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Aim: The aim of this study is to investigate the sport consumers´ attitudes towards 

relationship marketing. We want to investigate whether the consumers are relationship 

oriented or transaction oriented and whether different segments differ in their orientation.  

Method: A quantitative study was made and the data was collected using a likert scale 

questionnaire which consisted of statements to which the respondent answered to which 

degree he/she agreed or did not agree. The data collected was analyzed in SPSS using a 

bivariate correlations analysis and a factor analysis.  

Findings: Our findings shows that most sport consumers tend to be relationship oriented and 

have a positive attitude towards the different relationship activities that they can come in 

contact with during a hockey game. There are however sports consumers who tends to have a 

transaction orientation and in their decision process the price is the most important aspect. We 

also find evidence that there are both consumers with a passive relationship orientation and 

with an active relationship orientation.  

Contribution: Regarding practical implications sports organizations should be aware that 

they have customers of both kinds of orientation and therefore it is important to interact with 

the relationship oriented customers. They appreciate the interaction with the organization and 

this can be used by the organization in order to further develop their relationships with the 

customers. On the other hand the transaction oriented prefers not to be engaged into the same 

kind of interaction, for them the prices are more important so working with pricing strategies 

towards transaction oriented customers is what we would suggest.  

Regarding the theoretical contributions this study provides results regarding the consumers‟ 

perspective and attitudes towards relationship marketing in Sweden which has been neglected 

in theories. We provide evidence within the limits of the study that a big part of sport 



consumers tend to be relationship oriented but also that there is a segment that rather tend to 

be transaction oriented.  

Future research: We suggest that future research could be conducted within this topic. 

Studies investigating the same topic in other geographical regions and in other sports are 

encouraged in order to further increase the generalizability. It would also be interesting to see 

a study that focuses on investigating if there are certain segments that can be detected that 

tend to be transaction oriented rather than relationship oriented. We also suggest studies being 

done on the topic of pricing and what kind of pricing strategies that would be beneficial for 

Swedish sports organizations.  

 

Keywords: Relationship marketing, Customer relationship management, consumer attitudes, 

Service marketing.  
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Disposition 

The paper starts with an introduction where we discuss the topic and justify the theoretical 

gap in the literature. In this chapter we also have a problem discussion which leads to the aim 

of our study and our research questions.  

This is followed by a theoretical chapter were we provide you with the theoretical background 

which is needed in order to get a better understanding of the paper. After this our theoretical 

framework is discussed.  

We then discuss our methodology, where we provide a detailed description of our process 

when conducting this study.  

This is followed by our results, this is where we present our empirical findings from our data 

collection.  

In the following analysis chapter we analyze our findings and discuss them in relation to the 

existing theories provided in the theoretical framework.  

Lastly we present our conclusion and the contribution of our study.  
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1. Introduction 

In this chapter we describe the area of study and give the reader an understanding of the 

study we have conducted. The background of the study is explained and later followed by the 

study’s problem, aim, research questions and limitations. 

1.1 Background 

Saturday September 27
th

 2014, Brynäs IF plays a home game in Gavlerinken Arena against 

Linköping HC. Even though it is a weekend game at the end of the month when people 

received their paychecks, only 4217 (Swehockey, 2014-11-05) people decided to attend the 

game, this in an arena with the capacity of 7850 people during a hockey game (SHL, 2014-

11-05). This is a problem many SHL (Swedish Hockey League) teams are facing, the 

decreased number of people attending their games, besides one team (HV71) every team in 

the league has a lower average this season compared to the previous seasons (Not counting 

Djurgårdens IF who got promoted to the SHL for this season). This is an important issue for 

the organizations to work with since every empty seat in the arena is lost revenue.  

After the NHL (National Hockey League) lookout 2004-2005, when the entire season was 

cancelled due to a labor dispute between the NHL (Owners and commissioners) and the NHL 

Player Association (players and their representatives), the league faced big issues regarding 

their fans and the president of Forrester research Chris Carron stated the following in an 

interview with Destination CRM (2014-09-15) . ”Sport franchises need to take a proactive 

approach and contact their fan bases directly."(Chris Carron, 2005) 

"Franchises need to open up to fans and listen to what they think about their teams, 

scheduling, promotions, and etcetera. They need to establish a two-way relationship and 

receive feedback and input. With that information they can start really getting into the nuts 

and bolts of CRM with relevant email campaigns, marketing specials, promotions--all of 

which are well targeted and relevant to the individual segments of their fan base." (Chris 

Carron, 2005) 

The above mentioned quotes are discussing CRM and relationship marketing in sports. 

Stavros, Pope & Winzar, (2008, after Cohen, 1996) argues that it is well accepted that sport 

organizations can benefit from taking a relationship marketing approach. Gray & Wert-Gray 

(2011) state that relationship marketing efforts have played an increasingly prominent role in 
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sports organization marketing over the past quarter century. Sports organizations that are able 

to successfully implement relationship marketing programs can develop long-term 

relationships with their fans and also increasing the likelihood of customer retention. Among 

sport organizations a greater emphasizes on relationship marketing has occurred and this has 

led to a shift from customer acquisition focus to a customer retention focus. High retention 

rates provide a sports organization with both long-term and short-term benefits. In short term 

the benefits are revenues from retained customers, reduced losses from defecting customers, 

and relatively low cost for customer maintenance. Long-term benefits are greater customer 

lifetime value and the average life per customer is lengthened (Gray & Wert-Gray, 2011 after 

Johnson & Gustafsson, 2000, and Best, 2009).  

Management of customer relationships has been recognized as a key activity for businesses 

(Frow, Payne, Wilkinson & Young, 2011). The ways of efficiently manage relationships in 

the business world is most commonly addressed under the topics of customer relationship 

management and relationship management (Frow et al., 2011). Customer relationship 

management is referring to the strategy to maintain and manage relationships with customers 

(Donaldson & O´Toole, 2007, pp. 127). The purpose of CRM is to in an efficient and 

effective way increase the acquisition and retention of profitable customers by initiating, 

building and maintaining appropriate relationships with them (Payne & Frow, 2006). An 

implementation of a CRM strategy have shown to have a positive effect on company‟s 

performance and customer retention (Reinartz, Krafft & Hoyer, 2004,. Verhoef, 2003). 

Relationship marketing is referring to the strategies and actions of attracting, maintaining and 

enhancing customer relationships (Berry 2002). Further Berry (2002) states that for a long-

term marketing success it is just as important to service and sell to existing clients as it is to 

acquiring new customers.  

1.2 Problem discussion  

Table 1, Attendance Brynäs IF SHL 

Season Attendance 

2005/2006 4790 

2006/2007 6664 

2007/2008 5995 

2008/2009 6116 

2009/2010 5738 

2010/2011 5683 

2011/2012 6265 

2012/2013 5994 
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2013/2014 6083 

2014/2015 5034* 

(* Average attendance up until 2014-11-03) 

 

Source: Swehockey (2014) & Own construction 

In Swedish media there have been reports of the crisis in attendance during games in the SHL 

(Swedish Hockey League) (Swehockey, 2014-11-02). Teams are having lower attendance this 

season compared to previous years. Brynäs IF, the team we work with in this study, are 

currently (2014-11-03) having the lowest average attendance since 2005/2006 season (4790) 

with an average of 5034 people attending their home games (Swehockey, 2014-11-03). The 

2010/2011 season which had the second lowest attendance in since 2005/2006 had 5683 in 

average attendance. The average this season is 600 people lower compared to the 2010/2011 

season, this may not sound like much but if we calculate the average ticket price (215 sek, 

based on the different ticket prices for adults, which may not be exactly correct but it provides 

an indication of the lost revenues) (Brynäs IF, 2014-11-03) with the lower amount of people 

(600) it‟s an income loss of 129 000 SEK for each game, and to that amount incomes from 

such as parking, coffee, hotdogs, beer etc can possibly be added. In a full season this loss of 

income is 3 483 000 SEK and that is not including the sales in the arena. Compared to the 

previous season this number is even higher (6 089 445 SEK). Elin Levin (Personal 

communication, 2014-11-05) points out that for this season Brynäs IF does not hand out any 

free tickets, which they have done previous years, which may be a reason for the lower 

attendance. However, the empty seats in the arena are still a lost income for Brynäs IF, which 

cannot be recouped at a later time due to the perishability of a hockey game.  

Sports have gone through a big growth in commercialization and professionalization, and 

today sport is not just a big business but big businesses are also heavily involved in sports. 

Companies spends millions of dollars on sponsorship rights, networks pay even more for 

broadcast rights, and merchandising and licensing of sporting goods is a multi-national 

business (Slack, 1998). This commercialization and professionalization also comes with high 

costs for operating sports teams. Salaries are a high cost for teams in the SHL, during 2013-

2014 Brynäs IF had salary costs (including social fees, pensions etc) of 68 726 576 SEK 

(Brynäs IF annual financial report, 2014), and some teams own the arenas that they play in 

which generates high costs. These increased costs further increase the importance of getting 

customers to attend the games in order to generate incomes.  
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As previously mentioned some authors argue that it is accepted that sport organizations can 

benefit from taking a relationship marketing approach (Stavros, Pope & Winzar, 2008, after 

Cohen, 1996). However, Grönroos (2008) states that not all customers value relationships, 

some customers are relationship oriented while others are transaction oriented.  

There are several different relationship building activities and factors that can be used for a 

sports organization. These factors can be communication, front-line personnel, technology, 

complaint handling etc. (Grönroos, 2008; Levin, 2014). These are some of the relational 

activities that can be used, in order to develop a process that the customers value 

organizations needs to have an understanding of the customers‟ attitudes towards these 

activities. Which activities does the customers‟ value and which do they not value? And does 

the sport consumers tend to be relationship oriented and finds the relational activities more 

essential than the price or are they transaction oriented and find the price as a more essential 

factor when determining whether to attend a game or not? Do it exist both relationship 

oriented and transaction oriented sports consumers? If so it is important to know how to treat 

each of these groups of consumers and know what  

Previous research has been made regarding consumers attitudes towards relationship activities 

in businesses e.g.. Andersson & Karlsson, (2013) who investigated consumers attitudes 

towards relationship marketing in the airline industry in Sweden. There has also been studies 

made regarding relationship marketing for sports organizations in Sweden, Elvestål & 

Tengberg (2011) investigated how swedish soccer organizations work with relationship 

marketing and how to attract fans to their games. Gyris & Nikitina (2013) investigated 

relationship marketing in the swedish event industry and the organizations attitudes towards 

relationship marketing. Ekqvist (2014) investigated relationship marketing in the gym 

industry and how different training facilities and organization works with relationship 

marketing. However, we have not found any study that examines the sports consumers‟ 

attitudes towards relationship marketing and the different activities used.  

We are aware that sports consumers have been shown to differ from consumers in other 

branches (Van Leeuwen, Quick & Daniel, 2002). Van Leeuwen et al., (2002) created an 

extended model of the Disconfirmation of Expectations Model (DEM) that they called the 

Sport Spectator Satisfaction Model. Van Leeuwen et al., (2002) added the factors by Mullin 

(1985) club identification and the win/lose phenomenon. Both these factors play a big part on 

the evaluation of the spectators‟ experience of a sports game (Van Leeuwen et al., 2002; 
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Dietz-Uhler & Murrel, 1999; Wann & Dolan, 1994; Hirt, Zillmann, Erickson & Kennedy, 

1992). These factors can make the job difficult for marketers of sports teams since they 

cannot impact the performance on the ice and the outcome of the game (Van leeuwen et al., 

2002). We have decided to focus on the relationship marketing which the marketer can impact 

in the organization and therefore we do not cover these specific factors in our study. Although 

they play a big role in how the consumers evaluate the service (Van Leeuwen et al., 2002) we 

want to focus on the parts of the marketing which the marketing staff can impact.  

1.3 Aim and research questions 

The aim of our study is to examine sport consumers‟ attitudes towards relationship marketing 

activities.  

In order to reach our aim we constructed the following research questions which will be 

answered in this study: 

Do sport consumers tend to be relationship oriented or transaction oriented?  

Which relational activities do consumers find most relevant?  

Do the attitudes differ between different categories of fans? 

1.4 Limitations 

Although we write about sport organizations which can include many different sports, we 

have decided to focus our study on the ice hockey consumers who goes to see Brynäs IF 

games live in Gävle. This also gives us a geographical limitation since our study is conducted 

in Gävle.  

We are aware that relationship marketing is a wide area and practiced in many different 

branches. Our focus will however be on the sports consumers since we have seen a lack of 

literature covering this field. There have been similar studies made, but not in the 

geographical location which we do our study. Due to the differences in values, attitudes, 

aesthetics, national culture, and other aspects we argue that this field of study is relevant for 

our thesis.   
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2. Theoretical background 

This chapter will explain previous research in the relevant theoretical areas. Our 

intention is to give the reader a clear insight to all the important theoretical parts 

included in our choice of investigation. We will describe the parts in relationship 

marketing and service marketing that we can relate to in this study. 

2.1 Customer relationship management 

Sheth (2000) argues that CRM is based on principles taken from relationship marketing which 

is considered as the most developed area in modern marketing. This has led to extensive 

research in the theoretical area. Back in 1997, Gummesson (1997) argued about the fact that 

there has been a paradigm shift regarding the approach in marketing where the marketing 

gone over to a relationship-based approach, instead of the traditional product-based. Levitt 

(1983) argues that relationship marketing emerged from the industrial marketing in the 1980s. 

Researchers began to investigate relationships, interactions, networks, and services marketing. 

Grönroos (1994) argues that it is possible to find studies done on this matter that are made as 

early as in the 1970s. Some studies argue that it is possible to trace the relationship marketing 

to ancient times. The term relationship marketing was launched with Berry (1983) when he 

defined it as a long-lasting and attractive kind of marketing that strengthen customer 

relationships. 

In the 1990s, Peppers & Rogers (1993) mean that there was a huge interest in relationship 

marketing, both for those who did research in the field and those who were considered as 

practitioners. Bendapudi & Leone (1993) says that the growing interest in "one to one" 

marketing led to a shift from traditional mass marketing to a more customer-specific 

marketing where there was a focus and aim on individuals. The customers and the companies 

created a relationship where both parties benefited from a long relationship where the 

customer was a co-producer in the process. Vargo and Lusch (2004) state, however, that there 

has not been a straightforward path for relationship marketing. From the mid-1990s, there 

have been several different versions and alternatives of approaches that have acted as 

complements. 

Developed from relationship marketing, CRM is a new management discipline in marketing 

according to Parvitiyar & Sheth (2001). In the academic field the two terms relationship 

marketing and CRM are frequently used interchangeably. According to Boulding, Staelin, 

Ehret & Johnston (2005) CRM is generated from the continuous development and interaction 
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of marketing ideas. Additionally, something that also has played an important role in the 

development of CRM is the amount of data available, which is derived from the advanced 

technology. Due to this fact, there have been major changes in the organizations' choice of 

approach. Zablah, Beuenger and Johnston (2003) observed that practitioners and academic 

researchers have failed to produce a definite definition for CRM. Zablah et al., (2003) think 

that the large number of CRM definitions have caused confusion in the area. CRM technology 

is often incorrectly likened with CRM which adds to the confusion. This fact is probably a 

key reason for CRM failure amongst companies, CRM should not be seen as a technology 

initiative according to Kale (2004). 

Bose (2002) stresses that CRM was invented due to the fact that customers act differently 

based on their preferences and purchasing habits. With this in mind, understanding and 

knowledge about customer drives and customer needs, companies are able to tailor their 

offerings in a way to maximize the overall value for their customers according to Chen & 

Popovich (2003). Greenberg (2004) states that CRM generally is an enterprise-focused effort 

including all the different departments in a company. However, in addition to customer 

service, CRM do also include; manufacturing, product testing, purchasing situation, human 

resources, marketing, sales and engineering. (Geenberg, 2004). Zineldin (2000) argue that 

CRM is a concept making it able for an organization to keep their most profitable customers 

and at the same time reduce cost. This will lead to an increase in valuable interactions which 

then gives higher profits.  

According to Agrebi (2006) the literature identifies two kinds of research that forms the 

theoretical foundation of the CRM concept. A strategic stream connected with relationship 

marketing, and a technological stream related to the information systems. Relationship 

marketing is more of a strategy designed to gain customer loyalty, interaction, and long-term 

engagement, (Mintzberg, 1994). It is made in a way to develop strong networks with 

customers by providing them with information directly matched to their needs and interests. 

An approach like this often results in increased word-of-mouth activity, recurring customers, 

and an open communication in which customers provide information to the company. Frow & 

Payne (2009) mention that almost all organizations practice most or certain aspects of 

Relationship Marketing. CRM is about integration of processes across different kinds of 

functions, but customer management is connected with more of the tactical aspects of CRM 

implementation such as; management regarding customer interactions, including different 
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tools such as campaign management, sales force automation, personalization in web-tools, 

and Telemarketing/support management (Payne, 2009). 

Payne & Frow (2006) mentioned that the main purpose of CRM is to efficiently and 

effectively increase the number and retention of profitable customers. This can be made 

through selectively initiating, building and maintaining relationships with these kinds of 

customers. Developments in information technology can assist and guide the improvement of 

better customer relationships. Companies might have databases, data mart, and data 

warehouse technologies, as well as a growing number of CRM applications at their disposal. 

Developments like these can make it possible to gather a lot of information about customers, 

then companies might analyze, interpret and use this information constructively. According to 

Carr (2003) advantages you get using the increasingly useful computer hardware, software 

and e-services are augmented by the fact that there is a decreasing costs of running them over 

time. Furthermore, by using several different CRM tools companies might target their most 

promising and most profitable customers more effectively. However, Ebner, Hu, Levitt & 

McCory (2002) argues that this does not mean that companies will benefit from this 

automatically, by buying CRM software solutions, which are illustrated by many CRM 

failures amongst companies. Opportunities such as relationship improvements through 

information technology may not be realized and found. Schrage (1997) has discussed the 

possible transformation of information technologies, from a strategic to a commodity-like 

factor of production and companies´ unwillingness to change their behavior about the fact that 

there are too many technological choices. Schrage (1997) states that there is a need for an 

integrated approach, otherwise the benefits of CRM are not going to be realized. For a 

successful CRM strategy the integrated approach is needed for the formulation and 

implementation. 

2.2 Relationship Marketing 

How Relationship Marketing (RM) appeared as a single academic area of marketing in the 

1980s and 1990s becomes more understandable from a historical perspective. Grönroos 

(1994) states that researchers in this subject argue that RM represents a paradigm shift in 

marketing, from its previous focus on transactions, where companies used the 4Ps to manage 

their marketing-mix aspects. There was a discussion if RM really was a new phenomenon and 

what the underlying trends or factors actually were to drive this change. According to Sheth & 

Parvatiyar (1995) researchers have made it clear historically that relationship-based exchange 

was a norm if we look back to the early 1900s. 



9 

 

Back in the industrial age it is proven that most exchange occurred in local markets, where 

farmers and producers sold their products directly to end users without a middle hand. 

Producers acted as both manufacturers and sellers, and created a relationships between 

producers and consumers. This provided trust and norms in doing business that was necessary 

caused by the limited protection in doing business at that time. Relationships like this also led 

to confidence to do business with people with goods not locally produced. (Sheth & 

Parvatiyar 1995). 

The first one to discuss about the concept Relationship Marketing was Berry (1983), in a 

conference paper on service marketing. He recognized that customer acquisition was and 

should remain as a part of marketing peoples´ responsibilities. This point of view highlighted 

that a relationship-based marketing showed that retention and development were both of great 

importance to companies in the long run. 13 years later the same author (Berry, 1995) 

described relationship marketing as a “new-old concept”. The main idea of the relationship 

marketing concept is that customers will gain value in a long term, over time relationships 

with a specific partner. The focus should therefore stay on the relationships rather than 

transactions. 

According to Grönroos (1990) the period of time regarding the exchange is a core element in 

separating the two terms. A transactional exchange includes a single exchange under short 

time with a clear beginning and ending. In contrast to a transactional exhange, Grönroos 

(1990) explains relational exchange and how it involves numerous connected exchanges 

spread out over time and often involves both economic and social ties. In a similar way to 

Berry (1995), Gummesson (1996, pp. 6) defines relationship marketing as “marketing seen as 

interactions, relationships and networks”. As most definitions on RM, it is first and foremost a 

process over time. According to Coviello, Brodie & Munro (1997) the relationship marketing 

approach is multifunctional and integrative because it “views marketing as an integrative 

activity involving functions across the organization, with emphasis and facilitating, building 

and maintaining relationship over time”.  

