brand 

investing in its customers, the valuation of customers plays an important role. Kumar (2018) 

argues that firms should identify and invest in the right customers, form a customer portfolio, 

and constantly reevaluate the portfolio to maximize its future gains. The direct and indirect 

financial benefits of the relationship between the brand and the customer are vital in valuing 

customer involvement. Kumar (2018) approached this topic of measuring customer value by 

proposing the Customer Valuation Theory (CVT), a principle that conceptualizes the 

generation of value from customers to firms. Kumar (2018) states that more insights are 

necessary to better understand the requirements for a successful CVT implementation. 

Therefore, this study aims to complement this understanding by evaluating FIFA consumers 

based on their value contribution to the brand. 

1.2 Research Purpose & Questions 

Our research intends to strengthen the current knowledge of why consumers remain loyal for 

a long period to specific brands despite them showing signs of dislike towards these brands. 

This is done in the context of the FIFA video game franchise. Demirbag- Kaplan et al. (2015) 

and Preece et al. (2019) state that these topics require deeper understanding. Our research aims 

to contribute knowledge and comprehension to both brand longevity and loyalty for disliked 

brands, which is done by understanding consumer loyalty towards the FIFA video games. 

Furthermore, the insights that are provided in this study are used to develop a framework that 

explains how the FIFA franchise maintains longevity despite receiving strong signs of dislike 

from their community. With this in mind, the following research question of our thesis is 

formulated as follows: 

 

How is FIFA able to attain such longevity, despite receiving strong critics on their annual 

products? 

 

This research question is the main thread that guides the research. In order to answer this 

question, we are performing an inductive case study of the FIFA video game franchise. In this 

research, we investigate what drives FIFA consumers to purchase the video game on an annual 

basis. Furthermore, the direct and indirect value contributions are evaluated in order to 

understand how these contributions affect the success of the franchise.   
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Not only the internal motivations are taken into account, but also the external factors that 

influence these consumers are analyzed. The inductive nature of our study allows for the 

creation of our own insights based on our findings, which we aim to present as fertile ground 

for future researchers to apply these observations to alternative branches. 
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2. Literature Review 

The literature review of this thesis conveys a further understanding of brand longevity, loyalty 

for disliked brands, and the customer valuation theory. The review of previous literature aims 

to supply existing research on these subjects to understand present and missing information 

regarding these topics. Therefore, our study formulated a theoretical framework that visualizes 

key components of the literature. Furthermore, the existing research on these subjects will be 

a guideline for the empirical research that is to be performed in this thesis.  

 

To support our thesis with a clear and concise research background, we will explain and 

elaborate on certain components of brand loyalty. First, we supply an explanation of brands 

and brand loyalty to introduce brand longevity, which is a term that has been previously 

researched within the field of consumer research (Preece et al., 2019). Secondly, we pinpoint 

our research to a specific characteristic within brand loyalty that explains certain drivers and 

motivations for consumer loyalty towards disliked brands (Demirbag-kaplan et al., 2015). To 

conclude the part where we describe these phenomena surrounding brands, literature about 

customer valuation is supplied to enhance understanding of the actual value that customers 

signify in their relationship with brands (Kumar, 2018).  

 

Finally, our thesis will elaborate on the industry that is discussed in our thesis: the gaming 

industry, a multibillion-dollar industry with close to three billion consumers around the world 

(Wijman, 2021). Our research will focus on a brand within the gaming industry that has been 

running a franchise for close to three decades: the FIFA video game franchise. As FIFA was 

uncovered to be absent in journals of high quality, we decided not to include FIFA in particular 

in our literature. Therefore, a research context of FIFA is supplied in the method and empirical 

context of this thesis to further explain why this franchise was selected as the case of our study. 

2.1 Brands 

A brand is an intangible asset of a firm. The way this asset is perceived by those who experience 

it is what creates the brand (Maurya & Mishra, 2012). A brand is a direct result of the strategy 

that a firm or individual takes to create a certain perception of the outside world. Creating a 

brand signifies more than simply adding a name to a product, service, or organization, it 

demands a long-term involvement with a high level of knowledge, resources, and skill 

(Kapferer, 2004). At the very basic, brands serve as a point of recognition for the offerings of 
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the firm that it is made to represent. Brands help customers to familiarize themselves with a 

product or service, customer choose to purchase products from certain brands because it 

guarantees certain quality or expectations. Brands are shaped by the product or service that it 

provides, the marketing activities of the firm, and the accompanying perception of the 

customers (Keller & Lehmann, 2006).  

 

The relevancy of branding has emerged as a high management priority. In the last decade, the 

realization that brands are valuable assets to the success of the firm has become ever so clear 

(Keller, 2020). A brand is more than a name, firms use logos, symbols, packaging, and slogans 

as important branding strategies to help shape the perception of the brand (Keller & Lehmann, 

2006). It should not come as a surprise that brands have been actively studied in recent years, 

with brand loyalty being a popular avenue of research (Keller, 2020; Knox & Walker, 2001). 

2.1.1 Brand Loyalty 

The concept of brand loyalty has a history that started as an idea (Copeland, 1923), and 

ultimately led to countless understandings and interpretations in the literature (Jacoby and 

Chestnut, 1978). Brand loyalty was defined as: “the biased behavioral response, expressed over 

time, by some decision-making unit, concerning one or more alternative brands out of a set of 

such brands, and is a function of psychological processes” (Jacoby & Kyner, 1973 p. 2). Early 

studies covering the phenomena of brand loyalty argue that it is influenced by promotional 

efforts, to which brand personality indirectly was a part of in this context (Cunningham, 1956). 

Baldinger and Rubinson (1996) state that brand loyalty exists out of affective loyalty and action 

loyalty, in which affective loyalty refers to the personal preferences for a brand, and action 

loyalty refers to the actual deed of purchasing a product or service from a particular brand. 

 

Brand loyalty is regarded as a vital indicator of success for any business. Firms enjoy many 

benefits through the loyalty of customers, such as reduced marketing costs, decreased price 

sensitivity, and many others benefits that provide the firm with a noticeable advantage over 

their competition (Knox & Walker, 2001). Brands actively try to attach the unique meaning of 

their offerings to their consumers, such meaning and personal experience with a brand can 

create an emotional relationship that leads to customers being loyal to the brand (Kemp et al., 

2014). In the case of brand loyalty, Fournier (1998) argues that both the brand and the customer 

must contribute and take part in this relation. 
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Carlson et al. (2008) point out that the value co-creation practices stimulate the interaction 

among members of a brand community, in a business sense, the term co-creation describes a 

product or service in which consumers play a role in the shape and content of this product or 

service (Luo et al., 2015). Co-creation helps to bring members closer and it leads to affection 

and a strong connection to the brand. In short, brands that see the value of co-creation practices 

are more likely to attract customers as they often choose brands that offer a sense of co-creation 

(Lemon et al., 2001). 

 

Aaker (1997) argues that a brand is perceived to possess a personality, Phau and Lau (2000) 

expanded the research on brand personalities and argue that consumers experience emotional 

benefits from their relationship with the brand. Their study mentioned that when consumers 

evoke such emotions with the brand, it will differentiate the brand from other products or firms 

within the same market. Thomson et al. (2005) explain that consumers occasionally grow an 

emotional attachment to certain fragments of a brand; their research illustrates that the intensity 

of someone’s emotional attachment to a brand can predict their interaction and behavior.  

 

Aside from feeling attached to the brand, consumers often feel a strong attachment to certain 

products that the brand offers (Mugge et al., 2010). Kleine and Baker (2004) argue that product 

attachment conceptually separates from materialism, involvement, brand attachment, and 

attitude toward the object. According to Mugge et al. (2010), product attachment and product 

satisfaction are both affected by the utility and appearance of the product. The utility of a 

product has a direct effect on satisfaction; and nostalgic feelings of a product have a direct 

effect on attachment (Mugge et al., 2007). This means that strategy for increasing product 

enjoyment is most successful if it also supports the accumulation of nostalgia. If an individual 

has memories with a product, these memories create symbolic meaning for the product. When 

positive memories are linked with a product, product utility and appearance represent a smaller 

impact on product attachment (Mugge et al., 2010). 

 

Zarantonello et al. (2016) performed research on the mismanagement of brand loyalty, their 

research discusses that if firms do not actively try to maintain loyalty with the customers, 

serious consequences could arise. Their study illustrated that a consumer could go as far as to 

feel hate towards brands, which is mentioned to cause behavioral outcomes such as avoiding 

or even boycotting the brand. Fetscherin (2019) mentioned that brands could lose a 
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considerable number of existing customers and potential customers if consumers start to feel a 

lack of loyalty to the brand.  

2.2 Brand Longevity 

Brand longevity is a concept of brand loyalty that describes how long a brand has 

been actively leaving a mark within a certain market (Smith, 2011). According to Holt (2004), 

experiences and stories create a certain affection that connects brands to wider socio-cultural 

contexts, this is central for establishing a continuous consumer brand engagement. Smith 

(2011) mentions that the longevity of a brand is due to the achievement of a brand to draw the 

attention of the desired target group (social salience), and continuous consumer engagement. 

According to Smith (2011), all marketing communications are bonded in strategic and tactical 

brand dialogues which consumers co-create, disseminate and advocate. The key to “endowing 

product and services with the power of brand equity” (Keller et al., 2008, p. 34) is to develop 

and strengthen the bond between the customer and the brand. A narrative approach to building 

brand equity parallels product life cycles, protects brand longevity, and creates meaning for the 

customers (Smith, 2011). 

 

Heinz is an example of a brand that reached longevity, the firm that is now famous for its 

ketchup and other sauces, first marketed in 1869. The company managed to gain trust from 

their customers by offering products that their indented customer desired, the brand managed 

to build trust and recognition to become the brand that it is today (Kathman, 2002). Kathman 

(2002) explains that if firms do not invest in their brand as an asset, the brand loses its share 

and leadership. Over such a sustainable period, a brand creates a heritage, something that is an 

important factor in building corporate and product brands. Consumers tend to link a brand's 

longevity and stability with heritage (Urde et al., 2007). Merchant and Rose (2013) explain that 

nostalgia plays a crucial role in creating such a heritage that eventually leads to longevity. Their 

study explains personal nostalgia and vicarious nostalgia as two separates. Personal nostalgia 

encompasses a longing for the lived past. Vicarious nostalgia on the other hand deals with 

nostalgia for a period outside of the individual's living memory, meaning a memory for an 

event that was never experienced by the consumer (Baker & Kennedy, 1994).  

 

Olsen et al. (2014) state that brand longevity is generally perceived as a variable in branding 

studies whilst there is insufficient understanding of how it is maintained, therefore, Preece et 

al. (2019) performed research to investigate the process of brand longevity. They explained 
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brand longevity as an achievement of social salience and ongoing consumer engagement over 

a sustained period. The study viewed the James Bond franchise as a longevity brand that 

comprised 24 films over a sustained period since 1963. Preece et al. (2019) claim that brands 

achieve longevity when they become successful in deploying strategies that prolong the life 

span with their desired audience. The study contributes to branding theory by proposing an 

approach to understanding brand longevity through the application of an assemblage 

perspective. The study explains that brands with a rich heritage would benefit from 

understanding their assemblage and how they can use it to ensure longevity. Brands that stay 

loyal to their core with few introductions of new components, such as James Bond (Preece et 

al., 2019), is a safe strategy for attaining such longevity (Parmentier & Fischer, 2015). 

However, Sood and Drèze (2006) showed that introducing a change to the brand assemblage 

can positively affect brand longevity.  

 

Preece et al. (2019) use an assemblage approach to understand how brands can explain the 

stabilization and destabilization of practices that can result in the creation of brand meaning 

and therefore brand longevity. Deleuze and Guattari (1980) introduced the assemblage theory, 

stating that social bodies consist out of hierarchical bodies that are best analyzed on an 

individual level, yet combined make for the overarching assemblage. Delanda (2016) states 

that for a brand to achieve longevity, three levels need to be studied. First, his study used the 

assemblage theory (Deleuze & Guattari, 1980) to conceptualize assemblages as agentic 

systems that can stabilize or destabilize. Second, the theory draws attention to the potential 

contained within the material and expressive capacities of the assemblage. And third, 

components of the assemblage should not be perceived as fixed and new components can be 

enrolled into the assemblage as it evolves. Assemblage theory provides a bottom-up framework 

for analyzing social complexity by highlighting fluidity, exchangeability, and several 

functionalities (DeLanda, 2016).  

 

DeLanda (2016) mentions that it is vital to understand what assemblage is and what it can do 

in order to understand its properties and capacity. Utilizing this approach to discern brands 

allows for an explanation of the stabilization, or destabilization, of practices (Canniford & 

Shankar, 2013; Epp & Velagaleti, 2014). The theory highlights the importance of looking at 

assemblages at three levels; the level of the social field, class level, and the individual level. 

These three levels are adapted by Preece et al. (2019) into macro-assemblage, or the socio-

cultural context, as the first level. This is the most generic level which, in the context of the 
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James Bond franchise, describes the style, culture, and gender relations depicted in the 

franchise (Preece et al., 2019). The meso-assemblage level, also referred to as the brand 

stewards, is a more specific view. For example, these brand stewards in the James Bond context 

are the cast and crew, which in turn are influenced by the sociocultural context (Preece et al., 

2019). Finally, the micro-assemblage, also known as the formula. This is the most specific one 

and goes into exact details that depict a brand or franchise. Again, in the context of the James 

Bond franchise, this translates to specific villains, locations, or even dialogues (Preece et al., 

2019). 

2.3  Loyalty for disliked brands   

Demirbark-kaplan et al. (2015) investigated how much satisfaction actively is required for the 

development of brand loyalty, focusing on the cases in which loyalty is retained despite being 

disliked. Zarantonello et al. (2016) discuss that if firms do not actively make an effort to 

maintain loyalty with the customers, serious consequences could arise. Their study mentioned 

that consumers could go as far as to feel hate towards brands, which is mentioned to cause 

behavioral outcomes such as attack-like, avoidance-like, and approach-like behavior towards 

the firm. Fetscherin (2019) mentioned that brands could lose a considerable number of existing 

customers and potential customers if consumers start to feel a lack of loyalty to the brand.  

Therefore, managers need to know not only how to measure brand hate, but especially the 

underlying emotional component triggering brand hate and how it relates to different outcomes 

(Fetscherin, 2019). 

 

Loyalty for disliked brands goes into what makes consumers stay loyal to brands even though 

they show signs of dislike, and in some cases even hate (Dessart et al., 2020). Consumers 

sometimes repeatedly purchase a brand because of situational, habitual, or economic factors 

(Dick & Basu, 1994). Demirbag-Kaplan et al. (2015) performed research to identify how much 

satisfaction actively is required for the development of brand loyalty, focusing on the cases in 

which loyalty is retained despite being disliked. The study concluded two major reasons why 

consumers can remain loyal to a brand despite potential dislike. Demirbag-Kaplan et al. (2015) 

mention that negative feelings toward a brand may result from an intentional or accidental 

disruption in the product’s performance. Dislike arising from a product failure was frequently 

highlighted, either in the form of absolute lows in performance or relatively lower price-

performance ratios, which was also found to be the case by Romani et al. (2008). Second, 

Ideological and/or moral incongruity was listed as another reason for disliking brands. 
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consumers do not form their perceptions based on their experiences with the physical products 

alone, but also with other aspects of brands. Therefore, although consumers do not experience 

direct negative effects of the product or service itself, they are aware of the unfair or unethical 

practices of brands in a more general aspect (Dalli et al., 2006). 

 

Furthermore, Demirbag-Kaplan et al. (2015) concluded three reasons explain consumers 

‘spurious loyalty. Spurious loyalty is a term coined by Dick and Basu (1994), to define a 

situation where despite having negative feelings for, and/or being dissatisfied with the brand, 

the consumer repurchases it, usually because of situational constraints, a lack of viable 

alternatives, or out of convenience. First, a case of spurious loyalty occurs when consumers 

perceive a lack of (better) alternatives. Gounaris and Stathakopoulos (2004) state that the 

number of choices for consumers plays a significant part in whether or not customers remain 

loyal to a particular brand. Because in the event of a monopoly, consumers simply do not have 

a choice. Second, a lower economic cost is mentioned as a driver of spurious loyalty, it refers 

to consumers switching brands for the primary reason of getting a lower price. This 

phenomenon of brand loyalty keeps consumers attached to brands that they do not necessarily 

like, meaning that price plays an important role when it comes to customer loyalty (Dick & 

Basu, 1994). Third, Inertia comes in as the third reason for spurious loyalty, it comes into play 

when a consumer is simply too indifferent to switch from suppliers or brands (Kahn & 

Schmittlein, 1992).  

 

Demirbag-Kaplan et al. (2015) showed that, apart from the three factors mentioned above, 

feelings of nostalgia towards a product or brand affect customer decisions in such a way that it 

can lead to loyalty despite dislike or hate. Earlier research (McNulty, 2014) is in line with this 

finding, which argued that consumers in developing countries see nostalgic brands as family 

members. Demirbag-Kaplan et al. (2015) revealed that nostalgia may prompt a strong 

emotional brand attachment, leading to loyalty even when the consumer seems dissatisfied with 

products, services or, the brand in general. Although the findings may provide different 

explanations for repeated purchases of disliked brands, nostalgia became increasingly 

prominent as the iterative findings in the selected quotations consistently emphasized the 

nostalgia construct. Previous research (Fournier, 1998; Schultz et al., 1989) already found 

similar constructs to nostalgia. However, the influence of nostalgia was more substantial 

compared with alternatives such as trust, self-assurance, symbolic or functional satisfaction, 
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and gratification (Demirbag-Kaplan et al., 2015). Therefore, the role of nostalgia emerged as 

the most significant contribution in their study (Demirbag-Kaplan et al., 2015). 

 

Brand dislike can be considered as a ‘dark side’ of consumer preferences because the literature 

has not dedicated the same effort to this topic as has been devoted to the analysis of positive 

attitudes and evaluations (Dalli et al., 2005). There has been a recent increase in consumer 

research on the topic of brand dislike, it can be understood as the negative judgment expressed 

by the consumer and/or implied in the choice not to purchase (Dalli et al., 2007). Weaker 

negative relationships take the form of brand dislike (Hegner et al., 2017) and make individuals 

avoid the brand and could lead to replacing or changing to alternative brands. Negative 

relationships are expected to lead to negative behavior at an individual level as they increase 

complaints (Zarantonello et al., 2016). Finally, disliking a brand normally leads to an increase 

in negative referrals and damage the image of the brand (Fetscherin et al., 2019). 

2.4 Customer Valuation  

For a business to be sustainable, it must create value for its consumers through firm offerings 

(Ailawadi et al., 2003). Firm offerings, in this context, should be understood as physical goods, 

services, brands, or some combination of those elements. These firm offerings aim to retract 

value from its customers in the form of profit (Eggert et al., 2014). The challenge for these 

companies is to make the decisions that deliver a profitable return on the resources spent, both 

for value to customers and value from customers (Kumar, 2018). The unstable and 

unpredictable factors that influence customer cash flows differentially affect overall firm 

profitability, these changes occur from both the actions of the customer and the firm (Tarasi et 

al., 2013). Kumar (2018) mentions that firms should see their customers as assets; the valuation 

of customers forms a crucial component within this ideology. In recent years, the thought of 

seeing customers as assets of a firm has emerged as a popular and efficient manner of doing 

business (Harmeling et al., 2017). Firms should; “identify and invest in the ‘right’ customers, 

form a customer portfolio (or customer base) consisting of favorable customers, and constantly 

reevaluate the portfolio to ensure that the firm is maximizing its future gains” (Kumar, 2018, 

p. 2).  

 

Kumar (2018) approached this topic of customer value for measuring, managing, and 

maximizing customer contributions by proposing a theory as a principle that conceptualizes 

the generation of value from customers to firms, the Customer Valuation Theory (CVT). The 
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CVT focuses on two aspects of customer financial contributions: their direct or indirect nature 

and their scope. Ryals (2008) argued for acknowledging the importance of indirect 

contributions to a firm, alluding to advocacy. Past studies have researched valuation theories 

from alternative perspectives. For example, firm valuation (Gupta et al., 2004; Kumar & Shah, 

2009), valuating a business on its financial performance (Hogan et al., 2002), or its customer 

management (Berger et al., 2002). Kumar (2018) defined the overarching theory as a 

mechanism to measure the future value of each customer based on three components: first, the 

customer’s direct economic value contribution, or the value of an individual customer to a firm 

or brand expressed by the net profit score of that customer. Second, the depth of the direct 

economic value contribution, which can be expressed by the variety and inclusiveness of 

customer’s purchases. Third, the breadth of the indirect economic value contribution, which 

evaluates a customer’s indirect value, referring to the impact of positive, or negative, word-of-

mouth or other forms of referral behavior that impact the direct economic value of other 

customers.  

2.4.1 Customer Profitability 

The profitability of the customers depends on their past and current transaction behaviors, the 

marketing efforts of the firm, the identity and profile of the customers, and the environment in 

which these customers exist (Kumar, 2018). Transaction behavior is the first variable 

mentioned in his research and it includes all the past and current transaction variables that affect 

and influence the relationship between the firm and the customer. Bellis-Jones (1989) showed 

that as a basic rule of thumb, 20 percent of the customers are responsible for 80 percent of the 

revenue, displaying the key difference in transaction behavior when comparing customers to 

each other. Second, the marketing efforts of the firm should be valued in measuring the 

profitability of a consumer, Ruth et al. (2004) mentions that effective management of customer 

assets increases profitability. Kumar (2018) mentions that the marketing efforts of the firm 

include past promotional costs, technological upgrades, service improvements, staff 

management, and quality control. Third, the identity and profile of the customers refer to their 

distinguishing characteristics. These variables help firms in characterizing appealing segments 

into identifiable and measurable groups of customers (Zeithaml, 2000). In the case of a business 

customer, variables include the type of industry, the age and size of the firm, the level of annual 

revenue, and the location of the business (Kumar, 2018). Finally, economic factors such as 

gross domestic product (GDP) per capita helps determine the consumption pattern of a country. 