Stewart & Durkin (1999, p.23) mention that RM has developed in a way that we can see a 

differentiation on the concept in both a micro and macro level. On micro level, the concept 

focus on the relationship between the companies and customers, it also highlights long-term 

relationships where the customer‟s needs and values play a main roll. At a macro level, the 

concepts´ main focus is on the relationships within the company and all its stakeholders. The 
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strategic matter is to establish a kind of portfolio of all relationships that is vital for the 

company. 

Furthermore, in the business world Grönroos (2007) states that there are also numerous 

factors that have increased the importance of RM. Little & Marandi (2003) do also 

acknowledge this fact and state that it has been shown that changes in both the supply and 

demand side, have increased. Due to this fact there´s a greater need for strategic efforts of 

more relationship-oriented approaches. These factors could be issues regarding less 

effectiveness of mass-market approaches, or development in the field of new technologies, 

including terms of communication, information, production and logistics. (Lara & Casado, 

2002). Additionally, a fierce competition can be seen in the increasing number of competitive 

brands. These new brands are often viewed very similar one from another which naturally 

leads to the importance of services. Also, the emergence of new business models, which 

might be based on partnerships and networks abroad due to the more common globalization. 

(Sheth & Parvatiyar, 2000). The development of Internet as a tool has played role according 

to Grönroos (2007), this has made it possible for marketers to take the idea of relationship and 

loyalty more seriously, due to the low costs and opportunities. As the costs are very low it´s 

an effective tool to keep customers loyal located on distance. The technology gives a 

possibility to identify and start relating with the customer through valuable data. 

Berry (1995) demonstrates the importance of keeping loyal customers over time by giving an 

example made by  Reichheld & Sasser (1990) who demonstrated across a variety of service 

industries that profits may increase massively when companies lowers its customer defection 

rate successfully. Based on a research of more than 100 companies in 24 different industries, 

the researchers could determine that companies could improve their profits from 25 percent to 

85 percent by reducing customer defections by 5 percent. The fact that loyal customers 

generate more revenue for more years and the cost to maintain existing customers are lower 

than the costs to acquire new customers shows the importance in this matter. An analysis of a 

company (credit card) showed that lowering their defection rate from 20 percent to 10 percent 

doubled the durability of the average customer´s relationship from 5 years to 10 and more 

than doubled the profit streams for this customer from 135 to 300 US dollars. If the defection 

rate declines another 5 percent, the duration of the relationship doubles again and the profit 

would increase another 75 percent, from 300 to 525 US dollars. (Reichheld & Sasser, 1990).  
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Relationship marketing benefits the customers as well as the companies. For constantly or 

occasionally delivered services that are personally of interest and importance, different kind 

of quality and complexity, many customers have a desire to be a “relationship customers.” 

High-customer involvement services also hold a high appeal to certain customers. Medical, 

banking, insurance, and hairstyling services illustrate some of the significant characteristics; 

importance, variability, complexity, and involvement that would cause customers to desire 

continuity with the same company or partner. A proactive service attitude, and customized 

service delivery are factors that attract loyal customers. All factors are potential benefits you 

can get from relationship marketing as a customer. (Berry, 1995).   

2.3 Service Marketing 

In order to understand relationship marketing we first must have an understanding of service 

marketing. Several authors have discussed, investigated, and written about sporting events in 

the context of service marketing (Dale, Van Iwaarden, Van der Wiele & Williams, 2005; 

Theodorakis, Kambitsis, laios & Koustelios, 2001; Greenwell, Fink & Pastore, 2002; 

Chelladurai & Chang, 2000) 

The characteristics of a hockey game are quite similar to the characteristics of a service.  A 

service is characterized by four characteristics (Parasuraman, Zeithaml & Barry, 1985) which 

we will discuss and relate to a hockey game. Other authors also has discussed and 

investigated sporting events in the context of service marketing (Dale, Van Iwaarden, Van der 

Wiele & Williams, 2005; Theodorakis, Kambitsis, laios & Koustelios, 2001; Greenwell, Fink 

& Pastore, 2002; Chelladurai & Chang, 2000) 

2.3.1The special characteristics of services 

Intangible 

First, most services are intangible (Parasuraman et al., 1985), services are performances and 

actions rather than objects, they cannot be seen, touched, felt, or tasted in the same way as 

tangible objects can be.  As an example, a hair salon performs an action when they cut a 

customer‟s hair, this performance cannot be seen or touched by the customer but there are 

tangible objects used in during the service encounter that can be seen or touched, such as 

scissors, combs or hairdryers. Further, services cannot easily be patented, it is hard to display 

and communicate, and price-quality relationship is complex (Kotler, 1997; Wilson, Zeithaml, 

Bitner & Gremler, 2012; Parasuraman et al., 1985). In the case of a hockey game we can 
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detect the similarity, you cannot see or touch the game before it is consumed unlike a product 

that you can hold in your hand and/or test it before the purchase.  

Heterogeneity 

Services are performances and actions which are most often produced by humans and 

therefore no two services are completely similar and precisely alike (Parasuraman et al., 1985; 

Wilson et al., 2012). This is the human element that has an impact on the service 

performance, since people are the ones who produce the service it differs from day to day or 

even from hours to hour depending on the person delivering the service. Also the customers 

are a reason for the heterogeneity because different customers act differently in different 

situations and therefore the outcome of the service will also differ because of this (Kotler, 

1997; Wilson et al., 2012; Parasuraman et al., 1985). In our case, the hockey game, the 

players on the ice are the ones who perform the core service. However, the players do not 

deliver the same thing in every game, some games they do not play good and some games are 

better. Some players may be injured which may impact the performance on the ice.  

The implications due to this heterogeneity are that it is hard to ensure service quality since 

people play an important role in the service encounter and other factors that cannot be fully 

controlled by the supplier (e.g. delays due to whether). These factors also make it hard to 

deliver a service that matches what was planned and promoted to the customers this (Kotler, 

1997; Wilson et al., 2012; Parasuraman et al., 1985). 

Inseparability 

Inseparability refers to that a service is produced and consumed simultaneously, in contrast a 

product is first produced and later on sold to a consumer whom may consume the product 

over a period of time.  A service is produced while the customer consumes it, for example, a 

haircut at a salon cannot be produced without the customer there. Inseparability also refers to 

that customers frequently interact with each other during the performance of the service and 

therefore other customers also play a part in the experience of the service.  For example, 

passengers seated close to each other on an airplane may affect the experience of the service, 

crying children may negatively impact the experience of this (Kotler, 1997; Wilson et al., 

2012; Parasuraman et al., 1985). Also here we can relate this to a hockey game, the game is 

“produced” at the same time as it is consumed by the customers. Also the customers interact 

with each other and play a part in the outcome of the service, most people find the game more 

satisfying when there is a good atmosphere in the arena with people cheering for their teams. 
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Also if for example, a family is seated next to someone who has been drinking and are acting 

in a way the family do not find appropriate they may find the game less satisfying.  

Perishability 

Perishability refers to that services cannot be stored, saved, resold, or returned. There are 

some services, for example entertainment, where the performance can be captured and later 

replayed at a later time. However, this does not give the customer the chance to consume the 

same thing if it was a live event such as a hockey game, they do not get to experience the 

atmosphere of the arena if they view the game later on TV or another kind of rebroadcast this 

(Kotler, 1997; Wilson et al., 2012; Parasuraman et al., 1985).   

The perishability of services results in certain marketing implications. It cannot be inventoried 

or stored, for example, a hotel room cannot be stored, if it is empty one night that is a lost 

income for the hotel that they cannot recover this (Kotler, 1997; Wilson et al., 2012; 

Parasuraman et al., 1985).  The same goes for a hockey game, the seats in the arena which are 

not sold is a lost income for the organization. Even if the next game is sold out it does not 

recover that lost income.  

2.3.2 Service marketing Triangle 

Wilson et al., (2012) discuss the service marketing triangle (see figure 1) by Gröönroos 

(1996) which is adapted from the work by Bitner (1995); Grönroos (1990).  

Figure 1: Service marketing triangle 
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(Source, Grönroos, 1996, pp.9) 

The service marketing triangle consists of three key parties, the firm which consists of full-

time marketers and salespeople, the customer, and the resources such as personnel, 

technology, knowledge, and time. Along the sides of the triangle we see three key aspects of 

marketing, internal marketing, external marketing, and interactive marketing (Grönroos, 

1996). External marketing refers to the promise the firm makes to the customers, this includes 

traditional marketing activities such as advertising, sales, promotions, and pricing. For 

services it also includes factors such as the service employees, design and décor of the facility 

(servicescape), and the service process itself (Bitner, 1995; Grönroos, 1996).  

Internal marketing refers to enabling promises, in order to deliver on the promise made to the 

customers´ the employees and service systems needs skills, tools, abilities, and motivation 

(Bitner, 1995). Berry (1995, pp. 236) explains internal marketing as “marketing to employees 

and other stakeholders” and further identifies it as a major perspective in service relationship 

building. It is easy for firms to make a promise to their customers but it is harder to enable the 

promise to them. In order to enable the promise employees need to be recruited, trained, 

provided with the appropriate tools and systems, and rewarded for good service. 

Lastly interactive marketing is referring to keeping promises, how the resources are managed 

and implemented in interactions with the customers (Grönroos, 2000). This is where the 

promise to the customer either gets met or gets broken (Bitner, 1995), and this is the most 

critical part from the customers‟ point of view (Bitner, 1995).  

2.3.3 Full-time and part-time marketers 

As seen in figure 1 Grönroos (1996) also brings up fulltime and part-time marketers. Fulltime 

marketers are the marketing specialists of the marketing and sales departments in the firm 

(Grönroos, 1994). However, these fulltime marketers are outnumbered by part-time marketers 

in the service business. The term part-time marketers was coined by Gummesson  (1991) and 

refers to people who influence customer relations, customer satisfaction, customer perceived 

value, and revenue, but do not belong to the marketing or sales department, examples of these 

people can be telephone operator who connects a customer with a salesperson, a flight 

attendant or a bank teller. Also customers are part-time marketers, for example when they 

engage in word-of-mouth communication (Bowen & Chen, 2001).  
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3. Theoretical Framework 

The starting point for the theoretical framework has been the interactive part of 

relationship marketing. Thus, where the consumers and the service company, in form 

of personnel, technology and systems interact with each other. The relationship-

building activities that have been identified, such as; Line of visibility and the service 

production system, Self Service Technologies, Front-line personnel, Complaint 

handling, and Communication, will be explained from a theoretical perspective.  

3.1 Line of visibility and the service production system 

The service process contains different parts and is comprehensive, and in order to provide a 

good performance it is important for firms to have a good service design (Shostack, 1984). In 

order to create a good service design firms can design a service blueprint. The blueprint 

allows the firm to explore all the issues inherent with creating and managing a service 

(Shostack, 1984). In a blueprint all the steps and points of divergence in a specific service 

should be documented (Shostack, 1987). In this blueprint Shostack (1984) discusses the line 

of visibility which refers to a line in the blueprint dividing it between the parts visible to 

customers, and the parts that are not visible for the customers but still are necessary for the 

performance.  

Grönroos (2008) also discusses the line of visibility and applies it in a model called the 

service system model which can be used to analyze and plan the service production or the 

service system. As shown in figure 2 the quality creating resources are combined in the big 

square in the middle. These resources are divided between the support part and the interaction 

part. The support part is not visible for the customers and consists of management and 

supervisor support, technology and systems support, and physical support. The interactive 

part is when the customer meets the company in the service encounter and this is when the 

moment of truth occurs. The resources in this part contain systems and operational resources, 

contact persons, and physical resources (Grönroos, 2008).  
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Figure 2: Service system model 

 

Grönroos (2008, pp. 349) 

3.2 Self Service Technologies 

Self Service Technologies (SST), is considered a generic name for the technical services that 

offer customers the possibility to accomplish different kinds of errands on their own. An 

example of this may be the use of self-scanning checkouts in supermarkets, book tickets 

through online booking systems and unmanned operations. Customers do therefore these 

various transactions without direct physical contact with an employee of the business. (Bitner, 

Meuter & Brown, 2000). SST may bring benefits such as delivery standardization, reduced 

labor costs and improved delivery options to companies using this (Curran & Meuter, 2005; 

Ding, Verma & Iqbal, 2007; Castro, Atkinson & Ezell, 2010). Benefits for the customers are 

often described as the convenience and availability SST brings. This means that SST can help 

customers to perform matters regardless of time and place. According to Meuter, Ostrom, 

Roundtree & Bitner (2000) additional benefits for customers using SST is the possibility to 

perform their matter in a fast and easy way, a physical meeting would probably take longer 

time. Hopefully the customer should feel an increased independence by using SST, due to the 

fact that they are solving their issues or matters on their own without help from any service 

staff or customer services department.  

SST needs to enable the objectives that have been seen and noticed to introduce the system in 

a successful way according to Hsieh (2005). If the purpose is to provide a more user-friendly 

transaction channel, the SST should be adapted to different customers' skills and experience in 

the technology when provided to them. Guraau (2002) states that it´s important to know 

which kind of customer segments that are uncomfortable with the use of SST, especially when 

the aim is to reach out to a wider audience. Different kinds of activities might be used to 

determine if the unwillingness to use SST is based on previous experiences by certain 
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customers or if the case is negative attitudes towards new technology. Bobbit & Dabholkar 

(2001) state that SST can be designed to meet all different preferences by adapting it to 

possible target groups. In order to generate a high use of SST, the user should be notified to 

all the benefits SST brings, instead of alternative solutions to SST, (Hsieh, 2005). 

Meuter (2003) stresses that organizations need to counter the numerous concerns that exists 

among thier customers to enhance an increase in the use of SST. In order to make their 

customers comfortable with the new technology, it is essential to continuously teach and 

motivate the use of SST as much as possible (Bitner et al., 2000). The organization also needs 

to clarify the benefits customers receive by using SST solutions instead of other transaction 

channels (Collier & Kimes, 2013). Ding et al., (2007) state that activities used to accomplish 

this needs to be adapted to the organization's various customer segments. A standardized 

method for all customers together is described as inadequate. 

 

3.3 Interaction with Front-line personnel/ contact employees 

In a hockey game the core service and experience delivered to the customer is performed by 

the players on the ice. However, the customers (audience) also interact with employees of the 

organization such as entrance hosts, audience hosts, bartenders, merchandise-shop attendants, 

guards or speakers.  

We previously discussed full-time and part-time marketers (Gummesson, 1991) in the service 

marketing context. Full-time marketers are the marketing specialists of the organizations sales 

and marketing departments (Grönroos, 1994) while part-time marketers are the people who do 

not belong the marketing and sales department but still have an impact on and influence 

customer relations, customer satisfaction, the perceived value, and revenues (Gummesson, 

1991). The players on the ice are in this context part-time marketers and they are also the ones 

who perform the core service provided to the customers. As mentioned in the limitations it is 

difficult for the marketing department of a sports organization to impact the performance of 

the players, however, as mentioned in the limitations we focus on the aspects which the 

marketer can influence and there are several other people who can influence and impact the 

outcome of the service.  

Front-line personnel or contact employees´ refer to the people working for the organization 

whom the consumers may interact with during the service encounter (Bitner, Booms & 
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Tetreault, 1990). Contact employees play a key role in relationship marketing when customers 

evaluate their experience with the service (Crosby & Stephens, 1987). Further, Gremler, 

Gwinner & Brown (2001) provided evidence for a correlation between interpersonal 

relationships between customer and employees and positive word-of-mouth behavior. This is 

part of the visible aspects in the service encounter and it is also an important part when having 

a relationship oriented strategy since the contact employees are the ones who are in contact 

with the customers and also them who plays a big role in the experience during the service 

encounter.  

3.4 Complaint handling 

When working in the service context, service failure will occur sooner or later for every 

company, even if they have the best of intentions and world-class service systems (Wilson et 

al., 2012). A service failure is defined as “a service performance that falls below the 

customers´ expectations” (Hoffman & Bateson, 1997), and leads to customer dissatisfaction 

(Wilson et al., 2012). In order to get full understanding and to retain their customers it is 

important for firms to know what the customers expect when a service failure occurs and 

implement effective service recovery strategies (Wilson et al., 2012). Service recovery refers 

to the actions taken by the firm in response to the service failure, examples of these actions 

are, refunds, price discounts, upgraded services, free products or services, apologies, and 

acknowledgement of the problem (Wilson et al., 2012; Kelley, Hoffman & Davis, 1994).  

Service failures occur for different reasons, it may be the core service not matching the 

customers‟ expectations, it can be the employees being rude, the service being delayed etc. 

(Wilson et al., 2012).  Roos (1999) identified service failure as a “pushing determinant”, in 

other words, a reason for switching to another service provider.  Due to this it is important for 

organizations to work with and have good complaint handling. Tax, Brown & 

Chandrashekaran (1998) describe complaint handling as a sequence of events, beginning with 

communicating the complaint, which generates a process of interaction through which a 

decision and outcome occurs.  

Wilson et al., (2012) argue that it is important for organizations to give their customers the 

ability to present their complaints, listen to them and investigate the complaints coming from 

the customers. Even if it is only one customer who complains on the service or a part of the 

service it is important for the organization to listen to it. A reason for this is the “tip of the 

iceberg” phenomenon which suggests that for each complaint the organization receives at the 
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headquarters represents between 20-100 customers who experience the same kind of problem 

but did not complain (Wilson et al., 2012). Tax et al., (1998) identified four reasons why 

customers are reluctant to complain and they are the following, customers believe that the 

organization will not be responsive, they do not wish to confront the individual responsible 

for the failure, they are uncertain about their rights and the firms obligations, and lastly they 

are concerned about the high cost in time and effort of complaining.  

Effective complaint handling has shown to have an impact on customer retention rates, 

customer satisfaction, loyalty, word-of-mouth communication, and improve bottom-line 

performance (Kelley et al., 1994; Fornell & Wernerfelt, 1987; Tax et al., 1998; Wilson et al., 

2012). By providing logical explanations to service failures and/ or in some way provide 

compensation to the customer an organization can mitigate the dissatisfaction, or even turn 

the dissatisfaction into satisfaction (Bitner, 1990). Time has also been shown to be an 

important factor in complaint handling and service recovery, Mattila & Mount (2003) found 

evidence that the time it took for the company to respond and find a solution was important 

for the customers.  

Relationships can affect how the customers react to these service failures and recoveries. 

Hess, Ganesan & Klein´s (2003) study provides evidence that customer-organization 

relationships can help to shield a service organization from the negative effects of service 

failure on customer satisfaction. Service recovery expectations from the customer were lower 

when they expect the relationship to continue and these lower expectations also results in 

greater satisfaction with the service performance after recovery (Hess Jr et al., 2003). 

Complaint handling has also been shown to impact the relationships between customers and 

firms. Tax et al., (1998) provided evidence that satisfaction with complaint handling is 

associated with trust and commitment. Further Tax et al., (1998) state that this implies that 

customers who choose to complain about the service encounter are offering the firms the 

opportunity to demonstrate their trustworthiness to the customer and thereby develop 

relationships.  

3.5 Communication 

Keller (2001) state that marketing communications are the means by which businesses try to 

inform, influence, motivate, and remind consumers in a direct or indirect way about the 

services or products they sell. There is no area in marketing that has seen more vivid changes 

over the years than marketing communications. Due to this the challenges faced by marketers 
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in implementing, designing, and evaluating marketing communication programs are different 

from issues marketers had 20 - 30 years ago. (Keller, 2001). 

One of the most important changes is the increase of number and diversity of communication 

options available to marketers to reach their potential consumers. Further, Keller (2001) 

explains that in the recent years the marketing field has gone through the emergence of new, 

non-traditional media, promotion, and other communication alternatives. In terms of media 

aspects, television has seen the rise of new networks, cable, satellite, and independent stations 

that have reduced the share of traditional television networks, and traditional magazines 

competing with internet-based actors. Chen & Xie (2008) mention that because of the 

emergence of new media there are many effective ways to reach consumers and create brand 

value. Other opportunities might be sports and event sponsorship, in-store advertising, 

product placement in television and movie industry, and interactive media over the internet 

such as web sites, banner ads, and other internet campaigns. 

According to Grönroos (2000) companies need to manage their communication processes 

with customers in a way that value is created for both of them, mainly through the building 

and developing of their relationship over time, this is a must for succeeding with the 

relationship marketing. Payne & Holt (1999) stress that the strategic role of communication is 

becoming a high priority in service firms because it has a strong impact on the value creation. 

The way companies chose to create and deliver value to customers is acknowledged as an 

important concept in the marketing discussions (Collins, 1999; Wilson, 2000). Recent 

research show the failure of many companies in their way to manage effective communication 

with customers. This failure has inspired researchers and marketing practitioners to rethink 

the basics behind communication strategies and to investigate new market realities in 

managing services questions. These realities do affect changes in communication strategies 

directly or indirectly. (Lindberg-Repo & Grönroos, 2004). 

How companies choose to communicate with their customers is a cornerstone to how well the 

customer perceives the quality of service (Grönroos, 2008). Lindberg-Repo & Grönroos 

(2004) argue that modern research found that companies are less successful at managing an 

effective communication with their clients in order to support the mutual value creation 

process. Customers in today's market have a desire to be included in the two-way 

communication with the company and have demands in the usage of services and higher 

demands on the relationship with the company. (Lindberg-Repo & Grönroos, 2004). The 
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increased requirements is a consequence of the fact that consumers today are more likely to 

seek information including prices and competing service providers, through the Internet 

(Lindberg-Repo & Grönroos, 2004). Further, Lindberg-Repo & Grönroos (2004) claim that 

modern consumers with increased demands and higher tendency to be a part of a two-way 

communication are likely to switch service provider if the current service provider don‟t 

deliver an ongoing value to the relationship. In order to meet customer´s needs and create a 

competitive advantage in the market companies need a new strategy for businesses in the use 

of communication with customers. A strategy that integrates both internal and external 

communications, in order to maximize value creation processes in the contact between the 

company and the customer (Lindberg Repo & Grönroos, 2004). 

Relational Communication means that if companies want to develop relationships with their 

customers, they need a dialogue-oriented attitude toward the use of communication with their 

customers (Grönroos, 2008). Normann & Ramirez (1994), argue that value is created through 

mutual relationship interaction between the company and the customer. Further, Ravald & 

Grönroos (1996) state that in a relational context the value creation in the service is not 

transaction based and therefore it is not the price of the service that create value for the 

customer. Instead, companies create value through interaction over time where the value is 

created jointly between the customer and the company through a long-term relationship 

(Gummesson, 2002). This interaction process occurs in customer service meetings with the 

company through its personal contact (Lindberg-Repo & Grönroos, 2004). The value creation 

process is effective when each customer relationship develops individually and not when all 

customer needs are generalized for the sake of simplification (Lindberg-Repo & Grönroos, 

2004). 

Kaplan & Haenlein (2010) stress that the technological development is the main factor to the 

spread of the different communication through media. Developments in technology have also 

contributed to what Faulds & Mangold (2009) identify that the use of social media have 

change the tools and strategies for communicating with consumers. Faulds & Mangold (2009) 

explain the explosion of Internet-based communications as an opportunity to influence 

consumer behavior such as awareness, information gathering, opinions, attitudes, purchasing 

patterns, and evaluation and communication after purchase. According to Faulds & Mangold 

(2009) Social media constitutes of two fundamental roles for marketing. First, it opens a 

possible communication path for companies to reach out to consumers. Second, it creates an 

opportunity for customers to communicate with each other. In addition to the two roles, it also 
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allows customers to reach out to businesses, but this kind of communication is not made for 

advertising purposes, it´s usually for questions or customer service creating value for the 

customer. 

3.6 Pricing and customers orientation 

Price is a central concept of economy and marketing (Lichtenstein, Ridgway & Netemeyer, 

1993). Pricing of team sporting events such as a hockey game can be complex (Ferguson, 

Stewart, Jones & Dressay, 1991; Rasher, McEvoy, Nagel & Brown, 2007; Boyd & Boyd, 

1998).  

Leeds & Von Almen (2002) discusses different kind of ticket pricing strategies for sports 

organizations. They discuss the monopoly model where the one chooses a price and charges it 

to all customers at all times (Leeds & Von Almen, 2002). Variable ticket pricing is another 

strategy where some games are more attractive than others and this is known at before the 

season starts e.g. weekend effect and rival games. In this strategy the demand for each game 

has an impact on ticket prices, i.e. teams charge more for more attractive games and less for 

less attractive games (Leeds & Von Almen, 2002). Dynamic ticket pricing is the third strategy 

discussed by Leeds & Von Almen (2002), this strategy allows teams to capture additional 

revenue based on characteristics of each individual game which was unknown at the start of 

the season.  An example of this can be in baseball if a certain pitcher (a position in baseball) 

plays the game it is more attractive to the customer (Leeds & Von Almen, 2002).  

Leeds & Von Almen (2002) also discuss bundling which is a strategy that can be used when 

fans are eager to see specific games and therefore willing to see less attractive games in order 

to get the tickets for the game they desperately want to attend. Quantity discount is a strategy 

where the prices are reduced in bulk purchases, for example charge less for a group of tickets 

than for an individual ticket, and charge less when a group of people purchases their tickets at 

the same time. Segments market strategy is the last strategy discussed by Leeds & Von Almen 

(2002), in this strategy the team segments their fans when they know that some certain groups 

are willing to pay more than other groups, e.g. students could be willing to pay less.  

Alexander (2001) found evidence that sporting events do not only have competition from 

other sports and teams for the consumers but also other forms of entertainment. Further, today 

TV production also provides entertainment for the consumer as they can view the game from 

their own living room. Therefore it is important for sports teams to price their tickets so they 

attract as much fans as possible to visit the arena to watch the game.  
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As we discussed in the introduction, not all customers are relationship oriented (Grönroos, 

2008). Some customers´ are transaction oriented and they are looking for solutions to their 

needs which are reasonable prices, and they do not appreciate to be contacted in between their 

purchases (Grönroos, 2008).  

Relationship oriented customers´ can be divided into two groups, those with an active 

relationship approach, and those with a passive relationship approach. Those with a passive 

relationship approach want to know that they can contact the provider if they wish to do so 

they search for contact with the organization but do not utilize the possible interactions 

offered to them. Those with an active relationship approach are searching for ways to interact 

with the organization in order to receive more value. If there is no possibility for interactions 

they will be dissatisfied since they do not get the value from the relationship that they are 

looking for (Grönroos, 2008).  

Table 2 Theoretical framework theories.  

Line of visibility 

and the service 

production 

system.  

Shostack (1984), Shostack 

(1987),  

Grönroos (2008) 

Line of visibility is part of the 

service system model and refers to 

the activities that can be seen by the 

consumers.  

Self-Service 

Technology 

Bitner, Meuter & Brown (2000),  

Curran, Meuter (2005) Ding et 

al., (2007), Castro et al., (2010), 

Meuter et al., (2000), Hsieh 

(2005), Guraau (2002), Bobbit & 

Dabholkar (2001), Meuter (2003) 

Collier & Kimes (2013) 

SST is the generic name for the 

technical services that allows 

customers to accomplish their 

errands on their own, e.g. buy tickets 

online, and buy merchandise online. 

Benefits of SST can convenience 

and availability for the customer.  

Front-line 

personnel 

Gummesson (1991); Grönroos 

(1994); Bitner, Booms & 

Tetreault (1990); Crosby & 

Stephens (1987); Gremler, 

Gwinner & Brown (2001) 

Refers to the part-time marketers in 

a service context. Employees who 

influence customer relations, 

satisfaction, the perceived value etc. 

E.g. Hosts, servers and bartenders 

etc.  

Complaint 

handling 

Wilson et al., (2012); Hoffman & 

Bateson (1997); Kelley, Hoffman 

& Davis (1994); Roos (1999); 

Fornell & Wernerfelt (1987); 

Tax, Brown & Chandrashekaran 

(1998); Bitner (1990); Hess Jr & 

Klein (2003; 

Refers to how firms work with 

service recovery after a service 

failure. The importance of listening 

to the customers and encouraging 

them to present their point of views 

and complaints in order to be able to 

solve them.  

Communication Keller (2001), Chen & Xie 

(2008); Grönroos (2000); Payne 

& Holt (1999); Collins (1999); 

Wilson (2000); Lindberg-Repo & 

Discusses communication between 

firms and their customers. The 

importance of manage the 

communication process to create 
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Grönroos (2004); Grönroos 

(2008); Norman & Ramirez 

(1994); Ravald & Grönroos 

(1996); Gummesson (2002); 

Kaplan & Haenlein (2010); 

Faulds & Mangold (2009) 

value for both parties and develop 

relationships. It is most effective 

when each customer relationship 

develops individually rather than 

generalize for the sake of simplicity.  

Pricing and 

customers 

orientation 

Grönroos (2008); Licthenstein et 

al., (1993); Ferguson et al., 

(1991); Rasher et al., (2007); 

Boyd & Boyd (1998): Alexander 

(2001) Leeds & Von Almen 

(2002) 

Pricing of services is complex and 

organizations needs to use a strategy 

that is best suited for their 

consumers. Relationship oriented 

customers find the other activities 

more important than price while 

transaction oriented customers finds 

price as an important aspect in their 

decision making process.  

(Source: Own construction) 
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4. Methodology 

In this chapter we will explain and motivate the outline and design used in this study. 

We discuss and argue for the choices we have made regarding the empirical data 

collection. The intention is to facilitate a critical review of the study and enhance 

credibility. We will explain sample and population, and why we have chosen our 

approach. Further, we will clarify how the questionnaire was designed and executed, 

and finally, why and how we have chosen to process, and present our data. 

4.1 Choice of subject 

When selecting the subject for the study both of us had an interest in the field of marketing 

and decided to conduct our work in the field of marketing. During our first semester we took 

the course “Customer Relationship Management” and we both found this area interesting. 

Further, both authors also have an interest in sports and find the sport business to be an 

interesting field which keeps on growing and the organizations behind the teams tends to be 

more and more professional and hiring people with good business knowledge rather than 

former athletes.  

After reading literature we found a gap regarding relationship marketing in the sport business, 

there are studies made in this field but we did not find any studies made regarding the 

consumers attitudes towards relationship marketing in the Swedish market. After further 

reviewing literature we decided to conduct a study to investigate if hockey consumers in 

Gävle are relationship oriented or if they are transaction oriented, or if there are consumers of 

both orientations, this because a hockey organization has different customer segments which 

may result in different orientations among them. If they have different orientations they also 

have different preferences regarding the relational activities which occur in the marketing of a 

hockey game. Therefore we thought it would be interesting to investigate this and provide 

knowledge in this field to help sports organizations to better communicate with their 

customers and to attract more customers to their events.  

The choice of organization to use for our study was Brynäs IF. There were different factors 

that contributed to this choice, firstly the geographically benefit since Brynäs IF is located in 

Gävle which benefits us since we do not need to travel for the interviews and the data 

collection process and therefore it is not as time consuming as other organizations would have 

been due to travel. Another factor was that Brynäs IF and almost the entire SHL (Swedish 

Hockey League) has seen a decrease in attendance this season which may result in a bigger 
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interest for our study. We also heard from prior students that Brynäs IF welcomes students 

who conduct their studies and that they are cooperative with this kind of studies.  

4.2 Research Approach 

When conducting research, the researcher or scientist work is to relate theories and the reality 

(empiricism) to each other. How to relate the theory and reality to each other is one of the 

central problems within philosophy, meta-science, and in all scientific work (Patel & 

Davidson, 2011). There are three approaches which can be used by a researcher or scientist 

when relating and explaining the relationships between the theoretical part with the empirical 

part and these approaches are induction, deduction and abduction (Patel & Davidson, 2011; 

Eriksson & Finn, 2011).  

Patel & Davidson (2011) describe a deductive approach as following the “road of proof”, it is 

characterized by when a researcher using existing theories and trying to apply them to their 

own hypothesis which later is empirically tested in “the real world” to see if the theories and 

hypothesis are consistent. The deductive approach uses theories to draw conclusions from 

individual cases.  

A scientist or researcher who uses an inductive approach can be described as following the 

“road of discovery”, in other words they study a certain research object without embed the 

study in previous theories. The inductive approach formulates theories from individual cases 

(Patel & Davidson, 2011).  

The third approach is abduction and this could be viewed as a combination of the deductive 

and the inductive approaches (Patel & Davidson, 2011). In this approach the researcher or 

scientist first step is to formulate a hypothetic pattern that can explain the case, this first step 

is characterized as inductive. The second step is deductive by testing this hypothesis or theory 

on new cases, and the initial hypothesis or theory can now be developed or expanded to be 

more general (Patel & Davidson, 2011).  

In our research we began our study by identifying a research gap in the literature, what are the 

sports consumers‟ attitudes towards relationship marketing. We then developed a theoretical 

framework in which relevant variables were identified for our study. The next step in the 

process was to develop our instrument for the empirical data collection. We developed a 

questionnaire based on the theoretical framework and also practical input from Brynäs IF. The 

data collection was performed at Gavlerinken Arena during a Brynäs IF game. The 
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questionnaires were handed out in randomized order to the respondents. When the data 

collection was complete we coded the answers and analyzed them based on the theoretical 

framework by using the SPSS data program. The analysis used in SPSS was a correlations 

analysis, a factor analysis and Chi2 tests. The last step of the process was the outcome of the 

study where we were able to answer our research questions and the aim of our study.  

As described above this process is similar to the deductive approach which Ali & Birley 

(1999) describe in the following six steps:  

1. Develop theoretical framework.  

2. Variables identified for relevant constructs. 

3. Instrument development. 

4. Respondents give answers to specific questions. 

5. Answers analyzed in terms of prior theoretical framework. 

6. The outcome – theory tested according to whether hypothesis are accepted or rejected. 

4.3 Research design 

Malhotra (2007) state that there are two types of research, conclusive research and 

exploratory research. The main differences between the two types are summarized by 

Parasuraman, Grewal & Krishnan (2007) in the following manner:  

Figure 3, Conclusive vs. exploratory research 

 

(Source, Parasuraman, Grewal & Krishnan, 2007, pp. 57) 
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As shown in figure 3 an exploratory research is characterized by having a general research 

purpose, the data needs are ill-defined, and the data collection has a rough form and is open 

ended. Further the samples in an exploratory research are relatively small and subjectively 

choosen to maximize generalization of insights. The data collection is flexible and the 

analysis is informal, and lastly exploratory research tends to be more tentative than final 

(Parasuraman et al., 2007). Conclusive research on the other hand has a specific purpose, 

clear data needs, well defined data sources, and structured data collection. Further conclusive 

research uses a large sample which is objectively chosen, the data collection is a rigid well-

laid-out procedure and the analysis of the data is formal and tends to be quantitative. Lastly 

conclusive research is more final than tentative (Parasuraman et al., 2007). Since our study is 

structured and has a specific purpose, and we do a quantitative study and have a fairly large 

sample our thesis was conducted by using a conclusive research design.  

4.4 Research strategy 

In order to conduct this study according to our purpose and to answer the research questions 

we needed a relatively big sample since we have a descriptive aim and investigate the 

attitudes of sports-consumers. When discussing research strategy it is good to distinguish 

between qualitative and quantitative study‟s (Bryman & Bell, 2007). When conducting a 

study that requires a big sample a quantitative study is favorable (Bryman & Bell, 2007) and 

the chance to get a representative sample increases when conducting a quantitative study 

(Jacobsen, 2002). A quantitative study is defined by  

When collecting the empirical data in quantitative study different techniques can be used, 

such as questionnaires, observations or documents (Denscombe, 2009). We decided to use a 

questionnaire for our data collection. Questionnaires are one of the most commonly used data 

collection methods. Questionnaires are also the best technique when investigating people‟s 

opinions and attitudes (Jacobsen, 2002). Questionnaires are characterized by three aspects, 

they are wide and comprehensive, conducted at a determined time, and it is empirical 

research. Another advantage with questionnaires is that all the respondents get the same 

questions and therefore the data analysis process is easier.  

Data from questionnaires can be processed and analyzed statistically and thereby advanced 

statistical analyses can be conducted. The data from quantitative methods can also help the 

researcher to map out variations and find correlations between different variables and 

different respondents (Jacobsen, 2002).  
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4.5 Preliminary study 

By making a preliminary study you can obtain special knowledge about the research area that 

is not obvious in the literature. The respondents in the preliminary study might contribute to a 

knowledge base that may help to construct the final questionnaire. (Patel & Davidson, 2011). 

Our problem formulation is finished, but there is a lack of known and relevant facts when it 

comes to relevant relationship marketing aspects in the Swedish sports industry, especially in 

hockey organizations. 

Because relationship marketing is characterized by a holistic approach and a multifunctional 

and cross-border use, it has been difficult to find measurable methods of relationship 

marketing in a sport industry context. It has therefore been necessary for the authors to choose 

some parts of the holistic theory and make it investigable and relevant to problem formulated 

in the thesis. The authors have done this by testing their assumptions about relevant 

relationship marketing activities and theories in a preliminary study. Relationship marketing 

is a way for companies to take a holistic approach across the organization to create a 

relationship with the customer. This overall strategic approach makes it hard for researcher to 

come up with concrete relationship marketing activities that companies can use. The 

preliminary study intended to expand the author‟s knowledge base for relationship marketing 

aspects, and this through the respondent‟s reflections and values on relationship marketing. 

The responses from the respondents in the preliminary study also intended to confirm and 

strengthen the credibility of the thesis writer‟s identification of relevant relationship 

marketing activities and theories. 

The preliminary study consisted of two interviews conducted with two people from Brynäs 

IF´s staff. The authors chose to do interviews with Elin Levin, who is responsible for 

audience, market and souvenirs as well as with Catarina Carlsson, who is head of 

communications. We chose to make semi-structured interviews with the two respondents. The 

questions were designed based on the theory which gave the authors insight in what was seen 

as relevant in real-life relationship marketing in Brynäs IF´s case, and the answers were also a 

basis for the later-made questionnaire.  

Semi-structured interviews are conducted in a way that the same questions are asked to all 

respondents but with open answers opportunities with encouragement to explain their answers 

as deep as possible, and interviews are done one at a time. An interview like this, when the 

respondent talks from personal experience, makes the conversation natural and giving. (Kvale 
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& Brinkmann, 2009). In Unstructured interviews the conversation may drift too much, which 

can lead to trouble when all the data are about to be compiled and analyzed (Bryman & Bell, 

2013). Therefore, the authors used semi-structured in-depth interviews to make it easy to 

connect the different responses to each respective theoretical category.  

The preliminary study aimed to confirm the relationship marketing activities found in the 

theory and connect these with existing activities in the Swedish hockey industry, in this case 

Brynäs IF, to create the study's final questionnaire. Furthermore, we wanted the respondents 

to give their views on relationship marketing activities in real life, this could be facts that we 

may have missed or was unaware of. 

4.6.Pilot study and professional advice 

A weakness in using a quantitative method is that it is impossible to change the questions 

after the study has been made. This means that the questions in the final questionnaire must be 

done carefully. They need to be well formulated and relevant, and that they should reflect the 

formulation of the problem addressed in the study. Therefore, we conducted a pilot study to 

test the study's questionnaire. According to Saunders, Lewis & Thornhill (2003) a pilot study 

can pre-test all or parts of the final questionnaire and also reveal errors, ambiguities or gaps in 

the survey. The pilot study should be given to respondents who are similar to the actual study 

group, (Patel & Davidson, 2011). 

We chose to distribute the pilot study with a convenience sample December 2, 2014 at 

Högskolan in Gävle. It was distributed to 15 respondents which we felt was enough. The 

respondents then completed the survey and afterwards we asked them if there was anything 

they reacted to or did not understand. The comments we received were overall positive with 

some remarks on two statements that we changed later on in the questionnaire. We did this 

because we wanted to get as little loss as possible due to unclear formulated statements and 

questions in the final questionnaire. We chose Högskolan in Gävle for the pilot study based 

on the limited time frame of the study. We thought it was unnecessary to go Gavlerinken to 

implement the pilot study when we knew that we could get the same kind of respondents at 

Högskolan in Gävle. In addition, many students have experience from methodological courses 

which could provide constructive feedback. Saunders (2003) argues that it is important to get 

professional feedback from someone with experience. We did this by consulting with Lars 

Ekstrand who is our supervisor during this study, and Benny Berggren who is a PhD student 
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at Högskolan in Gävle. By doing the pilot study and consultation, we believe that unnecessary 

pitfalls in the final questionnaire that could have result in unnecessary loss was avoided. 