The changes in consumers’ economic constraints have different effects on their profit-
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contributing potential. The consumers’ reaction to macroeconomic factors is an indicator of 

both their ability and willingness to buy (Katona, 1975; Kumar, 2018).  

2.4.2 Customer lifetime value 

The concept of the contribution that consumer signifies in their lifetime for a firm is  

conceptualized as the ‘Customer Lifetime Value’ (CLV), a concept that presents future profits 

generated from a customers’ relationship with a firm (Venkatesan & Kumar, 2004). Instead of 

looking at the past behavior of a customer to determine whether or not past investments 

regarding this customer were profitable, Customer Lifetime Value (CLV) was introduced to 

enable companies to calculate the future worth of these customers (Cooper & Kaplan, 1991). 

Marketing studies have been giving an increasing amount of attention to the CLV (Gupta et 

al., 2006). Jain and Singh (2002) conclude that there is no single method that has been generally 

accepted as the best practice. However, what most CLV models have in common is that they 

rely on data from the past to discount a customer’s future gross revenue over the amount of 

time that the customer is expected to stay loyal to the company (Gupta et al., 2006).  

2.5 The Gaming Industry 

Over the last 40 years, video games have increasingly had a transformational impact on how 

people play and enjoy themselves, as well as on many more aspects of their lives (Pallavicini 

et al., 2018). The most essential distinguishing feature of video games is that they are 

interactive, video games are designed for players to actively engage with their systems and for 

these systems to, in turn, react to players’ agentive behaviors (Tavinor, 2008). There are 

millions of video games, with vastly different themes and goals. These games can be played 

cooperatively or competitively, alone, with other physically present players, or with thousands 

of other online players, and they are played on various devices such as consoles, computers, to 

mobile phones (Granic et al., 2014). 

 

Video games are largely sold by console manufacturers such as Sony (PlayStation), Nintendo, 

and Microsoft (Xbox), each with different global production networks (Johns, 2006). Within 

the gaming industry, there are multiple ways consumers can indulge themselves in cross-

category purchasing, which means that consumers are able to purchase within the digital 

landscape of the game (Li et al., 2019). The Newzoo Global Games Market Report forecasted 

that the global video game industry in 2021 is responsible for the revenue of 175,8 billion USD 

with 2,9 billion players worldwide by the end of 2021 (Wijman, 2021). The average age of 
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video game consumers in the United States is 34, which is believed to be representative of other 

industrialized countries as well (Peter et al., 2020). The video game industry is not to be 

mistaken by the esports industry, which shares common ground and has a symbiotic 

relationship, but is significantly different.  Qian et al. (2020, p. 458) define esports as: 

“Electronic sports, competitive gaming, or organized video game competition”. Esports 

emphasizes the competitive and professional elements of video gaming (Reitman et al., 2020), 

whereas the video game industry also includes recreational gamers (Rykała, 2020).  

 

Poretski and Arazy (2017) found that video game developers can increase consumer purchase 

behavior in the video game industry by including aspects of co-creation with the designated 

community of a specific video game. Communities within the video game industry enhance 

product offerings and lead to an increase in sales. The user/developer community’s activity 

fully arbitrates the relationship between a firm’s community orientation and product sales. For 

example, by offering services such as an official modification toolkit, modding forums, guides, 

and tutorials; a video game developer is able to encourage the community’s co-production. 

(Poretski & Arazy, 2017) 

 

Jonson and Luo (2019) explain that video games can be ‘pre-ordered’ and ‘backlog purchased’. 

The pre-ordered version usually comes with a premium price as the consumers assure purchase 

before the release date, the backlog purchase comes with a lower price as consumers buy the 

product after the release date. Once the video game is in possession of the consumer, some 

developers give consumers the opportunity for cross-category purchasing (Li et al., 2019). This 

cross-category purchasing allows consumers to spend additional money in return for beneficial 

in-game items to improve the experience of the game. Most famous are the so-called ‘loot 

boxes’, which often include an element of chance and therefore could be seen as a form of 

gambling (Li et al., 2019). In recent years, there has been a significant increase in these loot 

box spending in the gaming industry making it an important stream of revenue with 78% of 

video game consumers having spent money on this phenomenon at least once (Zendle & 

Cairns, 2018).  

2.6 Theoretical Framework 

For this research, three distinct phenomena are considered to enhance our understanding of 

how a franchise reaches longevity despite signs of dislike from their community. These are 

retracted from the key literature that is presented in this thesis (Preece et al., 2019; Demirbag-
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kaplan et al., 2015; Kumar, 2018) and have been converted into a theoretical framework to 

supply an overview of the key elements that are discussed in the literature. The framework is 

displayed at the end of this chapter as Figure 1. 

 

The concept of brand longevity, studied by Preece et al. (2019), conveys factors that make a 

brand popular for a sustainable period. The conceptualized assemblage theory of DeLanda 

(2016) had been adapted by Preece et al. (2019) and states that in order for a brand to achieve 

longevity, three levels need to be studied in relation to each other. The macro-assemblage, or 

the socio-cultural context, the meso-assemblage level, also referred to as the brand stewards, 

and the micro-assemblage, also known as the formula. These three factors will be mentioned 

in the framework under ‘Brand Longevity’. 

 

Loyalty for disliked brands goes into what makes consumers stay loyal to brands even though 

they show signs of dislike. Demirbag-Kaplan et al. (2015) state four different reasons why 

consumers can remain loyal to a brand despite potential dislike. Inertia comes into play when 

a consumer is simply too indifferent to switch from suppliers or brands (Kahn & Schmittlein, 

1992). Feelings of nostalgia towards a product or brand affect customer loyalty. Lower 

economic factors prohibit consumers from switching brands (Dick & Basu, 1994). A lack of 

alternative brands or products plays a significant part in whether or not customers remain loyal 

to a particular brand (Gounaris & Stathakopoulos, 2004). These four factors will be mentioned 

in the framework under ‘Loyalty for Disliked Brands’. 

 

Understanding the value of customers is studied by Kumar (2018). The CVT had been created 

and the theory conveys three aspects that a firm needs to understand when evaluating their 

customers. The direct economic value contribution, which is the value of an individual 

customer to a firm or brand expressed by the net profit score of that customer. The depth of the 

economic value contribution, which is about the variety and inclusiveness of customer’s 

purchases. The breadth of indirect economic value contribution, which evaluates a customer’s 

indirect value, referring to the impact of positive, or negative, word-of-mouth or other forms 

of referral behavior. These three factors will be mentioned in the framework under ‘Customer 

Valuation’. 
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Figure 1, Theoretical framework (Preece et al., 2019; Kumar, 2018; Demirbag-Kaplan et al., 2015) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

18 

 

3. Method and empirical context 

This chapter literally kicks off with a discourse of the research context, which is FIFA, the 

football video game franchise. In this chapter, the nature of the qualitative approach will be 

addressed, which is thematic analysis. The methods for the sampling strategy and interview 

design are outlined, followed by a description of the data collection and analysis. Finally, an 

ethical review of the data collection is explained. 

 

3.1 Research Context – FIFA 

3.1.1  Fédération Internationale de Football Association 

The Fédération Internationale de Football Association, better known as FIFA, was founded in 

Paris on the 21st of May in 1904. The company was founded to supervise international football 

among Belgium, Denmark, France, Germany, the Netherlands, Spain, Sweden, and 

Switzerland. FIFA is headquartered in Zürich (FIFA, n.d.). As the ultimate administrative 

authority of football, FIFA governs all facets of the game: regulating the rules of play, 

overseeing the transfers of players internationally, organizing international competitions such 

as the FIFA World Cup, establishing standards for refereeing, coaching, and sports medicine, 

and encouraging soccer’s development around the world (Coelho et al., 2019). 

 

In recent years FIFA has become much more than an organization that regulates football, it 

became an enormous brand that is known all around the world. The reputation of FIFA has had 

its fair share of damage due to several big scandals involving money laundering, bribery, and 

violations of human rights (Coelho et al., 2019). The actions of the former president of FIFA, 

Sepp Blatter, have made the reputation of FIFA much worse as he has numerously been accused 

of bribery and corruption. During his time as president, FIFA has been accused of accepting 

money for choosing Russia and Qatar as host countries for the FIFA world cup (The 

Independent, 2016). Currently, FIFA’s integrity is being questioned more than ever because of 

scandals regarding human rights in preparation for the upcoming world cup of 2022 in Qatar 

(Coelho et al., 2019). 
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3.1.2  The FIFA video game franchise 

FIFA, in older versions known as FIFA Soccer or FIFA Football, shares the name of the actual 

football association and is a realistic football video game that has been annually produced by 

video game developer Electronic Arts (EA) since 1993. EA has a division that is specialized in 

the development of sports video games, called EA Sports, which are in charge of developing 

the game on an annual basis. Since a new version of the game is released every year, the 

differences in regards to visuals, gameplay, and audio are considered to be minor when 

compared to other game franchise productions. (Siuda, 2021) 

  

EA Sports has a contract with UEFA (Union of European Football Associations) that allows 

them to use the top of worldwide football exclusively for their video game. This provides FIFA 

with a competitive edge over their competition, since other football video games, such as Pro 

Evolution Soccer (PES), are not allowed to portray the top football teams in a realistic manner 

(Electronic Arts, 2021). FIFA consumers consider the licenses that the FIFA franchise holds, 

which allows them to use the original names, logos, stadiums, and colors of a football club, a 

true advantage compared to the other football video games (Siuda, 2021). The benefit of FIFA 

to create a realistic scenario with actual names creates a clear resemblance to the real football 

matches (Zagala & Strzelecki, 2019). 

 

The game has seen introductions of several different game modes throughout the years. For 

example, instead of sticking to the friendly matches or tournaments mode, alternative modes 

have been introduced that allow consumers to play the role of the manager of a team or as an 

individual athlete in a team. Also, online multiplayer provides several modes to compete 

against different consumers or friends at any place at any time in the world from your gaming 

device at home (Siuda, 2021). For those who want to challenge other players online, there are 

several modes and the most popular and extensive is the FIFA Ultimate Team (FUT), presented 

for the first time in FIFA 09 (Siuda, 2021). 

  

FUT is the most prominent game mode for online competition amongst consumers of the FIFA 

video game. The goal of FUT is to create the best possible team from scratch consisting out of 

top individual athletes that are acquired throughout the so-called unpacking of bronze, silver, 

and gold packs (Siuda, 2021). These packages are considered as a ‘pay-to-win’, which means 

that FUT is a type of game mode in which it is possible to pay to advance in the game (Zendle 
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& Cairns, 2018). For example, a FIFA consumer can buy FUT packages for real-world currency 

or acquire them through playing the game for an extensive amount of time. These packages 

then contain in-game athletes that they can use within their personalized fictional football team. 

The season of FUT starts right at the release of the new FIFA game every year and the cycle 

ends at the release of the next game. Stimulating consumers to start the process of investing 

time and money in their FUT team all over again (Siuda, 2021). 