4.7 Main Study 

4.7.1 Questionnaire design 

The questionnaire is developed in two parts, first we have six questions regarding the 

respondents‟ background- The second part of the questionnaire consisted of statements 

regarding the different relationship marketing activities we identified in the literature and 

which were discussed by Levin (personal communication, 2014) and Carlsson (Personal 

communication, 2014).  

The first part of questions which we call background questions about actualities was 

developed in order to determine the demographic profile of each respondent. Examples of 

these kind of questions is according to Ejlertsson (1996) and Trost (2012) whether the 

respondent is a student, gender, age, education level, employment, income etc. Firstly these 

questions are used in order to identify demographic variables that can be used in the analysis 

process, e.g. if the attitudes towards a certain activity is differ among the respondents 

depending on their age or gender. The questions we used in this part was age, gender, 

employment, how many of Brynäs IFs home games they attend each year, if they were 

members in Brynäs IF, and whether they were members in any of Brynäs IFs fans clubs. 

These questions were chosen because they can be used to determine different groups of fans 

(segments) who attend the games and thereby see if the attitudes differ between them. These 

question can also be used as a kind of “warm-up questions”, since the questions are easily 

answered the respondents motivation to complete the questionnaire may be increased (Trost, 

2012).  

The second part of the questionnaire consisted of statements to which the respondent 

answered to which degree he/she agreed to each statement. Trost (2012) discuss two ways to 

design a questionnaire when investigating customers attitudes towards different areas, one 

option is to ask question to the respondent which can be answered either “Yes” or “No”. The 

second option which is the one we decided to use is to use statements to which the respondent 

has to consider and answer to which degree he/she agrees or not agrees with the statement. 

The reason for this choice is that it can provide us more data to work with in the analysis, and 

by using this approach we believe we can capture the respondents‟ actual attitudes in an easier 
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way. We also thought the first option with yes and no questions might lead to the respondents 

answering that everything is relevant for them.  

In our questionnaire we asked attitude questions by using the likert-scale. The scale can 

consist of different degrees for example, five or seven (Trost, 2012). We decided to use a five-

point likert-scale, Patel & Davidson (2011) state that this is the most common method used 

for collection data regarding attitudes. We also decided to use a verbal format in our likert-

scale, this means that the answering options in the questionnaire are verbal one rather than 

numerical (Bryman & Bell, 2007). However, the background questions or demographical 

questions are different and also question 18 and 19 where we use a frequency format (Bryman 

& Bell, 2007) since these question were designed in order to investigate how often the 

respondents visited Brynäs IFs website and Brynäs IFs social media pages.  

Our questions are divided into groups consisting of these activities. In order to keep the 

different groups from impact each other we designed the questionnaire so questions regarding 

the same activities are kept together and we have a clear distinction when the questions are 

changing into another group, this is according to the recommendations from Johansson & 

Lindfors (1993) who state that questions regarding the same kind of theme should be kept 

together. Further, Trost (2012) states that this is an effective way to keep the respondent 

focusing on one of the relational activities at the time and evaluate each of them individually. 

Krosnick & Alwen (1987) does however not agree with this approach, they state that in order 

to reach optimal results the questions in a questionnaire should be in a randomized order. This 

is because in long questionnaire the respondents might lose interest and therefore questions 

later in the questionnaire might be overlooked and only answered quickly without really 

thinking about whats being answered. However, Krosnick & Alwen (1987 also states that the 

construct and the analysis part can be time consuming if the questionnaire is conducted in 

paper-form and is only recommended when the collection is done electronically.  

The theoretical framework has been operationalized in the questionnaire as followed. 

Questions 1-6 regard the demographic variables. Questions 7-8 regard the activity of self-

service technology the customer may be in contact with. Questions 9-12 are focusing on the 

front-line personnel/ contact employees. Bryman & Bell (2007) state that the researcher 

should avoid technical terms and therefore this area is called personnel at the arena in the 

questionnaire in order to make it as clear as possible to the respondents what the subject refers 

to. Questions 13-17 handle the subject of complaint handling. Bryman & Bell (2007) discuss 
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not using questions that include negatives we changed the term of complaint handling to 

“point of view” in the questionnaire. Questions 18-24 regard the subject of communication. 

Questions 25-27 are about how ticket prices and other prices for purchases at the arena impact 

the consumers.  

4.7.2 Sample and sample techniques  

It is difficult and costly to investigate each individual in a population and therefore researcher 

use a sample or derives a sample from the total population (Patel & Davidson, 2011). 

According to Johansson-Lindfors (1993) it is time and expense aspects that makes surveys of 

a total population rarely possible. It is common that researchers using a quantitative research 

strategy also use sample in their work (Bryman, 2011). Our study aims to examine sport 

consumers attitudes regarding relationship marketing activities, we want to examine the 

population´s values and make it generalizable.  

By using demographic variables, we investigated whether values differ depending on the 

respondent's age, membership in Brynäs IF or supporter clubs, occupation, and gender. The 

number of respondents participating in the survey is not easy to determine. Usually a 

compromise is made because of costs, time constraints, and need for precision from the 

researchers. The rule of thumb is; larger sample gives the researcher higher accuracy, the 

study and the results depend less on chance. (Bryman, 2011). Bryman (2011) argues that the 

precision increase significantly if you reach up to 1,000 respondents. In this study it was not 

possible to conduct a questionnaire survey with 1,000 respondents. The time required to 

gather and analyze such large volumes of data is not reasonable with the time that was given. 

It was therefore agreed that the sample size should be around 120 respondents. How these 

respondents have been selected will be explained in the following paragraph. 

In order to make conclusions and generalize your data to a larger population, a random 

sample is desirable (Saunders et al., 2012). Furthermore, De Veaux et al., (2009) state that one 

of the quality requirements for a questionnaire to be considered credible, is that the 

respondents in the sample are randomly selected, which we have done by conducting a 

random structured sample. The reason why it is structured is because we chose to conduct our 

study at the arena, since our aim is to investigate sport consumers attitudes towards 

relationship marketing activities. We conducted the random part of our data collection in 

agreement with Saunders et al., (2012) who says that the first respondent is selected by 

random and after that we selected respondents systematically after a set interval (every fifth 
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person). Saunders, Lewis and Thornhill (2003) argue that this is a well-accepted and suitable 

method when conducting research similar to us. When data collection is based on a random 

structured sample, anyone who is at the survey location is asked to participate in the survey. 

Based on this assumption anyone over 18 of age and living or visiting Gävle at that time is 

included in our population and could be asked to participate in practice. 

Regarding the data collection, we approach every fifth person we met at Gavlerinken, just 

before the game started between Brynäs IF and Linköping HC. We asked them to fill out the 

questionnaire. If the potential respondent declined, we then let another four more people pass 

until we approached the next possible respondent. Every form of randomization gives better 

validity (De Veaux,, Velleman & Bock, 2009). The reason for choosing Gavlerinken instead 

of other locations such as Högskolan in Gävle was because off the hit-rate. There is a risk that 

people who haven´t attended a Brynäs IF game could respond. We chose to be at the arena 

long before the match began to thus meet the match guests who were not stressed. We also 

chose to terminate the investigation, 30 minutes before the game begun to avoid stressful and 

insincere respondents. Respondents like this would have led to a decrease in the overall 

validity of the study. We got a total of 121 respondents, including two underage respondents 

that were excluded from the research due to ethical principles. 

  

4.7.3 Distribution of questionnaire 

A common way of distribution with convenience sample is when researcher places 

themselves at a public location where they can find people included in the study group and 

ask them if they want to participate. A weakness in this approach might be if customer 

satisfaction will be investigated then you probably won‟t find dissatisfied customers inside the 

actual shopping center or mall (Jacobsen, 2002). Johansson Lindfors (1993) argues further 

that the time and place where the selection is done can cause a bias in the sample. Our study 

group is hockey consumers and the easiest way to meet the study's target group was to 

conduct the study at Gavlerinken arena. This despite the fact that dissatisfied hockey 

consumers might have chosen to boycott the arena or chose to watch the game elsewhere. Due 

to limited time and economy we agreed that Gavlerinken arena still was the best option for us 

to meet our target group. Thanks to cooperative staff in Brynäs IF´s organization we were 

able conduct the study in the main entrance to the arena. Why we wanted to conduct our 

survey in the entrance was that all of the audience enter the arena there. 
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Once in place we took contact with people who passed by, with help from two other students 

assisting us. By being four people on sight we were more effective covering the hole entrance 

making it possible to ask every other fifth person and still got up to the quote we aim for. 

Before the survey we informed the other two students all they needed to know about our 

survey so they could give information and answers to the respondents. All respondents were 

asked if they were interested in participating in a study about Brynäs IF´s relationship 

marketing and we introduced ourselves as essay writing students from Högskolan i Gävle. For 

those people who said yes, we explained deeply what the study was about and distributed the 

questionnaire. We also explained that the study is made from a business to consumer 

perspective and that the respondent would therefore put themselves into the role of a private 

person when answering the questionnaire. By instructing the respondent to answer the 

questionnaire as a private person, we hope to avoid the effect that can occur when someone 

else is paying for the ticket, food and souvenirs. A matter considered as a risk with surveys 

using standardized questions is that the respondents might misinterpret some questions 

(Jacobsen, 2002, p. 150). To prevent this, we informed the respondents that they would ask us 

if there were any concerns or ambiguities. We also told the respondents that they could be 

rewarded with a 200kr gift card in the Brynäs IF shop if they chose to participate. 

4.8 Data processing and analysis 
As previously stated the data collection process occurred at Gavlerinken Arena during an SHL 

game between Brynäs IF and Linköping HC. 121 questionnaires were collected and of these 

119 were used in the data processing and analysis, two questionnaires were not used due to 

ethical principles. These 119 questionnaires were later coded in by using Microsoft Excel 

where the answering options were coded into numbers. This coding was performed according 

to the table 3 below. As shown the answer “fully agree” was coded as a 1, strongly agree as a 

2, partly agree as a 3, mildly agree as a 4, and do not agree as a 5. When the respondent 

answered “do not know” it was coded as shown in table 3.  

Table 3, Answering options Questionnaire 

Fully agree Strongly 

agree 

Partly agree Mildly agree Do not agree Do not know 

1 2 3 4 5 - 
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In order to make sure all the data was coded correctly and eliminate any possible mistakes 

each questionnaire were reviewed twice. First the answers were read and inserted into Excel 

and after the answers were repeated to screen the data so it was correctly coded. We also 

numbered each of the actual questionnaires so we had the possibility to go back and review 

each of the questionnaires in case we needed to.  

 

4.8.1 Bivariate Correlation Analysis 

When conducting a quantitative research you need to process different empirical data, using 

statistics is an effective way because it makes it easier to analyze and interpret your collected 

data. All the answers from our respondents are presented and analyzed with help from the 

SPSS program. In order to analyze two or more variables at the same time trying to find any 

potential correlations it is recommended to conduct a correlation analysis, by doing this the 

researcher might discover interesting relationship, (Eliasson, 2010). 

Dancey & Reidy (2011) state that a correlation analysis allows researchers to see how 

different variables covariance, where the purpose is to discover interresting relationships 

between different variables. This means that a correlation is used to describe if there is a 

linear relationship between two or more variables. A correlation can answer questions like if 

there is a relationship between education level and salary in the future or height and weight. 

The strongest degree of correlation is either plus (+) 1 or minus (-) 1. According to Lövås 

(2006) this means that the correlation value is always somewhere between these numbers. If 

the correlation between two or additional variables show zero (0) we can tell that there is no 

relation between the variables, and is therefore not correlated. A correlation which shows a 

negative (-) number, describes the levels in one variable as being higher, while the other 

variable has received lower levels. E.g. high levels of people‟s weight are probably negatively 

correlated to low levels of people‟s health. Contrary, if the correlation is positive (+), this says 

that high levels in one variable is connected to high levels in the other variable. An example 

for this might be, the higher levels of education, the higher salary in the future. (Lövås, 2006). 

Another important part of the correlations analysis is Confidence Interval. This is an interval 

that estimates the population. The Confidence Interval gives us an indication if there is any 

reliability to the specific variables that are measured. The higher levels shown in the interval, 

the higher credibility of the results. If the Confidence Interval levels are between 95-99 

percent, this means that there is a 95 respectively 99 percent certainty that there is a 
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statistically confirmed correlation between the variables that are measured. Values that are 

lower than 95 percent are not significant since the certainty of a relationship is too low. 

(Lövås, 2006). These were excluded where we discuss and analyze our data in later chapters. 

In our correlation analysis which we present in the appendix, you can sometime see one or 

two stars (*) (**), connected to a value. One star indicates that there is a Confidence Interval 

that is 95 percent certain a correlation between the variables exists. However, if there are two 

stars the researcher can state that the correlation, with a 99 percent‟s certainty, is significant. 

(Lövås, 2006). 

 

4.8.2 Factor Analysis 

In addition to the Bivariate Correlation Analysis, we also chose to conduct a factor analysis 

with help from the SPSS program. In SPSS were able to do a factor analysis statistically in 

order to categorize new factors. Costello & Osborne (2005) stresses that this method is used 

in statistics with the purpose to reveal any potentially hidden variables which can cause the 

used variables to co-vary. If a variable is intentionally removed from the variance, it will 

show in the result if it was a part of the solution, because there is only factors with a shared 

variance that will appear in the final solution. If a factor is shown to have moderate 

communalities, but is not correlated, it is possible to produce values of variance which are 

affected by the components.  

According to Pallant (2010), the purpose of a factor analysis is to reduce the surveys variables 

by excluding those with no relevance and putting those who are relevant into different 

components. The components represent different factors of the variables based on how strong 

they correlates with each other. When conducting a factor analysis there are two types that 

you can chose from, these are; Confirmatory Factor Analysis (CFA) and Exploratory Factor 

Analysis (EFA). 

Albright and Park (2009) states that a CFA is more of a complex approach compared with the 

EFA. The CFA is more often used by testing a theory or hypothesis. By using CFA the 

researcher is allowed the possibility to make significant cut downs on the factor model. The 

CFA approach also allows the scientists to test a certain hypothesis regarding a certain factor 

structure. An EFA on the other hand, is according to Albright & Park (2009) an approach 

where scientists tries to test one or more hypothesis explicitly or by exploring different 

patterns in the data. In an EFA approach, every factor is expected to affect all the observed 
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variables. Furthermore, when using the EFA approach all common factors are either 

correlated to some degree or not. 

An EFA is a known and accepted technique in social sciences. It is, according to Costello & 

Osborne (2005) a complex process of several steps and the purpose is to identify any possible 

complex inter-relationships between variables in a group or single variables which are part of 

a related notion. Further, the researcher continues in the process by making assumptions based 

on the different kinds of relationships between the given factors that are show. Due to this the 

EFA has few absolute guidelines with a lot of different options, but the whole procedure is 

complex.  

Malhotra (2007) states that the SPSS program is often used when conducting a marketing 

research, which is one of the reasons why we chose to use this program to analyzed our 

empirical data. Another reason why we chose SPSS was because we had access to the 

program at our university. Unlike the CFA, the EFA determines different factor scores and is 

more data driven while CFA is more theory driven according to Albright & Park (2009), 

which is our main reason why chose to use the EFA approach. Before the EFA was conducted 

we did a reliability test of our data. The measurement we chose to conduct is called the 

Chronbach‟s Alpha (CA). We reached a value of 0,679 (see table in appendix), which is an 

OK value according to Bryman & Bell (2007) who states that the value should be higher than 

0,6 to be considered as reliable.  

Table 4, Cronbach´s Alpha 

 

4.9 Ethical principles 

When conducting research in business there are certain ethical principles the researcher 

should follow. Bryman (2001) and Bryman & Bell (2007) discuss different requirements and 

principles to follow when conducting business research. 
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The researcher should follow the requirements of information and consent. The researcher 

should inform the potential respondents about the purpose and nature of the study. The 

researcher should explain that participation in the study is optional and that they at any point 

can cancel if they please. Consent also refers to the age of the respondents, a person under the 

age of 18 they may need the approval of their parents or legal guardians. (Bryman, 2001; 

Bryman & Bell, 2007).  

Bryman (2001) talk about the requirement of confidentiality and the requirement of usage. 

This refers to that all the data collected from the study should be handled with confidentially, 

and should be kept inaccessible for unauthorized people. The data and information collected 

from the study should only be used for the purpose of the study and should not be used for 

other activities or sold to another party.   

Whether there is harm to the participants is another area to talk into consideration according 

to Bryman & Bell (2007). Harm could include physical harm, harm to career prospects and 

employment, harm to personal development and self-esteem, stress, and inducing subjects to 

perform reprehensible acts. Bryman & Bell (2007) also refer to the AoM Code of Ethical 

Conduct which states that “it is the responsibility of the researcher to assess carefully the 

possibility of harm to research praticipants”. Bryman & Bell (2007, pp. 133) and the MRS´s 

Code of Conduct which advocates that “the researcher must take all precautions to ensure 

that respondents are in no way directly harmed or adversely affected of the results of their 

participation in a marketing research project” Bryman & Bell (2007, pp. 133). 

Invasion of privacy and whether deception is involved are the last two ethical principles 

discussed by Bryman & Bell (2007). Privacy refers to the researcher not invading a 

participant‟s privacy. The objectives of any study do not allow the researcher to intrude on a 

respondent‟s privacy (Bryman & Bell, 2007). Deception occurs if the researchers present their 

research as something other than what it really is. Holliday (1995, after Bryman & Bell, 2007) 

provides the following example; someone pretend to be a student interested in small firms in 

order to gain information about a competitor‟s product.   

During our data collection at Gavlerinken we clearly informed people, both vocally and had a 

roll-up poster, that we were students from “Högskolan i Gävle” and that we were writing our 

master thesis and no deception occured. We also had information on the questionnaire that 

informed the respondents of the purpose of our study. During the collection process we asked 

the potential respondents if they would be interested in participating in the study and if they 
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said no, we did not keep asking. We also decided to only have respondents from the age of 18 

and up, this was due to the what Bryman (2001) discus about the requirement of consent, that 

people under the age of 18 may need their parents or legal guardians approval or consent to 

participate in the study. When we started analyzing the data we found two questionnaires 

from persons who were 17 years old and decided to exclude them from the sample.  

On our questionnaires we clearly stated that the data or information that we acquired would be 

handled confidential and anonymous according to the requirement of confidentiality discusses 

by Bryman (2001). In order to do this the authors are the only people who handle the data 

acquired from the data collection. However, since we also used a gift card in Brynässhopen as 

an incentive to get people to participate we asked for the respondents contact information in 

form of phone number in order to contact them if they were the winners of the mentioned gift 

card. In this case one can argue that the respondent lose their anonymity since it could be 

possible for us to find out who the person was through their phone number. To cope with this 

issue we clearly stated that it was optional to be part of the draw for the gift card but in order 

to participate in the draw contact information was required in order to contact the winner.  

On our questionnaire we also clearly stated that the information and data acquired from 

during the collection would only be used for our study and not handed or sold to another part. 

We kept this promise to our respondents since we have not and will not forward our data and 

information to another part. This was done according to the requirement of usage discussed by 

Bryman (2001). 

On each of the questions, besides the demographic questions, we had an option to answer “do 

not know” if they did not want to provide us with their thoughts and opinions regarding that 

particular question. This was a way to reduce the harm to participants discussed by Bryman & 

Bell (2007) since they had the option not to answer a certain question which they may not 

want to.  

 

4.10 Validity, reliability and generalizability 

4.10.1 Validity 

Validity refers to whether the data and methods are correct. It is a term which refers to an 

instrument of measures and its capacity to actually measure what it is supposed to measure 

(Denscombe, 2009). When talking about validity a separation of two different aspects of it 
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needs to be done, there is internal validity and external validity. Internal validity refers to the 

statements in a study, e.g. how certain are the conclusions made relative to the results from 

the study. External validity is concerned with whether the results can be generalized beyond 

the specific research context. For this the selection of people and organizations who 

participate in the study is crucial.   

External validity on the other hand refers to the correlation between the readings obtained 

from the use of an operational definition, an example of this is the questions or statements in a 

questionnaire, and also if the sample is representative for the purpose of the study (Bryman & 

Bell, 2007; Eriksson & Wiederheim-Paul, 2011). 

Regarding the internal validity we designed our questionnaire by using a framework that has 

been used in other studies regarding the topic of relationship marketing and the customers‟ 

attitudes towards it and adjusting it towards our  segment which was sport consumers. The 

findings from our study were clear and we were able to see some clear patterns which are an 

indication of good internal validity. 

We also conducted a pilot-study in order to increase the internal validity. By using a test 

group we could detect possible limitations and aspects that was confusing regarding the 

questions and statements in our questionnaire. Through this process we were able to before 

the actual data collection we could increase the validity by minimizing any potential 

uncertainties regarding the statements and questions in our questionnaire.  

As for the external validity we used a sample which is representative for our purpose. By 

conducting the data collection at Gavlerinken Arena we were able to reach people who are 

sport consumers and therefore also a good sample group. If we would have conducted the data 

collection by using a random sample we might have ended up with answers from people who 

do not attend hockey games and therefore they would not represent our target population 

which is sport consumers.  

4.10.2 Reliability 

Reliability refers to whether the result from a study will be the same if the study is repeated, 

and is often a criterion when conducting quantitative research (Bryman & Bell, 2007). One 

why to determine the reliability is to repeat the survey at different times and notes any 

possible deviations. However, this is a costly process concerning time and resources 

(Johansson-Lindfors, 1993) and therefore we were not able to do it. One way to measure the 

reliability in a study is by using the cronbach´s alpha. We got a coefficient of 0,679 on 
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cronbach´s alpha, Bryman & Bell (2007) states that a coefficient over 0,6 is considered to be 

good. Another indicator of the reliability of our study is the score on the KMO-test where a 

score higher than 0,6 is considered reliable. In order to ensure our data in the factor analysis 

was reliable we conducted a KMO-test and our score was 0,680 which is considered reliable.  

Before the data collection we also conducted a pilot study, prepared a template of how the 

data will be decoded and how the collected data would be treated. This kind of preparatory 

work can according to Johansson-Lindfors (1993) be a good way of increasing the reliability.  

4.10.3 Replicability 

The above discussed topic of reliability is also close to another criterion of research and that is 

replication. Replication, or replicability, refers to the possibility for other researchers to 

replicate the study. In order for a replication of a study it is important for the researchers to in 

great detail describe their process (Bryman & Bell, 2007). In our methodology chapter we 

have in detail described our operational process during our research. Where the data 

collection occurred, how the questionnaire was designed, how we collected the data at the 

arena. By describing this process other researchers could replicate the study and compare the 

results.  

4.10.4 Generalizability 

Generalizability refers to whether the results can be applicable to other people or 

organizations than the specific ones in the study. Quantitative researchers are often interested 

in being able to do such generalizability (Bryman & Bell, 2007). Since a total research 

involving everyone in the population which is being investigated is almost impossible a 

sample of the population must be used. In order to be able to generalize the results of the 

study the sample must be representative. Representative refers to which extend a total 

research would generate the same results.  

Bryman & Bell (2007) argues that a generalization can only be done for the underlying 

population of the study. In our case our sample has geographical limits since our sample was 

people who attend Brynäs IFs home games which can be limited to Gävle and therefore may 

not be statistically generalizable (Johansson-Lindfors, 1993). However since we focus on 

sport consumers our sample which allowed us to reach people who attend hockey games in 

Gävle and also by approaching every fifth person at the arena which increases the validity we 

can generalze our results for sport consumers in Gävle. As previously mentioned it may not 

be statistically defensible to generalize the results for all of Sweden. But it can be used to give 
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an indication and further research at other places in Sweden could be done in order to 

strengthen the generalizability.   

 

4.11 Method criticism 
As stated in the questionnaire design part in the methodology chapter we decided to follow 

the suggestions from Trost (2012) and keep the questions related to the same activity grouped 

together with a clear distinction when a new topic was investigated in the questionnaire rather 

than having them in a randomized order. However, this may also have a negative effect as it 

could have a decreased effect on the external validity according to Krosnick & Alwen (1987). 

We did however decide to follow the theory of Trost (2012) since we believed it was the best 

approach. 

When reviewing the answers we noticed that we had a little bit more “do not know” answers 

than we had anticipated. A reason for this could be that some respondents misread our 

questionnaire and mistakenly viewed the “do not know” answer as a part of the scale. As 

previously discussed in the ethical principles part we wanted to give the respondent the option 

not to answer a certain question for different reasons. We could however have made it more 

clearly on the questionnaire that it was a “do not know” answering option and make a clearer 

distinction that it was not part of the scale.  
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5. Results 

In this chapter we present our empirical findings where we explain the data we 

received from our data collection process. We will clarify how the demographic data 

was distributed, and then we choose to present the results in frequency tables, a factor 

analysis and finally, a correlation analysis. 

5.1 Demographic data 

5.1.1 Gender & Age 

The respondents in our questionnaire as shown in figure 4 were 85 males and 34 females. This 

is a distribution of 71,43 percent males and 28,57 percent females.  

Figure 4, Gender 

 

The mean age of the respondents were 45,2 years with a standard deviation of 15,78 years and 

the ages ranged from 20 years to 81 years.  In order to provide a better view of the 

respondents ages we divided them into five different age groups as shown in figure 5. The 

groups are divided as shown in figure 5 with the first group of respondents are the ages 25 and 

younger, the second is the ages 26-35, the third is 36-45, the fourth is 46-60, and the fifth and 

last group is 61 and older.  15,13 percent of the respondents were 25 years old or younger, 

17,65 percent were between the ages 26-35, 15,13 percent were between the ages of 36-45, 
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36,13 of the respondents were between the ages of 46-60 and lastly 15,97 percent were 61 

years old or older.  

Figure 5, Age 

 

5.1.2 Members 

We also asked the respondents whether they were members in Brynäs IF and if they were 

members in any of Brynäs IFs fans clubs. Out of the 119 respondents 34,45 percent were 

members of Brynäs IF and 65,55 were not members. Regarding the membership in fans clubs, 

7,56 percent of the respondents were members in any of Brynäs IFs fans clubs while 92,44 

percent were not members.  
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Figure 6, Members Brynäs IF  Figure 7, Members fans clubs

  

 

5.1.3 Employment & Games attended 

For our analysis we also wanted to collect data regarding the respondents‟ employment 

situation. 3,36 percent stated that they were students, 2,52 percent were currently 

unemployed, 4,20 percent was working part-time, 75,63 percent were working full-time and 

lastly 14,29 percent were retired.  

We also asked the respondents how many of Brynäs IF home games they attent during a 

regular season. 38,66% stated that they attend between 1-5 games, 10,92 percent stated they 

attend between 6-10 home games, 8,40 percent says they attend between 11-15 home games, 

0,84 percent stated that they attend between 16-20 games, and lastly 41,18 percent attend 21 

home games or more.  
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Figure 8, Games attended  Figure 9, Employment 

 

 

5.2 Self Service Technology 
In the questionnaire statements 7 and 8 treated the topic of self-service technology and the 

respondents‟ willingness to use them. Question 7 asked whether they always buy their game 

tickets online. As shown in table 5, 13,4 percent answered that they fully agreed to that 

statement, 3,4 percent stated that they strongly agreed, 11,8 percent partly agreed, 6,7 percent 

agreed to a small extent and 50,4 percent did not agree at all to that statement. 14,3 percent 

chose not to answer or said they did not know.  

Table 5, Buy tickets online 

 

 

 

 

 

 

S. 7: I always buy my game 

tickets online.  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Agrees to a low extent 

5. Do not agree 
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Statement 8 in the questionnaire treated the consumers‟ willingness to buy Brynäs IF 

merchandise online in the web shop. To this statement, as shown in table 6, 2,5 percent of the 

respondents fully agreed with the statement. 2,5 percent stated they strongly agreed, 10,1 

percent partly agreed, 8,4 percent agreed to a small extent, and 57,1 percent of the 

respondents stated that they did not agree at all to that statement.  

Table 6 Buy Merchandise online 

 

5.3 Interaction with front-line personnel 
Statements 9-12 in our questionnaire are treating the topic of front-line personnel during a 

hockey game. For statement 9 which treats the importance of good treatment from the 

personnel at the arena and how it affects the customers experience at the game. As shown in 

table 7, 42,0 percent fully agreed with the statement, 35,3 percent strongly agreed, 16,8 

percent partly agreed, 4,2 percent agreed to a small extent, and lastly 0,8 did not agree at all to 

the statement. 0,8 percent of the respondents decided not to answer the question or to answer 

“do not know”. 

Table 7, Treatment from employees 

 

S.8: I always buy my 

merchandise online in Brynäs IFs 

web shop.  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Agrees to a low extent 

5. Do not agree 

S.9: Good treatment from the 

personnel at the arena has an effect 

on my experience at the game.  

6. Fully agrees 

7. Strongly agrees 

8. Partly agrees 

9. Mildly agrees 

10. Do not agree 
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For statement 10, which regards the employees effect on future attendance, table 8 shows the 

results, 42,9 percent of the respondents stated that they fully agreed to the statement, 27,7 

percent strongly agreed, 13,4 percent partly agreed, 10,1 percent mildly agreed, and 3,4 

percent did not agree at all to the statement. For this statement 2,5 percent of the respondents 

did not answer the question or answered “do not know”.  

Table 8, Employees effect on future attendance 

 

As seen in table 9 statement 11 is treating whether the treatment from the employees has an 

impact on the customers recommending others to attend a Brynäs game, in other words, 

spreading word of mouth. For this st 35,3 percent stated that they fully agreed with the 

statement, 25,2 percent stated that they strongly agreed, 21,0 percent stated that the partly 

agreed with the statement, 7,6 percent stated that they mildly agreed with the statement, and 

7,6 percent did not agree at all with the statement. 3,4 percent of the respondents chose to 

answer “do not know” to the statement.  

Table 9, Employees effect on WOM 

 

Statement 12 investigated the customers attitudes towards a personal recognition from the 

employees at the arena. As shown in Table 10, 30,3 percent stated that they fully agreed with 

S.10: There is a better chance that I 

attend future games if I am satisfied 

with the employees at the arena.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 

S.11: The treatment from the 

employees has an impact on the 

chances that I recommend others 

to attend Brynäs IFs games.  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Mildly agrees 

5. Do not agree 
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the statement. 15,1 percent of the respondents strongly agreed with the statement. 15,1 percent 

partly agreed to the statement, 18,5 percent mildly agreed to the statement, and 14,3 percent 

did not agree at all with the statement. Out of the 119 respondents 6,7 percent did not answer 

or answered “do not know” to this statement.  

Table 10, Recognized by employees 

 

 

5.4 Complaint handling  
Statements 13-17 in our questionnaire treats the topic of complaint handling and the 

customers chances to make a complaint, to get confirmation that the complaint was received, 

explanation why the problem occurred etc.  

Statement 13 investigates the importance of having the possibility to make a complaint to 

Brynäs IF regarding the customers experience at a game. As shown in table 11, 35,3 percent 

of the respondents fully agreed to the statement, 27,7 percent strongly agreed to the statement, 

21,8 percent of the respondents partly agreed, 8,4 percent of the respondents mildly agreed to 

the statement, and 5,0 percent of the respondents did not agree at all to the statement. 1,7 

percent of the respondents answered “do not know” to this statement.  

 

 

 

 

 

 

S.12: I appreciate when the 

employees recognize me at 

Gavlerinken Arena (Addressed by 

name).  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Mildly agrees 

5. Do not agree 
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Table 11, Possibility to make a complaint 

 

 

Statement 14 refers to the importance of getting a confirmation that Brynäs IF received the 

complaint from the customer. For this statement table 12, presents the results which show that 

32,8 percent of the respondents fully agreed with the statement. 25,2 percent of the 

respondents strongly agreed to the statement, 19,3 percent of the respondents stated that they 

partly agreed with the statement. 8,4 percent of the respondents mildly agreed with the 

statement, and 5,0 percent of the respondents did not agree at all with the statement. 1,7 

percent of the respondents did not answer the question or answered “do not know” to the 

statement. 

Table 12, Confirmation of reception of the complaint 

 

 

Statement 15 treats the importance of getting an explanation from Brynäs If why the problem 

occurred. Table 13 presents the results to this question and as shown 33,6 percent of the 

respondents answered that they fully agree with the statement. 30,3 percent stated that the 

strongly agreed with the statement, 19,3 percent answered that they partly agrees with the 

S.13: It is important that i can 

present my views and complaints 

to Brynäs IF.  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Mildly agrees 

5. Do not agree 

 

S.14: It is important that i get a 

confirmation that Brynäs IF has 

received my complaint.  

1. Fully agrees 

2. Strongly agrees 

3. Partly agrees 

4. Mildly agrees 

5. Do not agree 
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statement. 8,4 percent of the respondents mildly agreed, and 5,9 percent of the respondents 

did not agree at all with the statement. 2,5 percent of the respondents did not answer the 

question or answered “do not know” to the statement.  

Table 13, Explanation why problem the occurred 

 

 

 

Statement 16 treats the question of how important it is for the customers that Brynäs quickly 

solves the problem which the customers have made a complaint about. As shown in table 14, 

31,9 percent of the respondents stated that they fully agreed with the statement. 32,8 percent 

of the respondents strongly agreed to the statement. 22,7 percent stated that they partly 

agreed, 5,0 percent stated that they mildly agreed with the statement. 3,4 percent of the 

respondents did not agree at all to the statement. 4,2 percent of the respondents did not answer 

or answered “do not know” to this statement.  

Table 14, Importance of solving problem quickly 

 

 

S.15: It is important that I get an 

explanation why the problem 

occurred 

6. Fully agrees 

7. Strongly agrees 

8. Partly agrees 

9. Mildly agrees 

10. Do not agree 

.  

S.16: It is important that Brynäs 

IF quickly solves the problem that 

has occurred.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 

 



53 

 

 

We had a statement in our questionnaire regarding the importance of being able to present 

ones complaint in a quick and easy manner. To this statement, as shown in table 15, 39,5 

percent of the respondents stated that they fully agreed and 30,3 percent said that they 

strongly agreed. 15,1 percent of the respondents answered that they partly agreed, 7,6 percent 

stated that the mildly agreed with the statement, and 3,4 percent did not agree at all. 4,2 

percent of the respondents answered “do not know” to this statement. 

Table 15, Making a complaint in a quick and easy manner 

 

 

5.5 Communication 
Statements 18-19 in our questionnaires treat the topic of communication and the frequency in 

which the consumers´ visit Brynäs IFs website and their different social media accounts. As 

we discussed in the methodology these two statements have different answering options than 

the statements in the questionnaire.  

Question 18 is used in order to determine how often the respondents visit Brynäs IFs website. 

As shown in table 16, 15,1 percent of the respondents stated that they visit the website daily, 

16,0 percent of the respondents visit the website 2-3 times a week. 11,8 of the respondents 

answered that they visit the website once a week. 8,4 percent stated that they visit the website 

every other week. The most common answer among the respondents at where that they visited 

the website once a month or less which was 48,7 percent. None of the respondents answered 

“do not know” to this question.  

 

 

S.17: It is important for me to be 

able to present my complaints in 

a quick and easy manner.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 
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Table 16, Visit website 

 

 

In statement 19 in our questionnaire the respondents answered the frequency of their visits on 

Brynäs IFs social media pages/accounts. As shown in table 17, 15,1 percent of the 

respondents stated that they visit the social media pages daily, 9,2 percent stated that they visit 

the social media pages 2-3 times a week. 10,1 percent of the respondents visits the social 

media pages once a week, 5,9 percent of the respondents answered that they visit Brynäs IFs 

social media pages and accounts every other week, and a majority at 58,0 percent of the 

respondents stated that they visit the social media pages once a month or less. 1,7 percent of 

the respondents optioned to answer “do not know” to this statement.  

 

Table 17, Visit social media 

 

 

 

Statements 20-24 in our questionnaire also treat the topic of communication but for these 

questions, and the rest of the questionnaire, we use the same answering options as statements 

S.18: I visit Brynäs IFs website:  

1. Daily 

2. 2-3 times a week 

3. Once a week 

4. Every other week 

5. Once a month or less 

S.19: I visit Brynäs IFs social 

media pages:  

1. Daily 

2. 2-3 times a week 

3. Once a week 

4. Every other week 

5. Once a month or less 
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7-17 where the respondent is asked to answer to which degree he/she agrees with the 

statement.  

In statement 20 the respondents answer to which degree they value a personal recognition in 

newsletter sent to them from Brynäs IF. Personal recognition could be that the newsletter 

starts with a personal greating for example, “Hello Anders”. As shown in table 18, 19,3 

percent of the respondents stated that they fully agreed with the statement, 16,8 percent 

answered that they strongly agree with the statement. 19,3 percent answered that the partly 

agreed, 16,8 percent of the respondents mildly agreed with the statement, and 16,0 percent of 

the respondents did not agree at all with the statement. For this statement 11,8 percent of the 

respondents optioned to answer “do not know”.  

Table 18, Personal recognition in newsletters 

 

In statement 21 the respondents answers if they use Brynäs IFs website to find information 

regarding tickets, schedule etc. As shown in table 19, 27,7 percent of the respondents fully 

agreed with the statement, 23,5 percent strongly agreed with the statement. 25,2 percent of the 

respondents answered that they partly agreed with the statement, 3,4 percent stated that they 

mildly agreed with the statement, and 12,6 percent of the respondents did not agree at all with 

the statement. 7,6 percent of the respondents did not answer the question or answered “do not 

know” to the statement.  

 

 

 

 

S.20: I appriciate a personal 

recognition in newsletters from 

Brynäs IF.  

6. Fully agree 

7. Strongly agree 

8. Partly agree 

9. Mildly agree 

10. Do not agree 
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Table 19, Visit website for information 

 

 

Statement 22 is used to see to which degree the respondents visit the website in order to read 

player interviews, pre-game reports, view videos etc. As shown in table 20, 23,5 percent of 

the respondents fully agreed with the statement, 20,2 percent strongly agreed with the 

statement. 21,8 percent of the respondents partly agreed with the statement, 8,4 percent of the 

respondents mildly agreed with the statement, and 17,6 percent did not agree at all with the 

statement. 8,4 percent did not answer or answered “do not know” to this statement.  

Table 20, Visit website for interviews & reports 

 

Statement 23 in our questionnaire treats the subject of social media and how important it is for 

the consumers to get responses/answers on their posts on Brynäs IFs social media pages and 

accounts. As shown in table 21, 13,4 percent of the respondents fully agreed with the 

statement, 11,8 percent of the respondents answered that they strongly agreed. 25,2 percent 

answered that they partly agreed with the statement, 16,8 percent mildly agreed, and 17,6 

S.21: When i visit Brynäs IFs 

website i do it in order to find 

information regarding tickets, 

schedule etc.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 

 

S.22: When i visit Brynäs IFs 

website i do it in order to read 

interviews, pre-game reports, 

watch videos etc.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 
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percent did not agree at all with the statement. 15,1 percent of the respondents answered “do 

not know” to this statement.  

Table 21, Answers on social media posts 

 

 

Statement 24 treats the importance of that Brynäs IF issue a membership magazine. As seen 

in table 22, 17,6 percent of the respondents fully agreed with the statement, 16,0 percent 

strongly agreed. 21,0 percent partly agreed with the statement, 13,4 percent of the respondents 

mildly agreed with the statement, and 10,9 percent did not agree at all with the statement. 21,0 

percent did not answer the question or answered “do not know”, a reason for this high non 

response rate on this statement could be that people who are not members might have thought 

the question was only for members. 

Table 22, Importance of member magazine 

 

 

S.23: It is important for me 

that Brynäs IF responds on 

my post on their social media 

pages.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 

 

S.24: It is important for me 

that Brynäs IF issue a 

membership magazine.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 
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5.6 Price 
In statements 25-27 the respondents answered how crucial prices for tickets and other 

purchases in the arena are for them. In statement 25 the respondents answered how crucial the 

ticket prices are when determining if they will attend the game or not. Table 23 shows the 

frequency of the answers and as it shows 22,7 percent stated that they fully agree with the 

statement, and 18,5 percent strongly agreed. 23,5 percent partly agreed with the statement, 

11,8 percent mildly agreed , and 20,2 percent did not agree at all with the statement. 3,4 

percent answered “do not know” on this statement.  