 

Zagala and Strzelecki (2019) explored aspects of behavior and motivation of gamers in football 

game series. Their research showed that most of the respondents had a strong preference for 

the FIFA series when it comes to football video games. The majority of the respondents 

indicated that they play the game at least one hour per day. More than half of the respondents 

treat playing FIFA as a hobby and said that it helped them to reduce stress levels. Finally, most 

respondents were aware of esport opportunities within football-related video games. However, 

only a marginal percentage of them had participated in actual tournaments, and most of them 

had watched it streamed live online. (Zagala & Strzelecki, 2019) 

3.1.3  Reviews by the Critics 

Top Critics such as IGN, NME, Eurogamer, GamesRadar+, Metro GameCentral, and PC 

Gamer share mixed thoughts about recent editions of FIFA. As some critics share positive 

aspects of the video game, almost all of them sketch a form of repetitiveness in the product. 

Table 1 shows an overview of reviews on the most recent edition of the franchise; FIFA 21. 

 

Name Critic Review 

IGN “In what’s become a disappointing theme for sports games, in general, this 

year, FIFA 21 takes small steps in improving its core on-the-pitch play, but 

largely underwhelms off of it, providing very few big changes this time 

around.” 

 

NME “EA's soccer sim has been going through the motions for years now. Ever 

since FIFA 14 launched, it's been hard to shake the sense each new entry 

has acted as a barely reskinned version of its predecessor.” 
 

Eurogamer “Fun football with plenty of goals, but the grubby business of selling loot 

boxes lets the side down.” 
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GamesRadar+ “The moment-to-moment action may be better than last year's game, but 

this is nothing more than a glorified roster update. Only Career Mode fans 

have reason to celebrate.” 

 

Metro- 

GameCentral 

“Probably the most innovative FIFA in years, that leaves the door open for 

further improvement in the next-gen – even if the grim shadow of Ultimate 

Team is never likely to leave.”  

 

PC Gamer “FIFA 21 fixes some on-pitch issues, though it stops short of giving the 

series the meaningful overhaul it needs.”  

Table 1 Overview of major game critics on FIFA 21 (Retrieved from OpenCritic on 19-04-2020). 

3.1.4  FIFA Versus the Alternative 

Because FIFA releases a new edition of their football game every year, innovations in these 

‘new’ games are prone to the interpretation of the consumers and critics. Metacritic is a website 

where public reviews of movies, books, music albums, TV- shows, and video games are 

bundled and displayed. Santos et al. (2019) showed that there is a difference in reviews on 

Metacritic between so-called experts and amateurs. Stating that amateurs provide a more 

polarized rating whereas experts are more nuanced (Santos et al., 2019). This becomes apparent 

when the FIFA 2021 reviews on Metacritic are analyzed as well. The ‘User Score’ is based on 

1834 ratings of amateur reviewers and scores FIFA with an average of 0,8 out of 10. Metascore 

on the other hand scores the game much higher, based on 62 critic reviews of experts, the game 

received a score of 7,2 out of 10 (Metacritic, 2020a). To provide a context here, the FIFA 

ratings from Metacritic are compared to FIFA’s main competitor, Pro Evolution Soccer (PES). 

Both reviews are from the PlayStation 4 console reviews because these have the greatest 

sample sizes. Even though PES 21 has significantly fewer reviews than FIFA, it scores a 5,6 

on User Score with 177 amateur ratings and 7,3 on Metascore with 27 critic reviews 

(Metacritic, 2020b). More of these comparisons can be found in table 2. 
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Game Title User Score (0-10) Number of 

Responses 

Metascore Number of 

Reviews 

FIFA 21 0.8 / 10 1834 7.3 62 

PES 21 5.6 / 10 177 7.2 27 

FIFA 20 1.2 / 10 3526 7.9 62 

PES 20 7.6 / 10 1189 8.2 54 

FIFA 19 2.0 / 10 979 8.3 67 

PES 19 6.4 / 10 1189 7.9 56 

FIFA 18 3.5 / 10 1056 8.4 68 

PES 18 7.2 / 10 346 8.3 53 

Table 2 Overview of Metacritic (Retrieved from Metacritic on 17-03-2021) 

When the total sales of FIFA and PES are compared it is clear that the ratio of unit sales between 

the two games is now a staggering 22:1, respectively (Noel, 2019). The number of copies sold 

of four recent versions of the two franchises can be seen in Table 3 below. 

 

Game Title Copies Sold  

FIFA 19 12.200.000 

PES 19 550.000 

 

FIFA 18 16.260.000 

PES 18 1.000.000 

 

FIFA 17 17.020.000 

PES 17 1.260.00 

 

FIFA 16 12.820.000 

PES 16 1.560.000 

Table 3 Sales comparison FIFA & PES (retrieved from Sports King on 17-03-2021) 

3.1.5  Case Selection 

FIFA was deemed as a strong case for our study because it conveys a franchise with a long 

history. The franchise is also one that has been strongly criticized in recent years. Our study 

chose to engage with FIFA because we felt that consumers of this franchise would be able to 

supply data that would enhance an overall understanding of brand loyalty, brand longevity, and 



 

23 

 

the financial consequences of such a relationship. Therefore, we believe that it represents a 

compelling case that would add understanding to the nature of such a relationship between 

consumer and brand. Furthermore, we believed that a study on experienced FIFA consumers 

would contribute to developing an understanding of how these gamers view their role, 

motivations, behavior, and value in this continuous consumption and commitment with the 

franchise. Prior to the study, we had access to a relatively large sample size of participants that 

met the requirements of being valuable for our study, this enhanced the decision for our study 

because we were confident to supply a sufficient sample size of interviews. 

3.2 Methodology 

3.2.1 Research Philosophy  

It is essential to be familiar with the methodology and methods of any research, but the 

underlying philosophy and assumptions in any study are equally important to understand how 

researchers viewed and analyzed the data. This underlying philosophy is referred to in this 

thesis as the ‘research philosophy’ and it is mainly defined by two constructs: Ontology and 

Epistemology (Easterby- Smith et al., 2018). 

 

Ontology consists of the researcher’s assumption about the nature of reality and existence 

(Easterby-Smith et al., 2018). It must be understood that qualitative research is a craft and that 

there is no single way of undertaking the viewing and making sense of the data derived from 

this thesis. Within qualitative research, discussions and debates about concepts focus less on 

issues of data and measurement, and more on semantics and meaning (Goertz & Mahoney, 

2012). We consider that a relativistic scope would fit our research the best, relativism denies 

one universal interpretation and argues that meaning is created subjectively by individuals 

(Smith, 2008).  

 

Epistemology describes how information is generated in terms of how a study enquires the 

physical and social world. Epistemology consists of two contrasting views on knowledge 

generation: positivism and social constructionism, two terms that are opposite from each other 

(Easterby-Smith et al., 2018). Easterby-Smith et al. (2018) embraced social constructionism as 

the most fitting view of epistemology. Because our thesis collects perspectives and experiences 

through qualitative methods, we aim to uncover a more widespread understanding of the 

underlying phenomenon (Saunders et al., 2009). Being a consumer of the FIFA franchise is 
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rather socially constructed because the experience and activities differ from each individual. In 

short, the people that buy and play FIFA are responsible for shaping their experience through 

interpretation of the game, the franchise, and their relationship with the brand. 

3.2.2 Research Approach 

By addressing the purpose of this thesis, which is to focus on developing a broader 

understanding of brand loyalty, we aim to fill gaps in the existing knowledge of brand 

longevity, loyalty for disliked brands, and the CVT. Our study considers an exploratory 

approach as a suitable way for our research to generate findings and insights for a topic and 

phenomenon that requires further qualitative research in currently unexplored markets.  

 

To be able to answer the research question, it is necessary to choose a methodological framing 

that would fit our theoretical topic (Easterby- Smith et al., 2018). To explore how FIFA attains 

such longevity, and why consumers remain loyal to the franchise, an inductive approach was 

followed to fulfill the purpose set in this thesis. The inductive approach, otherwise known as 

inductive reasoning, begins with the observations and theories that are proposed towards the 

end of the research process as a result of observations (Goddard & Melville, 2004). Inductive 

research involves the search for patterns from observation and the development of explanations 

for those patterns (Bernard, 2011). In general, the choice for an inductive approach is often 

linked with qualitative methods of data collection and data analysis (Goddard & Melville, 

2004).   

3.3 Methods 

3.3.1 Data Collection  

As all primary data originates from qualitative research, our research exclusively relies on data 

in a non-numeric form, which means that we need to contextualize what the data means and 

how to make sense of the content (Easterby-Smith et al., 2018). Our thesis chose to perform a 

qualitative approach in the form of thematic analysis to guide the collection and analysis of the 

data (Clarke et al., 2015). This methodology is often performed in social sciences and has been 

applied in existing research within the gaming industry (McLean & Griffiths, 2013). Thematic 

analysis fits our research because it rejects the possibility of discovering universal meaning 

(Clarke et al., 2015). This is aligned with the research question set out for this study, which is 

to seek clarification about continuous and doubtful loyalty to FIFA. Thematic analysis is a 

method of analyzing qualitative data and is usually applied to a set of texts, such as interview 
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transcripts. During the analysis, we examined the data to identify common themes, topics, and 

patterns of meaning that come up repeatedly (Joffe, 2012). 

 

Considering the exploratory nature of this study, qualitative methods are most suitable for 

gaining a deeper understanding of the relationship between the FIFA consumers and their 

loyalty to the franchise (Papista & Dimitriadis, 2012). Qualitative methods have proven to be 

suitable not just because there is limited knowledge on the aforementioned subjects, but 

primarily because these methods allow researchers to gather detailed data from participants. 

The semi-structured interview method provides space for other related topics and valuable 

additions that arise during the sessions with the participants (Patton, 2014). 

3.3.2  Sampling Strategy  

Only one selection criterion has been enforced, which is that all participants have been 

consuming the FIFA games for a minimum of five years. The minimum of five years was 

chosen because Wansink (2003) wields this life span as a criterion for ‘loyal’ customers and 

setting the minimum on five years still allowed us to realize the desired 20 participants. First, 

participants were selected within the network of the researchers. Then these participants were 

asked if they know any other potential participants. Snowball sampling has been proven to be 

suitable for attaining participants that otherwise would have been difficult to sample 

(Goodman, 1961). Our research indented to conduct interviews with 20 participants and 

succeeded in doing so. 

3.3.3  Interview Design  

We conducted 20 interviews in the period of April 23rd to April 28th. All interviews were 

conducted using a mobile phone. A call, on speaker, was made via the use of the WhatsApp 

Messenger application. Using a laptop, the interviews were recorded with a stock recorder that 

the laptop provided. The interviews were held one on one and lasted between 28 and 37 minutes 

each. Our research used purposeful sampling to ensure that each participant could freely 

articulate the questions of the interview (Creswell, 2017). Each of the participants had five or 

more years’ experience being a consumer of the FIFA franchise. A sample size of twenty was 

deemed appropriate to capture an adequate amount of data from each aspect of the gaming 

industry as well as from its consumers (gamers), which is in line with Clarke et al. (2015). 

Among the participants, all had a Dutch nationality and were aged between 18–35, our study 
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spoke with 20 males and 0 females. Our thesis had no female participants as snowball sampling 

coincidentally resulted in all participants being male. 