Table 23, Ticket price crucial 

 

Statement 26 treats how the prices in bars, kiosks or restaurant. impacts the consumers 

experience at the arena and how crucial prices are for him/her. As shown in table 24, 18,5 

percent fully agreed with the statement, and 24,4 percent strongly agrees with the statement. 

31,9 percent of the respondents partly agreed with the statement, 12,6 mildly agreed, and 11,8 

percent did not agree at all. 0,8 percent of the respondents answered “do not know” to this 

statement.  

Table 24, Prices in bar, kiosks, restaurant etc. essential 

 

S.26: Prices in bars, kiosk, 

restaurant etc. has an impact on 

my evaluation of the game.  

6. Fully agree 

7. Strongly agree 

8. Partly agree 

9. Mildly agree 

10. Do not agree 

 

S.25: The ticket price is crucial 

when deciding if I will attend a 

game.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 
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In statement 27 the respondent answers if he/she only attends games when he/she received a 

free ticket. As shown in table 25, 12,6 percent fully agreed with the statement, and 4,2 percent 

strongly agreed. 10,9 percent of the respondents partly agreed with the statement, 9,2 percent 

mildly agreed, and 61,3 percent did not agree at all with the statement. 1,7 percent answered 

“do not know” to this statement 

Table 25, Only attend games when received free ticket 

 

 

5.7 Factor Analysis 
When we began our Exploratory Factor Analysis (From now on referred as EFA), we started 

by ensuring that our data was relevant enough to analyze. We did this by testing our data in a 

KMO- and Bartlett tests. In the tests it turned out that our data was reliable and sufficiently 

assured stats, enough to conduct an EFA. When conducting an EFA your KMO-value should 

show at least 0,600 to be reliable, and our test turned out to be 0.680, which is an acceptable 

value. 

When the factor analysis was made, the SPSS program that we used categorized our data in 

eight different components, based on the strength of the correlations. These components will 

be presented with patterns in the result and then analyzed separately in the Analysis chapter. 

Our degree of explanation was 65.726 percent. This was a measure of how much the eight 

components could explain the total result from the factor analysis. We can see that, as shown 

in table 26, factor No. 1 has the highest level of explanation (15,959 percent), and or second 

factor has the second highest level of explanation (12,796 percent), and or third factor show 

8,250 percent and so on.  

S.27: I only attend games when i 

receive a free ticket from e.g. 

family, friends, and job.  

1. Fully agree 

2. Strongly agree 

3. Partly agree 

4. Mildly agree 

5. Do not agree 
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Table 26, Total variance explained 

 

 

 

In table 27 is an adapted Rotated Component Matrix (see complete version in Appendix) and 

it shows the results we got from the EFA. All eight factors were named Component 1-8 which 

makes it easier to follow later on in the Analysis chapter. We chose to only focus on inter-

correlations connected to our aim and research questions with a higher number than 0,3 or 

less than -0,3 in our Rotated Component Matrix. These values are highlighted in the Matrix to 

make it clear for the reader. It´s hard to make any conclusions with numbers between 0,3 and 

-0,3 that´s why we chose to exclude these from the Matrix and further analysis. 

Table 27, Rotated Component Matrix 

 Component 

 1 2 3 4 5 6 7 8 

Gender        -,811 

Nr off games 

attended 
 ,633   ,421    

Employment     ,775    

Member  ,557   ,425    

Supporter fans 

clubs 
 ,422       

Buy tickets online       ,768  

Web shop 

merchandize 
      ,680  

Positive personnel    ,768     

Positive personnel 

– impact on Nr of 

games attended 

   ,806     

(Source, SPSS) 
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Personnel-WOM    ,837     

Recognition - 

Personnel 
       ,631 

Present point of 

views 
,720        

Confirmed point of 

view 
,812        

Explanation of 

your problem 
,874        

Solves problem 

quickly 
,732        

Present point of 

views easy and 

quickly 

,771        

Visit website  -,821       
Visit social media  -,795       
Personal 

recognition in 

newsletter  

  ,326   ,375  ,471 

Use Website for 

tickets 
 ,398 ,719      

Use website for 

interviews and 

videos 

 -,312 ,683      

Response on social 

media 
  ,761      

Member magazine   ,567      
Ticket price 

essential 
     ,810   

Prices in 

bar/restaurant/ 

kiosk etc. are 

essential   

     ,718   

Only attend games 

with free ticket 
    ,428 ,381   

Age groups     ,813    

 

Extraction Method: Principal Component Analysis  

Rotation Method: Varimax with Kaiser Normalization 

a. Rotation converged in 7 iterations. 

 

Component 1.  

The first component is the strongest component out of our 8 components with an explained 

variance of 15.959 percent, and in it we can see one evident pattern (Which is highlighted in 

the table). We can see a clear and strong positive correlation between the five variables. The 

correlations in the pattern were as follows: 

 

Present point of View:   ,720 

(Source: SPSS) 
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Confirmed Point of View:   ,812 

Explanation of problems: , 874 

Solve problems quickly:  ,732 

Present point of views easy and quickly: ,771 

 

 

 

Component 2. 

Component 2. is the second strongest component out of our 8 components with an explained 

variance of 12,796 percent, and in it we can see two different patterns (Which is highlighted 

in the table). In the first pattern we can see a positive correlation between the three variables, 

and in the second pattern we can see a strong negative correlation between two variables. The 

correlations in the two patterns were as follows: 

Pattern 1. 

Nr off games attended: ,633 

Member:  ,557 

Supporter fans clubs: ,422 

Pattern 2. 

Visit website: -,821 

Visit social media: -,795 

 

Component 3. 

Component 3. is the third strongest component out of our 8 components with an explained 

variance of 8,250 percent, and in it we can see one evident pattern (Which is highlighted in 
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the table). We can see a strong positive correlation between 5 variables. The correlations in 

the pattern were as follows: 

 

Personal recognition in newsletter: ,326 

Use Website for tickets:  ,719 

Use website for interviews and videos: ,683 

Response on social media:  ,761 

Member magazine:  ,567 

 

Component 4. 

Component 4. is the fourth strongest component out of our 8 components with an explained 

variance of 7,814 percent, and in it we can see one evident pattern (Which is highlighted in 

the table). We can distinguish a distinct strong positive correlation between three variables. 

The correlations in the pattern were as follows: 

 

Positive personnel:   ,768 

Positive personnel – impact on Nr of games attended: ,806 

Personnel-WOM:   ,837 

 

Component 5. 

Component 5. is the fifth strongest component out of our 8 components with an explained 

variance of 5.959 percent, and in it we can see one evident pattern (Which is highlighted in 

the table). We can distinguish a positive correlation between five variables. The correlations 

in the pattern were as follows: 
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Nr off games attended:  ,421 

Employment:  ,775 

Member:   ,425 

Only attend games with free ticket: ,428 

Age groups:   ,813 

 

Component 6. 

Component 6. is the sixth strongest component out of our 8 components with an explained 

variance of 5,676 percent, and in it we can see one evident pattern (Which is highlighted in 

the table). We can distinguish a positive correlation between three variables.  The correlations 

in the pattern were as follows: 

 

Ticket price essential:   ,810 

Prices in bar/restaurant/ kiosk etc. are essential: ,718 

Only attend games with free ticket:  ,381 

 

Component 7. 

Component 7. is the seventh strongest component out of our 8 components with an explained 

variance of 4,800 percent, and in it we can see one evident pattern (Which is highlighted in 

the table). The correlations in the pattern were as follows: 

 

Buy tickets online: ,768 

Web shop merchandize: ,680 
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Component 8. 

Component 8. is the weakest and our last component with an explained variance of 4,472 

percent, and in it we can see one evident pattern (Which is highlighted in the table). We can 

distinguish a correlation between three variables. The correlations in the pattern were as 

follows: 

 

Gender:   -,811 

Recognition – Personnel:  ,631 

Personal recognition in newsletter: ,471 

 

5.8 Bivariate correlations analysis 
A correlation analysis is used to describe if there is a linear relationship between two or more 

variables. A correlation can answer questions like if there is a relationship between two 

different variables. The strongest degree of correlation is either plus (+) 1 or minus (-) 1. This 

means that the correlation value is always somewhere between these numbers. If the 

correlation between two or additional variables show zero (0) we can tell that there is no 

relation between the variables, and is therefore not correlated. A correlation which shows a 

negative (-) number, describes the levels in one variable as being higher, while the other 

variable has received lower levels, if the correlation is positive (+), this says that high levels 

in one variable is connected to high levels in the other variable. 

We started by doing a correlation analysis with all the variables. This resulted in a table 

consisting of 365 correlations (see the appendix for the full table). Because we wanted to 

analyze the most relevant correlations, we chose to select the correlations with the highest 

level of significance (shown in table 28). We chose to not include or discuss variables that 

didn‟t show any or low significance levels. These correlations could be identified by the 

number of stars they had in the table. Those with low significance had none or only one star, 

and the relevant ones with high significance had two stars in the table. 
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Table 28, Bivariate correlations analysis 

 Nr off games 

attended 
Employment Member     

Age groups ,263** ,518** ,264**     

 
Recongnition - 

Personnel 
      

Gender -,349**       

 Member 
Supporter fans 

clubs 
Tickets online 

Recongnition 

- Personnel 

Visit 

Website 

Visit 

Social 

Media 

 

Nr off 

games 

attended 

,584** ,270** ,255** -,261** -,424** -,314**  

 - - - - - -  

Employme

nt 
- - - - - -  

 
Supporter fans 

clubs 
Visit Website Age groups     

Member ,261** -,379** ,264**     

 - - - - - -  

Supporter 

fans clubs 
- - - - - -  

 
Webshop 

merchandize 
      

Tickets 

online 
,351**       

 
Response on 

Social Media 
      

Webshop 

merchandi

ze 

,325**       

 

Positive 

personnel-impact 

on NR of games 

attended 

Personnel-

WOM 

Solves problem 

quickly 
    

Positive 

personnel 
,511** ,543** ,237**     

 Personnel-WOM 
Present point of 

views 
     

Positive 

personnel-

impact on 

NR of 

games 

attended 

,597** ,253**      

 
Recongnition-

personnel 
      

Personnel-

WOM 
,252**       

 
Confirmed point 

of view 

Recongnition-

newsletter 

Use website for 

interviews and 

videos 

Member 

magazine 
   

Recongniti

on-

personnel 

,299* ,301** ,285** ,253**    

 
Confirmed point 

of view 

Explanation of 

your problem 

Solves problem 

quickly 

Present point 

of views easy 

and quickly 

   

Present 

point of 

views 

,641** ,556** ,318** ,392**    

 
Explanation of 

your problem 

Solves problem 

quickly 

Present point of 

views easy and 
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quickly 

Confirmed 

point of 

view 

,732** ,395** ,473**     

 
Solves problem 

quickly 

Present point of 

views easy and 

quickly 

     

Explanatio

n of your 

problem 

,574** ,612**      

 Personnel-WOM 

Present point of 

views easy and 

quickly 

Member 

magazine 
    

Solves 

problem 

quickly 

,246** ,832** ,275**     

 - - - - - -  

Present 

point of 

views easy 

and 

quickly 

- - - - - -  

 
Member 

 

Supporter fans 

clubs 

Visit social 

media 

Use website 

for interviews 

and videos 

Ticket price 

essential 

Prices in 

bar/restaur

ant/ kiosk 

etc. are 

essential 

Only attend 

games with 

free ticket 

Visit 

website 
-,379** -,333** ,680** ,359** -,241** ,241** -,281** 

 
Use Website for 

tickets 
      

Visit social 

media 
-0,287       

 
Response on 

social media 
      

Personal 

recognition 

in 

newsletter 

0,251       

 

Use website for 

interviews and 

videos 

Response on 

social media 

Prices in 

bar/restaurant/ 

kiosk etc. are 

essential 

    

Use 

Website 

for tickets 

,300** ,488** ,239**     

 
Response on 

social media 

Member 

magazine 
     

Use 

website for 

interviews 

and videos 

0,442 0,285      

 
Member 

magazine 
      

Response 

on social 

media 

0,407 

 

 

      

 - - - - - - - 

Member 

magazine 
- - 

 

- 
- - - - 

 

Prices in 

bar/restaurant/ 

kiosk etc. are 

essential 

      

Ticket 0,434       
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price 

essential 

 Age groups       

Prices in 

bar/restaur

ant/ kiosk 

etc. are 

essential 

0,275       

 - - - - - - - 

Only 

attend 

games with 

free ticket 

- - - - - - - 

 

 

5.9 Open question 
As mentioned in the methodology chapter we also had an open ended question at the end of 

our questionnaire where the respondents were given the option to give further comments and 

voice their opinions regarding the subject. Of the 119 questionnaires used in the analysis 11 

respondents opted to answer on this question. The responses varied between prices for tickets, 

prices at the arena, and parking. The most common mentioned aspect for this question was 

that the ticket prices were too high which 6 respondents wrote.  

Table 29, Responses open question 

Comment Frequency 

Ticket prices 6 

Prices at the arena 3 

Parking 2 

 

5.10 Summary of the results 

Self Service Technologies 

From our results we can see that those who use SST solutions are quite few, but those who 

choose to use one SST solution also uses the others. Another observation is the fact that Web 

shop merchandize correlates positively with the variable “Response on Social Media”. This 

indicates that those who have experience of using services over the internet tend to use 

several.  

Interaction with Front-line personnel / contact employees 
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It is show in the results that the statements regarding this matter are clearly related, which is 

shown in component 4 in the Factor Analysis. Three of these statements also had high and 

similar accountable frequency in the frequency table. Also, the frequency table show that this 

is an important matter among our respondents. 

Complaint handling 

The results regarding complaint handling shows that a majority of Brynäs IFs customers tends 

to be relationship oriented. Since our result shows that complaint handling is important to a 

big part of our respondents this is an indicator of them being relationship oriented since they 

are open to interactions with Brynäs IF when it comes to complaint handling. 

Communication 

From our results we can identify two distinct patterns. The First one can be seen in component 

2 in the Factor Analysis. We believe that this is a segment of Brynäs IF consumers who are 

not comfortable to be active on the Internet. In the second patter, which can be seen in 

component 3, there is a segment considered the opposite of what we found in Component 2. 

These consumers make use of all the possible ways of communication made through the 

Internet.  

Price 

In our results regarding price we could see a relationship between ticket price and prices at the 

arena which indicates that those who find ticket prices to be essential also finds prices at the 

arena to be essential for their experience and vice versa. However, we should mention that 

this is a rather small group of people. 
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6. Analysis 
_______________________________________________________________________ 

Our intention in the Analysis is to highlight all interesting findings from our Results 

chapter. The data presented in our Result chapter is continuously compared to our 

Theoretical Framework. We do this to find differences, similarities and interesting 

patterns for the later Discussion chapter, as well as to answer the study's main purpose 

which is to describe how relevant relationship marketing activities are used or might be 

used.  

 

6.1 Self Service Technologies 
In our questionnaire (see appendix), we used two statements (7, and 8) related to Self Service 

Technologies (SST). We now explain how the answers were distributed among our 

respondents and how they relate to the theory we have chosen to use in the Theoretical 

Framework. We find information related to these two statements in our frequency table, 

correlation analysis and factor analysis, which we analyze and interpret below.  

What we can deduce from the frequency table (see table 5 & 6) in our study, it has been found 

that few people of our selection use Brynäs IF's SST solutions. Only 13,4 percent of the 

respondents say that they fully agree when we ask if they always buy their tickets online and 

2,5 percent say that they always buy merchandize over the internet on Bynäs IF's web shop. 

We can see a proportion who use ticket online then we can see that fully -, strongly - and 

partly agree almost accounts for a third of all respondents. The same fact does not apply to 

merchandize online, where these three options together only accounts for 15.1% of all 

respondents.  

A question one may ask is whether Brynäs IF has clarified for their consumers that they can 

save time and perform their errands whenever they want if they use Brynäs IF's SST system, 

which Meuter et al., (2000) highlight as an important part in the implementation of SST. 

Certainly it seems to work quite well regarding ticket sales online, while the web shop is 

definitely behind in comparison. We understand that the turnover on game tickets is much 

higher compared to the web shop.  

In our factor analysis (see table 27), we can see a pattern for these two statements. It is 

obvious that these two are linked together as we can see a positive strong correlation in 
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component 7 in the factor analysis. Buy tickets online has a value of ,768 and web shop 

merchandize has a value, ,680 This gives us an indication that these two variables are related. 

The fact that there were so few respondents who use the web shop we can draw a conclusion 

that those who use the web shop also use ticket online. Bobbit & Dabholkar (2001) argue that 

the SST systems can be designed for specific target groups which Ding et al., (2007) also 

believe when they argue that a standardized method is considered to be inadequate. We 

believe that some question could be raised, due to fact that we can see that there is a relatively 

small group that seems to use both solutions. It may be that the SST systems are not suited for 

all segments yet. 

In our correlation analysis (see table 28), we are also able see a positive correlation between 

the two statements regarding SST. They have a significant (marked with **) value of 351 **, 

which supports our earlier argument that those who use one SST soloution also use the other. 

One observation which also strengthens a previous argument concerning segments is the fact 

that Web shop merchandize correlates positively with the variable “Response on Social 

Media”. We choose to interpret this information in a way that those who have experience of 

using services over the internet tend to use several. Therefore, those who are active on social 

media can be linked with those who use the web shop. 

6.2 Interaction with Front-line personnel/ contact employees 
We used four statements (9, 10, 11 and 12) in our questionnaire related to Interaction with 

Front-line personnel/ contact employees. What we can assume from the frequency table is 

pretty clear. In our study, it has been found that a lot of people in our selection have the 

opinion that the treatment from the personnel on the arena has an important impact on their 

experience when visiting a Brynäs IF game (statement 9). Whole, 42 percent say that they 

fully agree when we ask if good treatment from the personnel at the arena has an effect on 

their experience at the game, and 35,3 percent do strongly agree. So overall it's entire 77.3 

percent of all respondents who believe that the treatment from the employees affects their 

experience very much. It was only 4,2 percent of the  respondents who agreed mildly and 

finally 0,8 percent who did not agree. 

As we mentioned in the theoretical framework - during a hockey game a consumer can 

interact with different employees which are part-time marketers (Gummesson 1991), such as 

entrance host, merchandise shop attendants, guards, bartenders, and kiosk attendants. 

According to Crosby & Stephens (1987) Front-line personnel have shown to play a key role in 
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relationship marketing when customers evaluate their experience with the service, Which we 

also think is rather obvious indications in our study, given the frequency tables (Tables 7-10) 

were the respondents answered that front-line personnel was something they value high and is 

important to them. 

We asked our respondents if there is a better chance that they attend future games if they are 

satisfied with the employees at the arena (statement 10). What we can assume from the 

frequency table is similar to our previous statement. It showed that a lot of people in our 

selection think that there´s a better chance that they will come back for more games if they are 

satisfied with the personnel. Whole, 42,9 percent say that they fully agree when we ask for 

their opinion, and 27,7 percent do strongly agree. Overall, there is 70.6 percent of all the 

respondents who believe that they will come back for more games if they are satisfied with 

the personnel. It was only 10,1 percent of the  respondents who agreed mildly and finally 3,4 

percent who did not agree. 

Grönroos (2008) explains how the interactive part is when the customer meets the company in 

the service encounter and this is when the moment of truth occurs. Indirectly it is going to be 

the staff at the arena that handles the "The Moment of Truth", which we have presented in the 

theoretical framework, and it can be all kinds of staff who are on site and will provide service 

to consumers who choose to go and see Brynäs IF play. This reflects once again that it is the 

part-time marketers who often make the difference as Gummesson (1991) states. The 

customers find these part-time marketers important for their satisfaction and how they 

evaluate the game.  

In our 11
th

 statement we asked our respondents if the treatment from the employees has an 

impact on the chances that they will recommend others to attend Brynäs IFs games. We could 

also identify some indications from the frequency table regarding this statement. It showed 

that the majority of respondents in our selection thinks that there´s a better chance they will 

recommend others to attend Brynäs IFs games if they are treated well by the personnel. A 

total of 35,3 percent say that they fully agree when we ask for their opinion, and 25,2 percent 

do strongly agree. Therefore, if we add these up there is 60,5 percent who believe that there is 

a better chance they will recommend others to attend Brynäs IFs games if they are treated 

well. It was only 7,6 percent of the  respondents who agreed mildly and 7,6 percent who did 

not agree. 
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As we understand it the results of our frequency table shows a clear statement of our 

respondents when it comes to this issue. Respondents who think that this is important are 

heavily predominant compared to those who do not think it matters very much. We chose not 

to describe the middle option which was to partially agree, we consider that these people do 

not take any proper position on the issue. We believe that our results agree well with Gremler, 

Gwinner & Brown (2001) who provided evidence for a correlation between interpersonal 

relationships between customer and employees and positive word-of-mouth behavior. Many 

consumers find the personnel important and has an impact on their word-of-mouth behavior.  

We asked our respondents if they appreciate when the employees recognize them at 

Gavlerinken Arena, e.g.  address them by name or similar, (statement 12). The frequency 

table showed that quite many of the respondents think that it is nice to be recognized by the 

personnel. 30,3 percent say that they fully agree when we ask for their opinion, and 15,1 

percent do strongly agree or partly agree. Overall, there is 45,4 percent of all the respondents 

who appreciate it. The pattern was not as obvious as the rest of the statements linked to 

Interaction with Front-line personnel/ contact employees. It was 18,5 percent of the  

respondents who agreed mildly and 14,3 percent who did not agree, which is a much higher 

frequency compared to the other statements.  

We think that this result shows some tendencies that could be linked to Lindberg-Repo & 

Grönroos (2004) statement in which they claim that customers in today's market have a desire 

to be included in the two-way communication with the company and has higher demands in 

the usage of its services and higher demands on the relationship with the company. This 

statement is probably a better suit for companies providing customized services and products 

to their customers, but it should still be mentioned, as Brynäs IF after all also offers a certain 

service to their customers is our opinion. 

When we take a closer view of how these four statements relate to the other statements in our 

Factor analysis we can see a clear pattern in component 4. Out of these four that are linked to 

Interaction with Front-line personnel/ contact employees, we were able to find very strong 

correlation between three of them. Their values in the Factor analysis was ,768, 806, 837, and 

these three are; (statement 9) If the treatment from the personnel on the arena has an 

important impact on their experience when visiting a Brynäs IF game, (statement 10) if there 

is a better chance that they attend future games if they are satisfied with the employees at the 

arena, (statement 11) if the treatment from the employees has an impact on the chances that 
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they will recommend others to attend Brynäs IFs games. All three of these also had high and 

similar accountable frequency in the frequency table, which makes us interpret it as highly 

reliable values. The fact that these three are interrelated is not a coincidence according to us. 

In the theoretical framework we mention all three as key points in the theory, which we 

clarified above. 

In our correlation analysis, we get similar answers. There are strong correlations between the 

different variables which we see strong, significant and positive correlations, (511 ** 543 ** 

597 **) There are other variables that correlate with certain, but we believe that they are too 

weak to be considered as relevant. The fact that differ slightly from the factor analysis is that 

we can see a weak significant correlation (,252 **) between Personnel-WOM and 

Recognition-personnel. We thought in advance that Recognition-personnel would correlate 

more with the other statements than what it did. But, at the same time there wasn´t much 

written about it in theory when we wrote about Interaction with Front-line personnel/ contact 

employees in the theoretical framework. 

 

6.3 Complaint handling 
In our questionnaire we used five statements (13, 14, 15, 16 and 17) regarding the topic of 

complaint handling. As the frequency table (see table 9) for statement 13 shows over 60 

percent of the respondents‟ state that they fully agree or strongly agree with the statement. 

What this shows is that it is important for Brynäs IFs customers that they have the ability to 

present their point of views and complaints to the organization. This is the first step in the 

process of complaint handling discussed by Tax et al (1998). This is also consistent with the 

theories by Wilson et al., (2012) who talk about, in a service context, the importance of giving 

your customer the chance to present their complaints and listening to them.  

Regarding the orientation of the customers these results indicate that a majority of Brynäs IFs 

customers tends to be relationship oriented. As Grönroos (2008) state, relationship oriented 

customers find it important to be able to or know they have the ability to contact and interact 

with the organization. Only a few of the respondents (13,4 percent) did mildly agree or not 

agree with the statement at all which indicates that they want to interact or know that they 

have the possibility to contact Brynäs IF.  
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As we can see from the frequency table (see table 10) for statement 14 it is also important for 

Brynäs IFs customers to get a confirmation that their complaint has been received by the 

organization. A majority (58 percent) of the respondents answered that they fully agreed or 

strongly agreed with the statement. They want to get a confirmation that Brynäs IFs has 

received their complaint. This can be related to the theories by Kelly et al., (1994) and Wilson 

et al., (2012) who mention acknowledgement of the problem as an action which an 

organization should take when a getting a complaint. 

This also shows that the customers value interaction with the organization which is an 

indicator to a relational orientation according to Grönroos (2008). The numbers of 

respondents who answered fully agree or strongly agree was a bit lower on this statement 

compared to statement 13. This can be an indicator of passive and active relationship 

orientation (Grönroos, 2008) among the respondents. Less people think that it is important 

with a response from Brynäs IF than just having the option to make a complaint. Those who 

value a response could be more towards the active relationship orientation (Grönroos, 2008) 

while those who did not find it as important might tend to be more towards the passive 

orientation (Grönroos, 2008).  

Bitner (1990) state that a logical explanation to why a problem or service failure occurred can 

be enough to turn dissatisfaction into satisfaction. Our results also show that it is important for 

the customers to get an explanation from Brynäs IF why the problem which they complaint 

about occurred. As shown in table 11, 63,9 percent of the respondents stated that they fully 

agreed or strongly agreed with statement 15.  

The fact that customers find it important to get an explanation from Brynäs IF could be 

interpreted as an indicator of relationship oriented (Grönroos, 2008). Transaction oriented 

customers want to find a solution to their needs that is reasonable priced, they do not value the 

relational aspect as relationship oriented customers (Grönroos, 2008) Therefore if they 

experience a service failure or problem they may have a switching behavior rather than trying 

to interact with the organization. Since a big part of Brynäs IFs customers finds it important to 

receive an explanation why the problem occurred they tend to be relationship oriented.  

Mattila & Mount (2003) state that time play an important role in complaint handling and 

when it comes to solve a problem that occurred. Our results show that this also is an important 

factor for many of Brynäs IFs customers. 64,7 percent of the respondents fully agreed or 

strongly agreed with our statement regarding the importance of solving a problem quickly. 
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Also statement 17 regards the aspect of time in complaint handling and also here the 

respondents answered that it was important for them to be able to make a complaint in a quick 

and easy manner. Tax et al., (1998) mention high cost of time and effort as a reason why 

people do not engage in making complaints when they experienced a service failure. Our 

results show that the time aspect is important for the customers when it comes to complaint 

behavior.  

In our factors analysis (see, table 27) we also saw a clear and strong positive correlation 

between all five variables, present point of view, confirmed point of view, explanation of 

problem, solve problem quickly, and present point of view easy and quickly, which were 

investigated regarding complaint handling. This indicates that the respondents who answered 

that it is important with one of these variables also likely found the rest of them to be 

important.  

Our bivariate correlations analysis (see table 28) also show significant correlations between 

these five mentioned variables which further strengthens our results. Besides the variables 

regarding complaint handling we also found significant correlations between the importance 

of solving problems quickly with employees effect on spreading word-of-mouth. The 

explanation behind this correlation could be that an employee might solve a problem at the 

arena during the game which results in a satisficing experience for the customers who later 

talks to other people about it. This is consistent with Mattila & Mounts (2003) theories 

regarding time and satisfaction in the service recovery process and shows an effect on 

satisfaction due to effective complaint handling (Kelley et al., 1994; Fornell & Wernerfelt, 

1987; Tax et al., 1998; Wilson et al., 2012). 

These results regarding complaint handling show that a majority of Brynäs IFs customers 

tends to be relationship oriented. Tax et al., (1998) state that customer who engage in 

complaint behavior about their service encounters is offering the organizations an opportunity 

to demonstrate their trustworthiness to the customer and thereby also the chance to develop 

relationships. Since our result shows that complaint handling is important to a big part of our 

respondents this is an indicator of them being relationship oriented since they are open to 

interaction (Grönroos, 2008) with Brynäs IF when it comes to complaint handling.  
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6.4 Communication 

We used six statements (18, 19, 20, 21, 22, 23 and 24) in our questionnaire related to 

communication, where statement 20-24 have the same answering options as statements 7-17 

where the respondent is asked to answer to which degree he/she agrees with the statement. 

We asked the respondents how often they visit Bynäs IFs website (statement 18). 15,1 percent 

say that they visit the website on a daily basis, 16 percent visit the website 2-3 times a week, 

11,8 percent visit the website once a week, 8,4 percent visit the website every other week and 

48,7 percent visit the website once a month or less. 

As we can see from the distribution of the responses it's more than 50 percent of the 

respondents who have made it a routine to visit Brynäs IF's website more than once a month 

or less. We believe that this should be considered a relatively high number, due to the fact that 

the average age (45.2 years old) of our respondents is quite high. This gives Brynäs IF 

opportunity to reach out to their consumers and create brand value similar to what Chen and 

Xie (2008) states that companies can do through various media. 

We also asked the respondents how often they visit any of Bynäs Ifs Social media pages 

(statement 19). 15,1 percent of the respondents stated that they visit the social media pages 

daily, 9,2 percent stated that they visit the social media pages 2-3 times a week. 10,1 percent 

of the respondents visits the social media pages once a week, 5,9 percent of the respondents 

answered that they visit Brynäs IFs social media pages and accounts every other week, and 

whole 58,0 percent of the respondents stated that they visit the social media pages once a 

month or less. 1,7 percent answered “do not know” to this statement. 

We can see from the distribution of the responses that it's almost 60 percent of the 

respondents who visit any of Brynäs IF's Social media pages once a month or less or chose 

not to respond. We believe that this should be considered as a number that can be improved. 

We agree with Faulds & Mangold (2009) who explain Internet-based communications as an 

opportunity to influence consumer behavior such as awareness, information gathering, 

opinions, attitudes, purchasing patterns, and evaluation and communication after purchase. 

Further, this kind of communication is not made for advertising purposes, it´s usually for 

questions or customer service creating value for the customer, which we think is an 

opportunity for Brynäs IF. By interacting with their supporters they can strengthen their bonds 

and gain more loyalty. 
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We asked our respondents if they appreciate a personal recognition in the newsletter from 

Brynäs IF, (statement 20). The frequency table showed that quite many of the respondents 

thinks that it is pleasant to be recognized in the newsletter. 19,3 percent say that they fully 

agree when we ask for their opinion, and 16,8 percent do strongly agree, 19,3 percent do 

partly agree, and 16,8 percent do mildly agree. Overall, there is 72,2 percent of all the 

respondents who appreciate to some degree. Why it was 16 percent of the respondents who 

did not agree and 11,8 percent who did not know can be discussed. It could be the case that 

those respondents who didn´t know, don´t get any newsletter from Brynäs IF or they can‟t 

remember, and those who don´t appreciate it just don´t care. 

There are still quite a few who receive and appreciate the newsletter which we consider to be 

a sign that there is something Brynäs IF should continue issuing this newsletter. It may well 

be that Grönroos (2004) assertion that customers in today's market have a desire to be 

included in the two-way communication with the company. We choose to interpret it in a way 

that the fans want to keep up to date and it seems that the newsletter fills that function, it gives 

supporters a feeling that they are included in the club. 

We asked our respondents if they visit Brynäs IFs website in order to find information 

regarding tickets, schedule. (statement 21). The frequency table showed that a lot of the 

respondents visit the website to find information. 27,7 percent say that they fully agree when 

we ask for their opinion, 23,5 percent do strongly agree, 25,2 percent do partly agree, and 3,4 

percent do mildly agree. Overall, there is 76,4 percent of all the respondents who uses the 

website more or less for information. It was 12,6 percent of the respondents who did not agree 

and 7,6 percent who did not know.  

Based on our answers it seems that the website is exploited well by our respondents when 

they want to find some special information. This might be an opportunity for Brynäs IF to 

strengthen their ties with those who choose to visit the website. Keller (2001) state that 

marketing communications are the means by which businesses try to inform, influence, 

motivate, and remind consumers in a direct or indirect way about the services or products they 

sell. Based on Keller's (2001) argument it is according to us a good opportunity to promote 

various campaigns regarding tickets and merchandize as they already have plenty of traffic on 

the website. 

We asked our respondents if they visit Brynäs IFs website in order to read interviews, pre-

game reports, watch videos etc., (statement 22). The frequency table showed that a lot of the 
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respondents visit the website for this kind of information. 23,5 percent say that they fully 

agree when we ask for their opinion, 20,2 percent do strongly agree, 21,8 percent do partly 

agree, and 8,4 percent do mildly agree. In total, there is 73,6 percent of all the respondents 

who uses the website more or less for interview, videos etc. It was 17,6 percent of the 

respondents who did not agree and 8,4 percent who did not know. 

Ravald & Grönroos (1996) stress that in a relational context the value creation in the service 

is not transaction based and therefore the company shouldn´t focus on the price of the service. 

According to Gummesson (2002) companies create value through interaction over time where 

the value is created jointly between the customer and the company through a long-term 

relationship. Based on the high activity we can see tendencies of we argue like Gummesson 

(2002) that there is a great value in forum such as these. Where people can get a personal 

bond to Bynäs IF through private and personal interviews and videos. There should be a focus 

on providing long-term relationships with the people who have a heart for the club. 

We asked our respondents if it is important for them that Brynäs IF responds on their post on 

their social media pages, (statement 23). The frequency table showed that some of the 

respondents think that it is important. 13,4 percent say that they fully agree when we ask for 

their opinion, 11,8 percent do strongly agree, 25,2 percent do partly agree, and 16,8 percent 

do mildly agree. Based on the responses, we believe that there are relatively few who think it 

is important to get answers on Social media. Most respondents appear to be somewhat neutral 

on the issue or do not care at all as it was 17,6 percent of the respondents who did not agree, 

and 15,1 percent who did not know, probably because they don´t interact with Brynäs IF 

through Social medias. 

Our belief is that there is a small segment of supporters who are indeed active on Brynäs IF's 

social media pages. They comment a lot and appreciate when they receive feedback, while the 

largest segment visiting social media do it to see pictures, like Facebook posts and receive 

news posted. This segment is probably not as keen to get response, they are rather more 

passive and prefer to take part in various events and news. 

We asked our respondents if it is important for them that Brynäs IF issue a membership 

magazine, (statement 24). The frequency table showed that most of the respondents think that 

it is important to some degree. 17,6 percent say that they fully agree when we ask for their 

opinion, 16,0 percent do strongly agree, 21 percent do partly agree, and 13,4 percent do 

mildly agree. Based on the responses, it is shown that the majority of respondents think it is 
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important that Brynäs IF issue a mebership magazine. Most respondents appear to be 

somewhat neutral, but slightly positive in their opinion. It was 10,9 percent of the respondents 

who did not agree, and 21 percent who did not know, probably because they don´t get the 

magazine. Because that 70 percent of respondents believe that it is somewhat important for 

Brynäs IF to publish a membership magazine, this is something we recommend to continue 

with in the future. 

When we see how the variables related to communications appear in the factor analysis (see 

Table 27), we can identify two distinct patterns. First, we can see in component 2 where the 

variables “visit the website”(statement 18) and “visit social media” (statement 19) has a 

strong negative correlation (-, 821 and - 795). This means that those who do not visit Brynäs 

IF's website, they most certainly not visit their social media pages either. We believe that 

there is a segment of Brynäs IF consumers who are not comfortable to be active on the 

Internet. Our belief was that the variables related to SST would also correlate with these, but 

we couldn´t see such thing. One theory we have is that the people who are older and have 

season tickets have answered "do not know" when we asked about if they buy tickets online. 

As we have explained before, these answers are coded in such a way to not impact our factor 

analysis and correlation analysis, because they are no attitudes. 

Our next pattern we find in can be spotted in component 3 and include the other five variables 

related to communication (statement 20-24). These five have a strong and positive correlation, 

where the three strongest correlations (,719 ,683 and ,761) all concern Internet-based 

solutions. This shows that there is a segment considered the opposite of what we found in 

Component 2. These consumers make use of all the possible ways of communication made 

through the Internet. Keller (2001) state that due to the fast changes, challenges are currently 

faced by marketers in implementing, designing, and evaluating marketing communication 

programs are significantly different from issues marketers had 20 - 30 years ago. We think 

that Brynäs If needs to continue the development of their interactions with consumers over the 

website and Social Medias, otherwise people will start losing interest.  

In our correlation analysis regarding Communication, there are not many significant and 

strong correlations that seem relevant to our study. The correlations we find interesting and 

supporting our factor analysis is; "visit website" and "visit social media" with a positive 

correlation of, 680 **, "use website for tickets" has a correlation of 300 ** and 488 * * with 

the variables "use website for interviews and vidoes, etc.", and "response on social media.". 
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The last significant correlation which we consider to be relevant is the variable "response on 

Social Media" and "Membership Magazine" which has a positive significant value of, 407 **, 

these were also correlated in the factor analysis. Which gives us an indication that those who 

are members are also those that are active on the Internet. 

6.5 Price 
Statements 25-27 in our questionnaire were regarding the topic of price and whether it was 

crucial in the respondents‟ decision on whether to attend or not attend a Brynäs IF game and 

whether the prices in bars, restaurant, kiosks etc. had an impact on their evaluation of the 

game.  

Almost a quarter of the respondents (22,7 percent) stated that the ticket price was crucial in 

their decision whether to attend the game, and 18,5 percent strongly agreed with the 

statement. This is an indicator of more of a transactional approach rather than relational 

approach. Ticket prices were also the most mentioned aspect in the open question in our 

questionnaire. Because the ticket price is such an importance in these customers decision 

making it is consistent with Grönroos (2008) who states that transaction oriented customers 

puts a bigger emphasis on the price.  

Regarding the prices in bars, restaurants, kiosks etc. at the arena (see table 22) it showed to 

have a bigger impact than the ticket prices as 18,5 percent fully agreed with the statement, and 

24,4 percent strongly agree with the statement. 31,9 percent of the respondents partly agreed 

with the statement, 12,6 mildly agreed, and 11,8 percent did not agree at all. Also here we can 

see some tendencies towards a transactional orientation for some customers since the price 

has an impact on the customer evaluation of the experience at the arena. However, the biggest 

part was the partly agrees which is a kind of neutral standpoint.  

We also had a statement investigating whether people only attend Brynäs IFs games if they 

receive a free-ticket and do not have to pay for it. On this statement 12,6 percent fully agreed 

with the statement which is a clear indicator of a transactional orientation described by 

Grönroos (2008), this because they do not attend the game if they have to pay for their own 

ticket. However most respondents stated that this was not or not often the case for them and 

that they attended games when they had to pay for their own ticket.  

In our factors analysis we can distinguish a strong and clear positive correlation between the 

two of the variables related to price, ticket prices and prices at the arena (see table 27). What 
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we can conclude from this is that those people who find the ticket price to be essential also 

find the prices at the arena to have a big impact on their experience at the arena. Also the 

variable only attend games when received a free ticket has a positive correlation with these 

other two variable but it is not as strong as the correlation between the other two variables. 

Also in our correlation analysis we could see a positive correlation between ticket price and 

prices at the arena which further strengthens our previous statement that those who find ticket 

prices to be essential also finds prices at the arena to be essential for their experience and vice 

versa. Also this further strengthens our reasoning regarding customers being transactional 

oriented rather than relational oriented (Grönroos. 2008). However since the overall answers 

to the statements regarding price were more towards the respondents not agreeing with our 

statements we argue that it is more common for the customers to be relationship oriented 

since they do not find price as crucial as transaction oriented customers do (Grönroos, 2008).  

We also saw a few other correlations related to the price variable in our correlation analysis 

but they were weak and therefore we have decided not to discuss these in the analysis.  
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7. Conclusion and contribution 
In this chapter we present the conclusions drawn from our study. We answer our research 

questions and show how we fulfilled the aim of our study. Further we also discuss the 

contribution of the study in form of theoretical, practical and societal implications. Lastly 

we provide a reflection of the study and suggest areas for future research.  