 

Participant Date Length 

1 23rd of March 2021 33 minutes 

2 23rd of March 2021 31 minutes 

3 23rd of March 2021 37 minutes 

4 23rd of March 2021 29 minutes 

5 24th of March 2021 34 minutes 

7 24th of March 2021 31 minutes 

8 24th of March 2021 28 minutes 

9 24th of March 2021 37 minutes 

10 24th of March 2021 37 minutes 

11 24th of March 2021 35 minutes 

12 25th of March 2021 29 minutes 

13 25th of March 2021 27 minutes 

14 25th of March 2021 30 minutes 

15 26th of March 2021 28 minutes 

16 26th of March 2021 37 minutes 

17 27th of March 2021 34 minutes 

18 28th of March 2021 31 minutes 

19 28th of March 2021 29 minutes 

20 28th of March 2021 32 minutes 

Table 4 Baseline characteristics of participants (n = 20)  

 

We determined the interview outline by consulting relevant literature, seeking experts’ 

opinions, and selecting one experienced FIFA gamer for a test interview. The final interview 

outline started with an introduction that consisted of eight questions that were designed to 

introduce the topic and make participants feel comfortable, the data of these answers was not 

collected as the questions were not aimed at the research. After the introduction, 33 questions 

had been created that aimed to gather motivations, drivers, emotions, and perspectives of the 

relationship between the participant and the FIFA video game franchise.  
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The main interview questions posed to the participants were designed to answer:  

(1) What is your general perception and understanding of gaming?  

(2) What role did FIFA play in your youth, and did it affect your youth?  

(3) What is your knowledge and feeling towards alternative football video games?  

(4) What is your opinion about the FIFA video game franchise?  

(5) What is your opinion and reflection about the financial consequences that playing FIFA 

holds?  

(6) Does referral play a role in stimulating you to play or consume?  

3.4 Data Analysis  

3.4.1 Content Analysis  

For the analysis of the qualitative data that we collected by means of semi-structured 

interviews, several different possible approaches exist (Easterby-Smith et al., 2018). An often-

used analysis technique for textual data, such as interview transcripts, is content analysis (Hsieh 

& Shannon, 2005). To make the analysis fit in with our research purpose, research approach, 

and research philosophical stance, we clarify the reason as to why we chose to perform a 

content analysis below. 

 

Content analysis is an appropriate method for filling gaps of existing literature that require 

further understanding and are in need of clarification (Hsieh & Shannon, 2005). Content 

analysis is often used to investigate aspects beyond mere physicality, aspects that are cannot 

be described nor explored solely through observations (Krippendorff, 2012). Content analysis 

has been previously used to find reasons for a disrupted relationship between the consumer and 

the brand (Demirbag-kaplan et al., 2015) and to analyze auxiliary documents for understanding 

brand longevity (Preece et al., 2019).  

 

Therefore, the use of content analysis fits our thesis by contributing to the already existent 

knowledge of brand longevity, loyalty for disliked brands, and the customer valuation by 

applying it to an experienced franchise to its occurrence in the specific case of FIFA. As our 

research question aims to uncover a deeper understanding of how consumers of the FIFA 

franchise experience their relationship with the brand, and also, what this means for both 

parties. Our study relies on external observation, personal motivations, and experiences 

through the analysis of the user’s narratives. Also, the conduction of content analysis would 
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enable our study to minimize the complexity of data by grouping the data into codes and 

categories to create meaning to derive conclusions and meanings (Elo & Kygnäs, 2008). 

 

The complete data of our data collection conveys a total of 609 minutes of recorded audio from 

the 20 interviews. The data needs to be categorized in a structured and logical way, without 

losing direction and focus in the multitude of data on what is important and interesting for our 

stated research purpose. Following the approach of content analysis, we examine the collected 

data for the presence, meaning, and relationship of main ideas and concepts that are suitable to 

answer our research question (Easterby-Smith et al., 2018). Because this type of analysis is so 

largely influenced by the perspective of the researcher, the choice of content analysis is a risky 

one. The outcome for this method of data analysis received meaning through personal 

interpretations of the data (Elo & Kygnäs, 2008). Therefore, it bears the possibility that 

researchers do not fully comprehend the data and might not able to identify all important 

categories of analysis (Hsieh & Shannon, 2005). 

3.4.2 Analysis Report  

Within 24 hours of each interview, the recording was transcribed and later coded via Microsoft 

Excel. We read through the transcripts multiple times to make sense of them as a whole to 

reach immersion (Hsieh & Shannon, 2005). We independently reviewed the interviews, 

summarized and extracted meaningful statements, and formulated the themes present. We came 

up with several codes and discussed them openly with each other to make sure we understood 

each other’s point of view, and more importantly, that the codes were related to the research 

question. We continuously reviewed codes of the same sections of a transcript and compared 

the results to see what the intercoder reliability is (Easterby-Smith et al., 2018). After reaching 

an understanding of the final codes, we generated sub-categories that matched the purpose and 

question of our research. These sub-categories were then grouped into categories according to 

their theme and meaning. Finally, these categories were then linked to the main categories and 

allowed us to answer our research question.  

 

3.5 Research Ethics 

This study was reviewed and approved by a thesis supervisor of Jönköping University. All 

participants were informed about the execution of the interview and were asked if they felt 

comfortable having their voices recorded. As some participants preferred not to be filmed, this 
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research actively tried to make participants feel as comfortable as possible by conducting the 

interviews audio-only. We assured participants that there will be no academic misconduct and 

that the recordings of the interviews were stored according to GDPR guidelines. Lastly, to 

safeguard validity, reliability, and objectivity, the trustworthiness model introduced by Guba 

(1981) was studied and practiced. 
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4. Empirical findings 

In the following chapter, the findings of the 20 conducted interviews are presented. Following 

the content analysis, themes and categories are exhibited, which have developed during the 

interview conduction, during post-discussions as well as based on existing knowledge. 

Furthermore, this chapter presents the analysis of the findings that have emerged from the 

content analysis in light of following our research purpose and answering our research 

questions. The analyzed findings thereby build the basis for our conclusion in the subsequent 

chapter.  

 

In accordance with the thematic analysis and to answer the research question of how is FIFA 

enables itself to attain such longevity, despite receiving strong critics on their annual products. 

Ultimately, we created three different themes that help to give clarity and structure of how the 

codes have been interpreted by the researchers of this thesis (Braun & Clarke, 2006). Certain 

quotes had been linked with each other to create sub-categories, these are combined or 

interpreted to create generic categories. The three diagrams are displayed as Figure 2, Figure 

3, Figure 4, and are the basis of this chapter: 

 

Figure 2: A diagram of the drivers of the industry image, a diagram that describes what drivers 

have been identified to shape the perception that consumers of FIFA have about the FIFA 

industry. 

 

Figure 3: A diagram of consumer drivers for loyalty, a diagram that our study identified as the 

six major reasons why consumers of the FIFA franchise are loyal to a brand. 

 

Figure 4: Figure 4, Diagram of the types of value contributions towards the FIFA franchise, a 

diagram that describes three types of value that consumers of FIFA contribute towards the 

franchise. 
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Figure 2, Diagram of drivers of the industry image 
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Figure 3, Diagram of consumer drivers for loyalty 
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Figure 4, Diagram of the types of value contributions towards the FIFA franchise
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4.1 Drivers of the industry image 

This chapter describes certain drivers that shape the image that participants hold of the 

overall industry in which FIFA operates. The findings that had been identified from the 

content analysis share how the FIFA community feels about both playing video games in 

general, and FIFA. Next, the attitude of the developer and the absence of a ‘true’ competitor 

has been analyzed. The structure of this analysis is guided by the logic of the findings 

demonstrated in Figure 2.  

4.1.1 Attitude towards playing video games 

The generic category ‘Attitude towards playing video games’ can be divided into two sub-

categories, namely ‘video games are a distraction’ and ‘gaming is a pastime’. This shows the 

participants' general attitude towards gaming as a practice is associated with a positive sense 

of distraction. Participants widely mentioned that playing video games is a moment of 

relaxation where there is a minimal experience of tension.  

 

"It gives me relaxation after work. I'm trying to get that out [...] a little distraction, switch off" 

(P3) 

 

"A switch-off moment. There is tension when you play with friends. Hard to put into words. 

Nice to do." (P9) 

 

The participants consider it to be a fun activity that is used to pass time. Our study identified 

that participants agreed that playing video games is perceived as a moment where they can 

‘switch off’. Also, the image of gamers in general is being perceived as something more 

popular, which is still improving.  

 

"Gaming is a nice way to pass the time" (P19) 

 

“Also, increasingly positive. Until about 10 years ago it was perceived as something only for 

nerds. But nowadays that is, with all esporters and such, it is becoming more and more popular. 

I think it has more prestige.” (P10) 

 

"Yes, I like to play now and then, just don't think about anything. Nice pastime." (P4) 

 

"Gaming is something I do to pass the time" (P8) 

 

4.1.2 Attitudes towards the product 

The ‘Attitudes towards the product’ is constructed out of the two sub-categories ‘FIFA is a 

social interaction’ and ‘FIFA is frustrating’. Positive and negative associations can be signified 
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here. Positive attributes are largely associated to social benefits as participants acknowledge 

that playing FIFA grants them the opportunity to play with friends or online against random 

opponents. Conclusively, the participants see consuming FIFA as a practice that impacts their 

social environment in a positive way. Some participants even mention that they made new 

friends as a result of playing FIFA.  

 

 “I love a game session from time to time. Especially the social aspect. Playing online with 

your friends, that’s what makes it more fun for me than playing alone.” (P10) 

 

“Buy games like FIFA with the whole group of friends every year and play after school. I think 

it is part of education, everyone grew up with it. It is part of my childhood and I also made a 

few friends thanks to gaming that I am still in contact with.” (P13) 

 

“Gaming is the ideal way of being socially active whilst spending time in a playful and fun 

way.” (P7) 

 

The flip side of the perception of the product is that the internal elements of the game are cause 

for frustration with most participants. For example, the bad servers and the pay-to-win element 

that is present in the FUT gameplay, are reoccurring when participants are asked what it exactly 

is about the game that makes it frustrating. Participants occasionally showed no mercy for the 

product as they felt that FIFA was a bad game that was actively trying to ‘screw them over’. 

 

“It's a bit of a love-hate relationship […] I often found that I find it more frustrating than fun, 

so that also means that I don't play it often anymore.” (P19) 

 

 “FIFA is a shit game that screws over the player” (P20)  

 

“The gameplay and bad servers can be frustrating” (P3) 

 

“Playing FIFA is often super frustrating” P10 

 

4.1.3 Attitudes towards the developer  

 With regards to the attitudes towards the developer (EA), this section defined two sub-

categories. First, EA was identified by all the participants as the lead developer of sport video 

games. All participants knew the company to some degree. All participants were aware that 

EA was the developer of FIFA and some other sports games, EA was generally perceived as a 

large organization that is heavily linked with sport and video games. 

 

“EA is an American company that produces sport video games.” (P18) 
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“EA makes sports video games; I have a positive image about them” (P13) 

 

Second, the participants' impressions about EA varied, however, there was a sense of consensus 

about the company focusing too much on making money rather than creating a good game. 

These feelings are strengthened with every new release of FIFA in which FUT has such a 

prominent pay-to-win element that deranges the balance of the skill-based competition. Our 

study identified that almost all participants shared similar feelings that the developer of FIFA 

cares more about the money that the game generates than the actual quality or content of the 

game. 

 

“Awful company that only cares about money and making their customer buy packs and 

making a profit” (P3) 

 

“I think that far too much money is currently being made on FUT and that this is only being 

stimulated and that it is at the expense of the gameplay. […] All promotions are purely based 

on making as much money as possible. The times when those promotions are activated are only 

becoming more and more frequent. Black Friday, pre–Black Friday, they use every moment to 

make more money and in my view, that will be at the expense of the entertainment of the game. 

Because you run into very unrealistic teams and it is more about who can pay the most rather 

than who has the best skills and I think that's a shame.” (P7) 

 

“Over the years it has really only started to revolve around money. Sure, I still play it because 

I like it, but they are screwing it up as well.”  (P14) 

 

“Started as a fun game and eventually turned into a very big commercial thing. So that it is no 

longer about the game and only about the money.” (P1) 

 

4.1.4 Absence of competing products 

Lastly, our study identified that almost all participants had the perception that the sector of 

football video games has an absence of competing products. Nearly all participants claimed 

that FIFA’s competitor, PES, is not a real alternative in their opinion. The competitor’s game 

lacks distinct qualities that in the participant’s mind are a condition in order for a game to even 

be considered. PES is widely believed to lack a proper online community, making them inferior 

to FIFA. Next, PES is believed to have lost licensing with football clubs, meaning that PES, 

contrary to FIFA, is not allowed to portray the actual names, logos, or shirts of the football 

clubs that they like. Last, participants mention that PES lacks a variety in their offering of 

‘game modes’, meaning that their game is insufficient and cannot be seen as a worthy 

competitor. 

 

“All my friends play FIFA so I don't feel like playing PES alone” (P14) 
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“I can't imagine anyone would choose PES” (P20) 

 

“PES is in my opinion too late with the online gameplay, so they have missed the boat a bit. I 

would immediately buy PES if PES had an Ultimate Team game mode without that whole pay-

to-win element.” (P16) 

 

“PES lacks proper games modes; I wouldn't be willing to switch to PES for FIFA” (P7) 

 

With the alternative games being deemed insufficient, FIFA is currently enjoying a monopoly 

on the football video game sector. Participants widely agree on the perception that FIFA is the 

only relevant player on the market. 

 

“FIFA is the only football game with proper licensing to hold names of clubs and players” 

(P16)  

 

“The online community makes FIFA the only relevant player in the market” (P18) 

 

4.2 Consumer drivers for loyalty 

Our findings identified six variables that were formulated as reasons why consumers of the 

FIFA franchise stay loyal to the brand. The structure of this analysis follows the logic of the 

findings demonstrated in Figure 3. The reasons are categorized as addiction, social dependency, 

habit, co-creation, limited alternatives, and nostalgia. Where relevant, we define the generic 

categories that are formulated by us specifically for this research context. 

4.2.1 Addiction  

For ‘Addiction’ there once more are two elements that form the basis for this sub-category. For 

this research, we have defined addiction as an undesired need to keep behavior in place that 

has unpleasant results in the short or long term. The data shows that the product, FIFA, is 

perceived to have characteristics that work in an addictive way. This appears to keep 

participants playing the game, and in some cases spend significant amounts of money on it, 

against their better judgment.  

 

“Fun game to play and they make it so attractive that you can't stop playing it” (P9) 

 

“When the game goes well and you win a lot, it is just so addictive that you can't stop playing” 

(P3) 

 

“Sucks, because you build up to your dream team all year round and you set up the team the 

way you want, you also put money in there and sometimes that is 200/300 euros and you have 

to start all over again. I think that sucks, yes. And yet everyone does. And I think there is a bit 
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of addiction involved, the packages and the goals or winning matches, there is a certain feeling 

involved. And yet everyone continues to buy it and I am also surprised.” (P4) 

 

“If you lose a game, you get the need to win a game, and that makes me play again and again” 

(P10)  

 

Another reason that the participants continue investing both time and money in FIFA is that 

some parts of the gameplay involve gambling. This element of chance that comes to play when 

consumers spend money on in-game purchases has an addictive effect, according to most of 

the participants.  

 

“That feeling of opening packs and building a team, I think that's very, you could almost say, 

addictive.” (P7) 

 

“Buying packs is addictive and I have never been rewarded by getting a good player, NEVER!” 

(P1) 

 

“I have invested a lot of money on gambling on packs” (P4) 

 

4.2.2 Social Dependency  

Social dependency is in this research context defined as the degree to which FIFA consumers 

are depending on their social environment in order to stimulate or be stimulated by, their peers 

to consume FIFA. The socializing effect of gaming was mentioned before, however, 

participants argue that a big factor of why they play FIFA in particular, is because their friends 

play it as well. This social dependency keeps them purchasing FIFA because they feel that they 

would leave friends behind if they would switch to a product where friends are not present. 

 

“Not being able to play with friends online would be the biggest obstacle” (P19) 

 

“I play FIFA because my friends play FIFA” (P14) 

 

“If I would play PES, it would mean that I play alone without my friends” (P9) 

 

“If everyone around me is playing PES I think I would too. Although I don't necessarily play 

FIFA with friends online, I do talk about it with friends.” (P10) 

 

4.2.3 Nostalgia 

Nostalgia, in the context of FIFA, is described as a sentimental longing for specific video game 

experiences in a past period. Most participants have vivid memories of playing FIFA when 

they were younger. Many remember the game to be better during their youth. These childhood 
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memories are savored and cloud participants’ judgment in relation to their feelings regarding 

FIFA. 

 

“I remember playing FIFA four many hours when I was a kid, very good memories” (P19) 

 

“Yes, that is youth sentiment. I've been playing FUT since the beginning when it just came out 

in 2010.” (P12) 

 

“FIFA 15 used to be less competitive, it was just more fun, a lot more fun. Because it was not 

competitive at all and it was usually less online play and more among friends. And then you 

came home from playing football and then we started playing FIFA. That was much more fun 

than how it is now I think.” (P11) 

 

“Yes, especially with friends because I didn't have it at home myself. Good memories of 

sleeping over at friends and then playing FIFA tournaments all night long” (P5) 

 

This linkage to the past is even defined by participants as being nostalgic. Some mention 

specific attributes of the music to remember them of these “good times”, whenever they hear a 

specific FIFA soundtrack that reminds them of their youth it makes them reminisce. 

 

“Playing FIFA brings a sense of nostalgia because I played it when I was younger” (P17) 

 

“FIFA always had great songs in their playlist, I always like it when I hear such a song on the 

radio, it is almost nostalgic” (P19) 

 

4.2.4 Limited alternatives 

The absence of viable alternatives, in the participants' opinions, comes into play as well when 

the motivations for brand loyalty are dissected. First off, knowledge of what the competitor 

exactly offers and for what price is very limited, and in some cases even not present at all. 

Participants assume that characteristics, like the price, of the alternative are equal to FIFA and 

that the game-play is worse, without actually having tested these elements themselves.  

 

“I don't know much about PES; I would have to search on YouTube to watch videos on what 

the game has to offer” (P6) 

 

“Now I'm not considering switching to PES at all. I can only remember from the past that they 

did not have those rights to use the names and stadiums. I actually don’t know if that is still the 

case.” (P10) 

 

“I don't know much about PES, aside from PES I don't believe there to be other football games” 

(P16) 

 

“I have never played PES” (P13) 
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Despite the lack of sufficient knowledge regarding FIFA’s competitor PES, most participants 

do rule it out as a future option to consider. Varying from specific game characteristics to a 

licensing issue, participants have different reasons why they perceive FIFA to be superior to 

PES. 

 

“Alternative football games don't have FUT, so I don't want to leave that game mode behind” 

(P18) 

 

“The fact that PES missed out on the official license of the clubs would be an obstacle in 

switching from FIFA” (P20) 

 

“I wouldn't even switch to PES if the game was free” (P5) 

 

4.2.5 Co-creation 

We explain ‘co-creation’ for our thesis as the in-game ability to interact with and develop 

specific elements, of the game according to the players' desire or vision. A reason for 

participants to repurchase FIFA after they spend time and money on the ‘old’ edition for one 

year is because it enables them to start over again on FUT. This sense of co-creation is 

perceived as a unique and fun element to the game that enables consumers to shape their dream 

team every year. Starting over after a year is considered to be a fun new challenge on a leveled 

playing field.  

 

“Ultimate Team allows me to make my own team, which is something I really like about the 

game” (P7) 

 

“I really like Ultimate team because it allows me to build my own team” (P5) 

 

“Fresh start with a new team. The challenge of starting all over again.” (P9) 

 

4.2.6 Habit 

Finally, we define a ‘habit’ as a practice or tendency that has become routine over a period of 

time and which is repeated without further contemplation. Participants acknowledge that 

purchasing FIFA has gained a habitual nature. Seeing it as an ongoing process that they 

participate in every year (with their friends). For some participants, it is not even a question 

anymore whether or not they will buy the new edition every year.  

 

“Buying FIFA is just something I do every year; it is more like a habit to me now” (P6) 

 

“I've bought FIFA for many years now; I don't even think about it, to be honest” (P9) 



 

44 

 

 

“I'm not so into change. I am always open to it of course. But it is difficult to say, you have 

been playing FIFA for 6 years and that is the habit. I do not want to switch to PES myself.” 

(P3) 

 

“Trying an alternative is not an option because consuming FIFA is something I've done for 

years” (P13) 

 

Figure 5 conveys an imaginary summary of our findings with regards to consumer drivers for 

loyalty to FIFA. It supplies an overview of the six drivers that our study identified as reasons 

with regards to why these consumers purchase and play FIFA on a yearly basis. 

 

 

Figure 5: Consumer drivers for loyalty 

 

4.3 Types of value contributions towards the FIFA franchise 

Our findings identified three variables that were determined as a valuable contribution towards 

FIFA with respect to the customer. These variables are mentioned as referral value, monetary 

value, and consumption value. The types of value that had been identified are based on the 

criteria of adding value to the success of the FIFA franchise. The structure of this analysis 

follows the logic of the findings demonstrated in Figure 4.  
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4.3.1 Referral value  

Referral value in this research refers to the behavior of consumers that brings FIFA, positively 

or negatively, under the attention of their direct social environment through either physical or 

online interactions. The different amounts of referral value within the data sample consist out 

of two aspects, social media behavior and physical WOM. Whereas some participants are 

actively following FIFA on all channels, others rely on their social environment to stay updated 

regarding FIFA. Thus, increasing the importance of this WOM behavior. The intensity and 

frequency with which participants share FIFA-related content on their own social media vary. 