7.1.1 Conclusion 
The aim of our study was to examine Swedish sport consumers‟ attitudes towards relationship 

marketing activities. In order to reach our aim we set up to answer the following research 

questions. 

Does sport consumers tend to be more relationship oriented or transaction oriented?  

From our study we have contributed with evidence that sport consumers tend to be more 

relationship oriented than transaction oriented. Many of the consumers found the different 

relational activities important and had a bigger impact than the prices. Front-line personnel 

and complaint handling was something they valued and was found to be important for the 

consumers. Also communication has parts which are important to the consumers in a 

relationship marketing perspective.  

However, not all sport consumers are relationship oriented, we did find results which support 

that there are also some sports consumers who tend to be transaction oriented. As previously 

mentioned our results show that a bigger part of the consumers tends to be relationship 

oriented since the found the different relational activities to be of more importance than the 

ticket price and the pricing in the arena. There are consumers who are more transaction 

oriented than relationship oriented. The ticket prices and pricing of other things at the arena 

was of more importance than the relational activities.  

Regarding whether the customers tends to have a more passive relationship orientation or an 

active relationship orientation our results shows that it is more common that the consumers ha 

a passive relationship orientation, at least when it comes to the marketing activities 

investigated in this study. We did however see some evidence of consumers having an active 

relationship orientation which is indicated by their preferences of having an two-way 

interaction with the organization.  

Which of the relational activities does the consumers´ find most important?  
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Among the relational activities investigated in this study we found that front-line personnel 

and complaint handling were the two activities which the consumer finds most important. Our 

results show that the front-line personnel or contact employees plays a crucial role for the 

organization since they are the ones who are in contact with the customers. Most of the 

different aspects of the front-line personnel were important to the customers, the one aspect 

that did not score so high was the importance of personal recognition from the employees at 

the arena. These part-time marketers as Gummeson (1991) define them as has a big role in the 

relationship marketing for Brynäs IF. 

Complaint handling also plays a crucial rule according to the consumer. The customers of 

Brynäs IF find it important to be able to present their point of view and make complaints to 

the organization. The customers also value to be able to make their complaints in a quick and 

easy manner. 

Communication was also important to the consumers but it did not score as high as front-line 

personnel and complaint handling. We can however find two different groups that have 

different habits when communicating over the internet. One group that we can clearly see is 

linked together, both through our factor analysis and correlation analysis, do their errands and 

manage their communication with Brynäs IF over the internet. The second group with older 

people tends to have a preference of integrating with the club face to face certainly has other 

needs and demands opposed to the first group.  

Self-service technology did not score high in our results. This is an indication that many of the 

customers tend to purchase their tickets physically at the different stores where game tickets 

are being distributed. 

Do the attitudes differ between different categories of fans? 

One of the things we wanted to answer was whether the attitudes differ among different 

segments of customers. However, we could not find any evidence of certain demographic 

groups who tend to be transaction oriented rather than relationship oriented or vice versa.  

We did however as mentioned above find some evidence that indicates that there is a group of 

older people who prefer face-to-face interaction with the organization rather than online. They 

also favored the member magazine over visiting the website.  
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7.1.2 Contribution 

Managerial implications 

From our study we can see that most customers of Brynäs IF tend to value the different 

relationship activities quite high. Therefore it is important for organizations to work with 

relationship marketing to further strengthen these relationships with the customers.  

Front-line personnel have an important role according to the customers. Most of the different 

aspects of the front-line personnel were important to the customers, the one aspect that did not 

score so high was the importance of personal recognition from the employees at the arena. 

These part-time marketers as Gummeson (1991) defines them as has a big role in the 

relationship marketing for Brynäs IF and this is also something Brynäs IF should focus on in 

order to further develop good relationships with their customers. 

Complaint handling is something we recommend organizations to focus on. By having a good 

and effective complaint handling system organizations can draw different benefits. Firstly, 

there are benefits which are related to the service recovery, by being able to recover from the 

service failures which occur the organization can gain confidence and trust from the customer 

which is a step to further develop the relationships with their customers. This can, according 

to different authors lead to benefits such as higher customer retention rates and positive word-

of-mouth communication.  By having a good complaint handling system organizations can 

also further develop the service they provide to their customers by learning from their 

previous mistakes and anticipate certain problems that may occur during sporting game 

events.  

As mentioned above the customers valued the ability to be able to make present their point of 

view and complaints in a quick and easy manner. By providing this for the customers and 

encourage them to present their complaints or opinions the organizations can minimize the 

“tip of the iceberg” phenomenon and be able to receive complaints from more dissatisfied 

people and that way be able to recover from the service failure and mitigate the dissatisfaction 

or even turn it into satisfaction.  

Self-service technology is something that Brynäs IF and other organizations could focus on to 

develop further. By having their customers purchase tickets online the organization can gather 

more information about the customers and eventually develop or create a CRM-system where 

they can gather information about customers and use this information and data to further 
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develop their relationship marketing online. By using a CRM system the organization can 

implement loyalty programs which have been used in other industries a lot in order to gather 

information regarding the customers purchase patterns. By gathering this data organizations 

can create more personalized offers to their customers and design the service to create a better 

overall experience at the arena.  

Regarding the communication there were indications of two groups with different attitudes. 

One group which favor to use the internet for their interactions with the organization and one 

group who did not favor the internet but rather interacted face-to-face with the organization. 

We interpret this group to be older, and these people find the member magazine is important 

and they visit many matches during the season, making them an incredibly important 

segment. Perhaps, it might be an idea to try to adjust the membership magazine against the 

older generation by adapting the content according to their preferences. 

Although most of the customers tend to be relationship oriented there are also some who are 

transaction oriented. In order to attract these people to the games in bigger extent 

organizations could work with the pricing strategies. Since the price has such a big impact on 

this customers and they look to find ways to satisfy their needs which are reasonably priced. 

By providing special offers or deals to these customers it could increase the extent to which 

they attend games.  

Theoretical Contribution 

After conducting our study, we believe that there are several parts in relationship marketing 

that can be regarded as relevant for Brynäs IF. We can see patterns in all the theoretical areas 

of relationship marketing that we have chosen to investigate. Since there are limited studies in 

relationship marketing related to the hockey industry in Sweden, we think that this gives us 

indications that this is a topic that is interesting to explore further. The studies that have been 

conducted in similar areas are mostly about how sports clubs can use various CRM systems to 

create and strengthen relationships with their consumers, we find, however, no evaluation of 

consumer attitudes towards this, which we have done.  

Regarding marketing in the sports industry, we believe that the existing theory is mostly about 

how organizations should and can use different systems to build relationships. We believe that 

our study shows certain signs that there is a more or less unexplored topics in the theory 

which can be developed. By conducting studies from the consumer perspective, this may 
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develop the theoretical field even more. Our view is that our study shows that there are areas 

of relationship marketing that can be investigated more deeply, each one individually. 

We believe that our results can be considered as sufficiently credible to justify further 

interesting studies on the subject. We believe that based on our preliminary work to our study. 

We started by reading existing theories within this subject as well as theories that can be 

linked to this study. Through this, we formulated a preliminary problem formulation with a 

desire to answer. Just to confirm that our theories were relevant to the case in reality, we 

conducted two interviews with two employees in Brynäs IF's organization. These interviews 

confirmed that certain theories were relevant while certain theories were excluded, in this way 

we believe that our study has examined the most primary theories connected to the study's 

purpose. 

Given that more and more hockey organizations in Sweden strive to make its organization 

from a sports association to a company, we believe that this study is timely. Most hockey 

organizations playing in SHL (highest division in Sweden) is or is on track to become more 

like a real business instead of a sports association, but there are also many hockey clubs in 

lower divisions who aspires to become a profit-driven enterprise. We believe that the issues 

we address in this study and our contribution to the theory are important issues that can be 

further developed by other researchers. 

Societal implication 

The managerial implications discussed above will hopefully help Brynäs IF in their work to 

attract more people to attend their games. We believe that Brynäs IF's audience affects the 

social conditions in Gävle. By personal experience, we know that there are many people who 

choose to do an extended event of Brynäs IF's matches. People choose to go to restaurants 

before or after the games with their parties, which affects our society's economy. Some of 

these parties also chooses to make an all-night out, including a nightclubs, Taxis, more food at 

night etc. The fact that Brynäs IF also attracts audiences from other cities and not just Gävle 

has also an impact on our economy. They are also very good advertisement for Brynäs IF and 

Gävle if they feel satisfied with their trip.  Our speculation is simply that these kinds of events 

will boost the consumption in a city like Gävle. 
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7.2 Reflection on our study 

A suggestions we would like to make would be to conduct this kind of study, but instead of 

having the questions categorized as we had they should be placed in a randomized order. This 

would might help increase the external validity and therefore possibly produce more exact 

results. However, since this thesis focused on investigating sport consumers‟ attitudes towards 

relationship marketing activities by using the case of Brynäs IF, our reflection is that we 

should have made the data collection on several different occasions. If we had chosen to do so 

we most likely would have used a larger sample which would have been useful for the study. 

We also believe that it had been good for the study if we had made a collection for a Saturday 

game. We consider this because it's more spectators at these matches, and we have some 

suspicions that there are more people who are not as loyal to the club going on these Saturday 

games, compared with those on weekdays. We would possibly see some other patterns in this 

segment where a relatively large proportion of our respondents was a member and / or 

attended many matches, showing high loyalty. However due to limitations in time and 

resources we were not able to do this.  

It had also been interesting if we had done the same study in another city for another hockey 

team. In this way, we could compare cities and organizations with certainly interesting 

discussions. This had also increased our generalizability of the study. If certain patterns had 

been repeated it would be more likely to find these patterns in other cities as well.  

7.3 Future research 
The above discussed reflection leads to the following suggestions for future research. We 

encourage students and researchers to further investigate the consumers‟ attitudes to 

relationship marketing. It would be interesting to see a similar study being done in other cities 

in Sweden and in other sports in order to strengthen the generalizability.  

Since we were not able to detect any specific segment that tends to be more transaction 

oriented or relationship oriented it would be interesting to see research focusing on it. This 

would be great for sports organization if they are able to map which of their customer who 

tends to be relationship oriented and which who are transaction oriented.  

It would also be interesting to see a deeper study of pricing strategies and which strategies 

that would benefit Swedish sports organizations and their customers who are transaction 

oriented. For example, the NHL (National Hockey League) has known to use a more variable 

ticket pricing strategy compared to Swedish organizations.  
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Till dig som går på hockey 

We are two students at Högskolan i Gävle who is currently writing 

our masterthesis in business and administration.  

Your answers in this survey will be handled anonymously and will 

only be used for our thesis and will not be used of or sold to 

another party. 

The questionnaire consists of background questions, followed by 

statement to which you will answer to which degree you agree or 

do not agree with the statement.  

If you have any questions regarding the questionnaire do not 

hesitate to ask us.  

Thank you for your cooperation and participation  

Jens Kansell & Fredrik Jonsson 

Studenter på Högskolan i Gävle 

Background questions 

1. Age: _____ 

 

2. Gender:  Female    Male 

 

3. How many of Brynäs IFs home games do you attend during a season (not counting playoffs or 

relegations) 

4. 1-5                  6-10                   11-15  16-20 21-28  

 

 

5. What is your main occupation? (Only chose one option) 

Student Unemployed  Part-time work           Full-time work              Retired

  

 

 

6. Are you a member of Brynäs IF? 

No:   Yes 

 

7. Are you a member of any of Brynäs IFs fans clubs? 

No:   Yes: 
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Self-service technology 
Fully 

agree 

Strongly 

agree 

Partly 

agree 

Mildly 

agree 

Do 

not 

agree 

Do not 

know 

8. I always purchase my game 

tickets online. 
     

 

9. When I purchase 

merchandise i always do it 

in Brynäs web-shop online.   
     

 

Personnel at the arena 

(Restaurant, hosts, Kiosks, 

guards etc.) 

Fully 

agree 

Strongly 

agree 

Partly 

agree 

Mildly 

agree 

Do 

not 

agree 

Do not 

know 

10. Positive treatment from the 

personnel at the arena has 

an impact on my experience 

at the arena.  

     

 

11. The chances are better that I 

attend more games in the 

future if i am satisfied with 

the personnel at the arena. 

     

 

12. The treatment from the 

personnel has an impact on 

whether I recommend other 

people to attend Brynäs IFs 

games. 

     

 

13. I appriciate when the 

personnel recognize me at 

the arena (Greated by name) 
     

 

Point of view/ Complaints 
Fully 

agree 

Strongly 

agree 

Partly 

agree 

Mildly 

agree 

Do 

not 

agree 

Do not 

know 

14. It is important for me to be 

able to present my point of 

view to Brynsä IF.  
     

 

15. It is important for me that i 

get confirmation that my 

views has been received by 

Brynäs IF.   

     

 

16. It is important to me that I 

get an explanation why the 

problem occurred.  
     

 

 

17. It is important for me that 

Brynäs IF solves the 

problem quickly 
     

 

18. It is important for me to be 

able to present my point of 

view in a quick and easy 

manner.  

     

 

Communication Daily 2-3 Once a Every Once Not at 
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times a 

week 

week other 

week 

a 

mont

h or 

less 

all 

 

19. I visit Brynäs IFs website.        

20. I visit Brynäs IFs social 

media pages.        

 

 

 

Fully 

agree 

Strongly 

agree 

Partly 

agree 

Mildly 

agree 

Do not 

agree 

Do not 

know 

21. I appriciate a personal 

recognition in newsletters 

from Brynäs IF (e.g. starts 

with, Hey Anders”)  

     

 

22. When i visit Brynäs IFs 

website i do it in order to 

find information regarding 

schedule and tickets.  

      

23. When i visit Brynäs IFs 

website i do it in order to 

read interviews, reports and 

watch videos etc. 

      

24. It is important for me that 

Brynäs IF responds to my 

questions/ posts on social 

media.  

     

 

25. It is important for me that 

Brynäs IF issues a member 

magazine. 
     

 

Price 
Fully 

agree 

Stronly 

agree 

Partly 

agree 

Mildly 

agree 

Do not 

agree 

Do not 

know 

26. The ticket price is essential 

in my decision whether to 

attend Brynäs IF game or 

not.  

     

 

27. Prices at the arena (e.g. in 

kiosks, bars, restaurant etc.) 

has an impact on my 

experience at the arena.  

     

 

28. I only attend games when i 

get a free-ticket from e.g. 

Family, friends, job etc.  
     

 

 

 

Do you have any further comments or point of views? 
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As an appreciation for your participation in this study we offer you a chance to win a gift 

certificate 200 in Brynässhopen  in the amount of 200 SEK. To participate in the draw please 

write your phone number below so we can contact you if you win the draw.  

 

 

Phone number: ________________________________ 

 

Thank you for your participation.  
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Till dig som går på hockey 

Vi är två studenter på Högskolan i Gävle som nu skriver vår 

uppsats i företagsekonomi. 

Dina svar behandlas anonymt  och kommer endast att användas till 

vårt examensarbete och kommer inte användas av eller säljas 

vidare till någon annan part.  

Först får du svara på några bakgrundsfrågor och sedan följer ett 

antal påståenden som du får ta ställning till.  

Om du har några funderingar kring enkäten tveka inte att fråga oss.  

Tack för din medverkan.  

Jens Kansell & Fredrik Jonsson 

Studenter på Högskolan i Gävle 

 

 

Bakgrundsfrågor 

1. Ålder: _____ 

 

2. Är du:  Kvinna    Man 

 

3. Hur många av Brynäs IFs hemmamatcher uppskattar du att du går på under en säsong (ej 

räknat ev. slutspel/ Kvalserie) 

1-5    6-10       11-15         16-20           21-28  

 

 

4. Vad är din huvudsakliga sysselsättning? (Välj endast ett alternativ) 

Student Arbetssökande                Deltidsarbete Heltidsarbete               Pensionär

  

 

5. Jag är medlem i Brynäs IF 

Nej:   Ja 

 

6. Är du medlem i någon av Brynäs IFs supporterföreningar? 

Nej:   Ja 
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Självbetjäning (Biljett och shop 

online) 

Instäm

mer 

helt 

Instäm

mer i 

hög 

grad 

Instämm

er delvis 

Instäm

mer i 

låg 

grad 

Instämm

er inte 

alls 

Vet ej 

7. Jag köper alltid mina 

matchbiljetter online.  
     

 

8. När jag handlar souvenirer 

gör jag det i Brynäs Web-

shop online.  
     

 

Personal på arenan 

(Restaruang, värdar, kiosk, 

vakter etc.) 

Instäm

mer 

helt 

Instäm

mer i 

hög 

grad 

Instämm

er delvis 

Instäm

mer i 

låg 

grad 

Instämm

er inte 

alls 

Vet ej 

9. Positivt bemötande av 

personalen på arenan 

påverkar min upplevelse på 

matchen.  

     

 

10. Det är större chans att jag 

går på fler matcher i 

framtiden om jag är nöjd 

med personalen på arenan.  

     

 

11. Personalens bemötande 

påverkar om jag 

rekommendrar andra att gå 

på Brynäs IFs matcher.  

     

 

12. Jag uppskattar när 

personalen känner igen mig 

på Gavlerinken (t.ex. 

Tilltalad vid namn) 

     

 

Synpunkter/ Klagomål 

Instäm

mer 

helt 

Instäm

mer i 

hög 

grad 

Instämm

er delvis 

Instäm

mer i 

låg 

grad 

Instämm

er inte 

alls 

Vet ej 

13. Det är viktigt att jag kan 

framföra mina synpunkter 

till Brynäs IF.  
     

 

14. Det är viktigt att jag får 

bekräftelse på att Brynäs IF 

har mottagit mina 

synpunkter.  

     

 

15. Det är viktigt att jag får en 

förklaring varför problemet 

uppstod.  
     

 

 

16. Det är viktigt att Brynäs IF 

löser problemet snabbt 
     

 

17. Det är viktigt att jag kan 

framföra mina synpunkter 

på ett snabbt och enkelt sätt.  
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Kommunikation 
Daglige

n 

2-3 

gånger i 

veckan 

En gång 

i veckan 

Varann

an 

vecka 

En gång 

i 

månaden 

Inte 

alls 

 

18. Jag besöker Brynäs IFs 

hemsida       

19. Jag besöker Brynäs IFs 

sociala medier        

 

 

 

Instäm

mer 

helt 

 

Instäm

mer till 

hög 

grad 

 

Instäm

mer 

delvis 

 

Instäm

mer till 

låg 

grad 

 

Instämme

r inte alls 

 

Vet ej 

20. Jag uppskattar ett personligt 

igenkännande i nyhetsbrev 

(T.ex. startar med ”Hej 

Anders”)  

     

 

21. När jag besöker Brynäs IFs 

hemsida gör jag det för att 

hitta information om 

matchtider, biljetter etc.  

      

22. När jag besöker Brynäs IFs 

hemsida gör jag det för att 

läsa intervjuer, inför 

matchen reportage, 

videoklipp etc.  

      

23. Det är viktigt för mig att 

Brynäs svarar på mina 

frågor/ inlägg på sociala 

medier. 

     

 

 

24. Det är viktigt för mig att 

Brynäs IF ger ut en 

medlemstiding 

     

 

Pris 

Instäm

mer 

helt 

Instäm

mer i 

hög 

grad 

Instäm

mer 

delvis 

Instäm

mer i 

låg 

grad 

Instämme

r inte alls 

Vet ej 

25. Biljettpriset är avgörande i 

mitt val att gå på Brynäs 

match  
     

 

26. Pris på kringförsäljning i 

arenan (t.ex. kiosk, barer, 

restaurang, parkering) har en 

inverkan på min bedömning 

av upplevelsen på mitt 

besök. 

     

 

27. Jag går bara på matcher när 

jag får biljett gratis av t.ex. 

familj, vänner, jobb.  
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Har du några övriga kommentarer och synpunkter ? 

__________________________________________________________________________ 

 

 

 

 

Som tack för att du deltar i denna undersökning erbjuder vi dig att vara med i en utlottning om 

ett presentkort i Brynässhopen till ett värde av 200 kr. För att delta i denna utlottning vänligen 

skriv ditt telefonnummer.  

 

 

Telefon: ________________________________ 

 

Tack för din medverkan.  

Correlationtable 
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