 

“I shared a video on social media when I got Ronald Koeman in a pack” (P20) 

 

“Me and my friends frequently share content about FIFA on social media” (P6) 

 

“We created a separate WhatsApp Group chat just for FIFA” (P7) 

 

“I can image that content on social media about FIFA would stimulate me to play the game 

more often” (P18) 

 

Besides participants staying updated by their friends with regards to FIFA news, these social 

groups also impact each other’s consumption behavior directly. In the case of FIFA, 

participants mention that messages are actively shared among friends. Furthermore, 

participants like talking about FIFA in their direct social environment, where topics mostly 

revolve around FUT. Most participants state to be affected when they hear or see content about 

FIFA, some participants mentioned that it stimulated them to engage with the game. Therefore, 

referral value has been openly shared by consumers to have a direct relation towards their 

consumption behavior, whether it be playing the game or committing additional in-game 

purchases. 

 

“Talking about FIFA makes me want to play the game. When friends tell me that they got a 

good player in a FUT pack, I notice that I'm eager to buy a pack” (P7) 

 

“I would talk with my friends about players that I would like to have in my team” (P15) 

 

“Yes, if one of my friends has bought better players, then you want to spend more money as 

well because you think, I also have a small chance of packing a good player. And that's what 

makes it so attractive.” (P9)  

 

“I would openly talk with friends about buying and selling players to shape my team.” (P14) 
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4.3.2 Monetary value 

Our study identified the monetary value contribution as the amount of money that a FIFA 

consumer spends towards products or services of the franchise. In this case, monetary value is 

built up by the annual product purchase and possible cross-category purchases through the 

consumption of FUT packages. Participants mentioned that these are the two ways in which 

they spend money on FIFA. When it comes to solely product purchasing, the participants vary 

significantly. All participants shared that the initial purchase of FIFA costs 60, which most are 

willing to spend every year. However, some participants stated that they share the game, and 

thus divide the costs with friends, making the purchase less valuable for FIFA as the 

contribution per person decreases. 

 

“I only spend 60 euro each year on the initial purchase of the game” (P2) 

 

“I try to skip one edition of the game each year, so spend 60 euro every two years on FIFA” 

(P16) 

 

“I share FIFA with my flat mate, so I spend 30 euro each year to buy the game” (P15) 

 

With regards to cross-category purchasing, some participants principally refuse to spend 

additional money on the game whereas others spend varying amounts on FUT packages every 

year. Participants mentioned that FUT is the only game mode where they commit cross-

category purchases. The competitive FUT consumers argue that in order for a player to compete 

with the top tier players, spending additional money on FUT packages is a must. Differences 

between supplementary spending differ per participant from 100 EURO to 3500 EURO in a 

single year. Lastly, some participants mentioned that the presence of friends plays a role in 

their purchase behavior. Some shared there is a sense of competition with friends that makes 

participants more likely to invest money in order to either match or beat their team. 

 

“Last year I spent about 120 and 140 euros on packs. About 300 the year before and 3 years 

ago I spent 3500 euros on packs” (P5) 

 

“If I don't play FIFA for 2 weeks now, and they release some promotional FUT cards in the 

meanwhile, then I will be so much behind compared to the rest that I have to spend money on 

extra FUT cards to make up for that. Because everyone has gotten better athletes in their 

teams.” (P1) 

 

“As expensive as you make it yourself, it will cost you 70 euros once. But it is also more peer 

pressure, if your friends all spend extra money on it, you will automatically put money in it 

yourself.” (P5) 
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“You start to challenge each other and say their team is worse. And you try to build the best 

team compared to your friends. It is always a bit of a struggle who has the best team.” (P13) 

 

4.3.3 Consumption value 

Consumption value in the context of FIFA is defined as the time that participants spend playing 

the actual game. Participants mentioned that the amount of time that consumers spend playing 

FIFA on a weekly basis declines as the game is getting older. With the peak in terms of 

consumption value right after the release of a new edition, interest dwindles as potential new 

product features are stated to become less amusing, resulting in a decline of playing time in the 

second half of the year. Certain product characteristics of FUT that are in place make for a 

stimulus in consuming time though, where players have to complete a particular challenge 

during the weekends in order to receive an in-game reward.  

 

“Close to the release of the game a play a lot, around 12 hours per week, but that time 

decreases as that version gets older” (P14) 

 

“I only play with friends on the weekend, so I play maybe 1 or 2 hours per week” (P16) 

 

“My playing time differs during periods. If I have been active for a while I just want to reach 

rank 1 of division rivals which is at least 5 to 10 games from Monday to Thursday. And then 

during weekend league I also play 30 games.”(P2) 

 

“I play the weekend league, which is a game mode where you play 30 games of 12 minutes 

per week. As I want to finish all games to have a better chance of rewards, I am almost 

forced to spend so much time playing the game” (P1) 
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5. Conclusion  

In the conclusion of this thesis, we concluded the findings that had been composed through the 

analysis of the data. This also is the chapter where we interpret the findings of chapter four 

and connect them to deeper insights. To satisfy the purpose of the current study, the research 

question is answered.    

 

The purpose of the current thesis is to strengthen the current knowledge of consumer loyalty in 

those cases that last for a long period of time and to analyze brand loyalty to those specific 

brands where consumers show signs of dislike towards these brands. Our study aims to develop 

insights that can be used to help brands and franchises both within the current industry as well 

as in other industries. Therefore, we generalized our case-specific results, in such a manner that 

they are applicable for studies within different industries.  

 

A content analysis of the transcriptions was conducted in order to explore any possible factors 

that might explain brand loyalty in the case of FIFA. The findings demonstrate several main 

themes that clarified why consumers purchase products from the FIFA franchise. These 

findings symbolize and elaborate reasons for the disrupted relationship between the consumer 

and the brand, and the factors that contribute to the continued survival of this relationship. 

While some factors are congruent with the findings of previous studies, a new set of factors 

emerging from the analysis offer insights into understanding why consumers continue to 

purchase disliked brands in the presence of alternatives, particularly from a relationship 

perspective. Accordingly, we answer the research question:  

 

“How is FIFA able to attain such longevity, despite receiving strong critics on their annual 

products?” 

 

First, our study managed to confirm that the community of FIFA gamers indeed had strong 

critics on both the product and developer of the franchise, as almost all participants shared 

several comments that resemble dislike. These comments ranged from criticism regarding 

elements of gambling and greed that had been aimed towards EA, to critical remarks on the 

repetitiveness of the product.  
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Next, our study managed to identify six independent drivers of consumer loyalty in the case of 

FIFA. These motivations are categorized as Addiction, Social Dependency, Habit, Co-

Creation, Limited Alternatives, and Nostalgia. Our study managed to create a visualization in 

Figure 5 that gives a clear overview of the presence of these independent drivers. Our study 

must admit that it is difficult to pinpoint which of these categories are the most significant in 

their motivation to stay loyal to the FIFA franchise, but all were visibly prominent in numerous 

occasions of the research. 

 

By analyzing the findings of our study, we managed to formulate insights that we regard as the 

drivers of the industry image. We argue that consumers were very much aware of the developer 

of the FIFA franchise as most consumers know who EA is, what they stand for, and what 

products they produce. However, our study highlights consumers are most critical about EA 

and that they reject or even disgust some elements of their business. Perceptions about the 

product, FIFA, seem very diverse. The product is often described as a fun activity that 

consumers practice to pass the time or to socialize with friends. However, the video game is 

also perceived as “frustrating” due to elements regarding the in-game services that are 

considered unfair and unstable. The core practice of playing FIFA is seen as playing video 

games, which is something that the community positively perceives as a social practice that is 

mostly done with friends. Finally, FIFA is a franchise that revolves around football video 

games. Consumers perceive EA to have somewhat of a monopoly in this segment due to a lack 

of decent alternatives. The community is aware of PES as an alternative to FIFA, however, 

they are unwilling to consider this substitute as a viable option.  

 

Our study also analyzed how value is expressed in the relationship between FIFA and its 

consumers. With regards to the value contribution, we identified that referral value plays a 

significant role. Consumers of FIFA actively practice WOM and social media communications 

concerning FIFA-related topics with their social environment. The community is highly 

stimulated to play, and even purchase FIFA-related content when they are exposed to content 

on social media and WOM created by people in their close social environment. Furthermore, 

our study categorized playing the game as the consumption value. We identified that when 

consumers spend time playing the game, they are more likely to express referral behavior. Also, 

in the case of the video game industry, consumers are exposed to the opportunity of making in-

game purchases as these are generally presented in the actual environment of the game. 
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The monetary value of FIFA is divided into two categories: product purchase, and cross-

category purchasing. A product purchase should be understood as the direct purchase of an 

individual of the annual product that is released by the franchise. The majority of the 

community seems to be very willing to purchase the product that is presented each year by 

FIFA. Whereas some consumers try to buy the game via alternative discounted ways, others 

buy premium editions for an obvious premium price. A cross-category purchase refers to 

consumers that buy, additional, ‘virtual products’ within the game on top of the regular product 

purchase. This is something that causes polarization within the community as some consumers 

do not feel the need to make such spending, whereas other consumers spend hundreds or even 

thousands of EURO per year on such in-game purchases due to stimulating feelings of 

addiction, co-creation, or the value of a referral. Therefore, with regards to value contribution 

in total, it can be concluded that indeed a small part of consumers make up for a relatively big 

part of the value contribution, which seems to be in line with the aforementioned rule that 80 

percent of the revenue is generated by 20 percent of the customers.  
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6. Discussion 

This chapter is all about examining the existing theories to see where they can be verified, came 

up short and where our data allows us to enrich them. Furthermore, new insights that have been 

distilled from our data are presented in the practical implications.  

 

In the problem description, it is argued that research gaps were identified in the fields of brand 

longevity, loyalty for disliked brands, and customer valuation. In our exploratory study these 

research gaps were further investigated to, and where possible, enhance these theories. 

Moreover, we are convinced that the data we have collected and analyzed provides insights 

that are valuable for both brand managers in the video game industry as decision-makers 

outside of the industry.  

6.1 Theoretical Implications  

In chapter two we have constructed a theoretical framework that is based on the existing 

literature on brand longevity, loyalty for disliked brands, and CVT. This framework enabled 

our study to narrow the scope during our own data collection. By means of our interpretations 

of our data, findings with a more general nature are presented that can be tested in sectors 

outside of the video game industry.  

 

DeLanda (2016) argued that three levels, the level of the social field, class level, and the 

individual level form a brand assemblage. When the social field was analyzed in the context of 

FIFA, it became apparent that the participants have a positive attitude towards the gaming 

environment, which helps in terms of sustaining a long-term brand relationship. With regards 

to the class level, data showed that EA established absolute dominance in relation to its 

competitors when it comes to brand awareness. As for the individual level, participant’s 

opinions showed mixed signals. The product of FIFA received significant critique and dislike 

with regards to their degree of innovativeness. Parmentier and Fischer (2015) stated that a low 

level of change is a safe strategy for lingering success, which in the case of FIFA turns out to 

be true since the customers know what to expect in terms of quality and gameplay every year.  

However, Sood and Drèze (2006) claimed the opposite, arguing for a change to a brand 

assemblage to keep the consumers entertained, which according to the critique also holds true. 

Therefore, with regards to the brand assemblage, positive associations towards the general 

industry contribute to a long-term brand relationship. The fact that participants perceive EA to 
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dominate the particular market affects this relationship positively as well. The perception of 

the actual product is subdued to mixed opinions, with an interplay between changing up the 

assemblage and keeping it the same as a winning strategy for the long term. Therefore, in terms 

of Preece et al. (2019), FIFA maintains a strategy that prolongs the life span with the desired 

audience successfully. 

 

Zarantonello et al. (2016) mention that when firms do not actively try to establish and maintain 

loyalty with their customers, serious consequences could arise. Furthermore, Fetscherin (2019) 

mentioned that brands could lose a considerable number of both existing and potential 

customers if consumers start to feel a lack of loyalty to the brand. Both claims hold true and 

are supported in our research since analyses show that participants perceive the services of 

FIFA to deteriorate over recent years and therefore intend to alter their loyal purchasing 

behavior in the future. Demirbag-Kaplan et al. (2015) claim that disruption in the product’s 

performance results in negative feelings therefore is correct as well. However, data also showed 

similar intentions in past years that did not lead to behavioral changes. The fact that these 

consumers have not yet actually stopped consuming FIFA is, according to Demirbag-Kaplan 

et al. (2015), due to a number of reasons. First, they state a lack of alternatives is a factor, which 

in our research is only the case to a certain extend. Participants do not consider PES to be a 

viable alternative, but on the contrary, the online reviews of PES deem it to be viable at the 

very least. Therefore, FIFA has established dominance in terms of perceived quality under their 

target audience whereas this perception is not necessarily true. Second, lower economic costs 

are claimed to be influencing the consumers' decision when choosing a disliked brand 

(Demirbag-Kaplan et al., 2015; Dick & Basu, 1994). According to our data, this has been 

disproven, with consumers saying that they would not even consider the alternative if it were 

to be free of charge. Also, some consumers perceive the pay-to-win element in FIFA as a 

necessary evil which makes playing the game significantly more expensive, and yet they will 

not consider switching to a cheaper alternative. Moreover, Demirbag-Kaplan et al. (2015) 

argued that inertia comes to play as well when consumers stay loyal to disliked brands, which 

does not remain true conforming to our data. Consumers are emotionally, both positively and 

negatively, involved in the brand relationship with FIFA and state that if an equal alternative 

to FIFA would present itself, switching would not require significant effort. In addition, 

nostalgia was presented to be a factor for brand-loyal consumers (Demirbag-Kaplan et al., 

2015; Fournier, 1998; Schultz et al., 1989). Our findings confirm this statement that FIFA 

consumers indeed are affected by good memories of FIFA linked to their childhood. Also, Dick 
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and Basu (1994) argued that habitual factors can cause repeat purchasing, and thus a degree of 

brand loyalty. These habitual factors are present in the relationship between FIFA and its 

consumers. In time, purchasing the annual edition of FIFA has become a practice that 

consumers do not even contemplate anymore, making it a habitual process that prevents 

consumers from considering potential alternatives or substitutes.  

 

Our data also granted insights that have not been mentioned by previous literature. As addiction 

has shown to be a significant factor for consumers to remain loyal to FIFA. With elements of 

gambling involved in the in-game purchasing which are known to have addictive 

characteristics (Li et al., 2019), and the feeling of winning is described as addictive, this turned 

out to be a driver for loyalty towards FIFA despite signs of dislike. Furthermore, Social 

dependency proved to come into play as well with regards to loyalty to FIFA. Consumers have 

shown to conform to their social environment when it comes to selecting a video game, which 

enables them to interact with the product together. The direct social environment also prevents 

consumers from switching to alternative products. Additionally, including aspects of co-

creation already showed to have a stimulating effect on in-game purchasing 

(Poretski and Arazy, 2017; Banks & Humphreys, 2008). However, our data show that these 

elements of co-creation contribute to the degree of brand loyalty as well since gamers 

continuously consume the game every year because this sense of co-creation challenges them 

annually.  

 

As for value contribution, Ryals (2008) argued for acknowledging the importance of indirect 

contributions to a firm, alluding to advocacy. Just like Kumar (2018) described the breadth of 

the indirect economic value contribution, referring to the impact of positive, or negative, word-

of-mouth or other forms of referral behavior that impact the direct economic value of other 

customer. Our findings support this claim, showing it indeed is a significant component of the 

value creation and further demonstrated how WOM proved to have a stimulating effect on 

consumer’s playing time as well as their in-game purchasing. Furthermore, in terms of Kumar's 

(2018) theory about direct economic value contribution, the value of an individual customer 

has shown to vary heavily amongst consumers in the case of FIFA. Whilst our qualitative data 

does not enable us to derive exact percentages, the data does show compelling differences when 

it comes to value contribution comparisons per consumers, which is in line with Bellis-Jones 

(1989) who claimed that 80 percent of the revenue is created by 20 percent of the top value 

contributing consumers. Finally, the depth of the direct economic value contribution, which is 
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expressed as the variety and inclusiveness of a customer’s purchase (Kumar, 2018). Our data 

again shows big differences in cross-purchasing behavior. Whereas some consumers only buy 

the actual game, others spend recourses ranging from hundreds to thousands of additional 

EURO on in-game purchasing. Therefore, the depth of the direct economic value contribution 

describes that the consumers are very versatile in their interests and purchase behavior, 

resulting in consumers that generate significantly more monetary value for FIFA than others. 

6.2  Managerial implications 

The implications that are discussed in this chapter have emerged from an analysis of the 

findings. These implications are aimed to enhance value for practitioners. The findings provide 

implications that have potential for franchises, brands, and marketers both inside and outside 

of the gaming industry.  

 

Firms that aspire to reach or maintain longevity are advised to understand their assemblage, 

firms should have general knowhow of the industry. As our study managed to uncover how 

consumers of FIFA perceive the environment of the franchise, data shows that positive 

associations towards the gaming industry contributed to the long-term loyalty with the brand, 

which is in accordance with existing literature. Also, our study found that for FIFA, a low level 

of change is a safe strategy since the customers know what to expect in terms of quality and 

gameplay every year. Therefore, we suggest firms uncover drivers of the industry image in 

which they operate. We advise organizations to successfully create and maintain a strategy that 

prolongs the life span with the desired audience. 

 

Next, our study managed to uncover six reasons as to why consumers remain loyal to a brand 

that some of them dislike, and some cases even hate. Factors such as ‘social dependency’, ‘co-

creation’, and ‘addiction’ were added to enhance the current insights within loyalty to disliked 

brands. Consumers of the franchise are heavily influenced by the presence of friends and an 

online community, something that keeps them a customer of the franchise. We advise firms to 

uncover whether social dependency plays a part in the brand loyalty of their customers. As our 

data shows, elements of co-creation contribute to the degree of brand loyalty as well, firms are 

advised to add an element of co-creation towards their products or services. Also, the analyzed 

data uncovered that FIFA can be addictive and that consumers sometimes just simply cannot 

stop playing the game. We are aware that making consumers addicted to a product is a highly 

controversial topic, we do however suggest firms identify if addiction might play a role in the 
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loyalty of their community. All in all, we advise those brands that experience a sense of dislike 

or even hate from their community, to understand motivations as to why they (would) remain 

loyal. We believe understanding those reasons for brand loyalty would help firms to better 

understand brand loyalty. 

 

Finally, the findings imply that firms should try to enhance understanding of the value 

contribution of the consumers towards the firm. In particular, we advise firms to focus on 

referral value. The case of FIFA showed that consumers are stimulated to play or make 

purchases when they are exposed to WOM or messaged on social media. Furthermore, we 

uncovered that the consumers of FIFA are eager to discuss the content of FIFA with their social 

environment, FIFA is an everyday topic for many of its consumers. Firms should uncover the 

referral value of their consumers to try and evaluate how their consumers react to such referrals. 

Companies are also encouraged to find ways to enhance their community to actively discuss 

their brand via WOM. 
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7. Limitations and Delimitations of the Study  

In this chapter, we acknowledge where our research is considered to be limited and what our 

delimitations are. 

 

First, this research is based solely on one in-depth case study, in the context of the FIFA 

franchise. This limits the possibilities for the findings to be projected onto other industries 

without further investigation. The provided insights with regards to brand longevity, loyalty 

for disliked brands, and customer valuation are to be tested to industries outside of the video 

game industry before they can be generalized.  

 

Furthermore, it would have been interesting to see how the participants from this research react 

after the release of the new FIFA 2022. Such a longitudinal case would have enabled us to 

determine if, in some cases, the proclaimed intended behavior indeed is displayed by not 

purchasing the new FIFA edition or that these participants fall back into their old behavior by 

repurchasing FIFA.  

 

With regards to the data sample, all participants were Dutch males. As for the Dutch nationality, 

this was a conscious decision because an aforementioned research gap (Preece et al., 2019) 

suggested that a future study was to be conducted in other cultural and geographical settings 

than Turkey. Since we anticipated that the snowball sampling would result in Dutch 

participants, this also allowed us to conduct the interviews in the native language of the 

participants, which makes for an interview environment where participants feel comfortable. 

As for the absence of females in our data sample, this is a limitation that was caused by use of 

the snowball sampling. Including female FIFA players could potentially have granted 

additional insights. 

 

Lastly, for the duration of the entire research, the covid-19 pandemic had the world in its grasp. 

This also had an impact on universities, which made for a fully digitalized learning 

environment. Due to this digital learning environment, feedback sessions were held on Zoom 

whereas physical meetings were preferred.  
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8. Future Research Recommendations 

In this chapter, we identify possible avenues for future research that would contribute to, and 

further strengthen knowledge, regarding the findings provided in this thesis.  

  

First, future studies are requested to conduct similar research in a different nature, context, or 

industry. We stimulate future research to validate our findings and potentially make them 

generalizable outside of the video gaming industry. We also highly encourage a similar study 

in a quantitative manner to see if this would contribute to the results of our research. 

 

Furthermore, as mentioned in our limitations as well, it would be interesting to monitor whether 

or not the participants in our sample purchase the new edition of FIFA when it is released and 

thus turn this study into a longitudinal study. Also, by including female participants in this 

longitudinal study, it would be interesting to investigate if the findings would differ from our 

research.  

 

Our study categorized the time that consumers spend whilst playing the video game as 

consumption value. In the case of video games in particular, this aspect is deemed especially 

valuable because consumers are exposed to cross-category purchase opportunities as they play 

the game. However, our study, being qualitative, has not managed to identify whether there is 

a correlation or causation between the time spent playing the video game, and the consumer 

behavior towards making such purchases. We, therefore, encourage future studies to identify 

whether such correlation and causation are present. 

 

Additionally, valuable insights could be added by quantitatively conducting similar research. 

This allows for testing whether or not, and to what extent, the individual constructs affect each 

other. Also, our study did not manage to identify which of the six independent drivers for 

loyalty to FIFA has the biggest impact.  

 

Finally, as our study managed to bring insights to the customer value by means of a qualitative 

study, a contribution could be achieved by applying similar research in a quantitative manner 

in the context of FIFA. Making it possible to display the absolute effects of our findings 

regarding the different value contributions. Doing so in collaboration with EA and FIFA would 

be an unprecedented and unique opportunity to show the potential of CVT in practice.  
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