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This empirical case study investigated a First §lon semi-professional football club in
Finland and tried to explore interrelationshipswestn factors that affect the marketing
activities of the club. Previous research showsroosrsial results about how the on-field
performance of a team, attendance and marketingrappties are interconnected, which
underpins the relevance of the present work. Initiad emphasis was also put on
ascertaining the antecedents and level of fanfaetisn and identification towards the
team, as well as discovering the relationship bebwtem. Furthermore, the research was
aimed at detecting a presumed correlation betwekemtification of fans, and their
sensitivity to the result of the games. Likewise,atempt was made to find out whether
increasing fan satisfaction or fan identificatiodicates higher sponsor awareness.

In order to successfully implement the study, adioa survey, interviews, and participant
observation was utilised, as well as statisticaiadabtained from Football Club JIK
Jyvaskyla. With the analysis of the collected d#ies study has found that improving on-
field performance triggers higher attendance anthéu opportunities in marketing. In
addition, there is an existing relationship betwéartors that determine fan satisfaction
and fan identification. Beside these, it has bemrcltided that JJK fans’ sponsor awareness
and attitude stand at a low level, therefore JJBp®nsorship strategy needs to be
reorganised. Finally, it has been revealed thatligatisfied and identified fans are more
eager to buy a season ticket for the following eseasd recommendations were made how
to establish and strengthen the JJK brand.

Implementing the results of this work could helphamce the quality of marketing
management and raise the level of services provmedpporters and sponsors of the club.
Similarly, this topic area was performed under ffmeconditions related to Finland.

Keywords: marketing, on-field performance, atteradan satisfaction, identification,
football club, semi-professional, sponsor
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Introduction

Marketers of sport clubs need to make their degssio serve the paramount interest of
their team. As sport has become more and more gwiofgalised and commercialised,
competition and the needs of the consumers hawengand vice versa. These factors
influence each other in a complex and complicatey.wAccordingly, the role of the

marketing activity at the operation of sport cliias turned out to be of greater relevance.

Football Club JJK Jyvaskyla has achieved considerable results afiheish level in
recent years. They won the Second Division in 2666 the following year the team
acquired bronze medal in the First DivisiomNot surprisingly, the objective set by the
management was to come first or second in 200&r Astthrilling season, JJK finished in
first place and got promoted to the Veikkausfligthe number one football series in
Finland, for the first time in their history. Theogving interest of fans and sponsors has
accompanied the outstanding results of the team, iams reasonable to say that the
popularity of football has been increasing immepselthe city. Apparently, the altered
situation stemming from the improvements refer@dlove has given challenges to the

management, primarily to those who are in charge®imarketing activities.

The topic of my master's thesis is the examinatao the analysis of the marketing
activity of Finnish First Division, semi-professinfootball club, JJK Jyvaskyla, during
the 2008 seasohDue to the success previously mentioned, the basienvironment has

changed considerably, which requires added eftortsa more professional approach from

! JJK stands for ‘Jyvéskylan Jalkapallo Klubi’ = Ewall Club Jyvaskyla

2 First Division = Ykkoénen. This is the second highéevel in Finnish Football. Accordingly, Second
Division is the third highest level.

% Veikkausliiga is managed by The Finnish Footbahgue Association. This is the highest division in
Finnish football. (Veikkausliiga 2008)

* The majority of the data collection was carried iou2008, when JJK played in the First Divisior. ion
semi professional level. Accordingly, the analysflects on that year. From 2009 however, the téam

played in the highest league in Finland, therefobecame a professional football club.



management. In this context, firstly, the interielaships among the team’s performance,
attendance and the marketing activities need tceexmmined and analysed. Secondly,
exploring the nature of fan commitment and ideimdy the determinants of their
satisfaction and identification towards the clubaiso of crucial importance from the
marketing viewpoint. Finally, the relation of thevels of fan satisfaction and identification
to sponsor awareness, sponsor orientation andhtéetion to attend future games is carried
out. These measures are believed to be necessamgar to be able to operate efficiently,
i.e. enhance the benefit of the sponsors to thie, cherease the number of spectators and
augment revenue. Few attempts (Clark 1992; Lippot€A5; Itkonen, limanen &
Matilainen 2009) have been made to conduct resaarthis area, and even less in the

Finnish semi-professional environment.

Implementing the investigation successfully reqaiee careful planning of the structure.
This study kicks off with the reinforcement of thesearch topic and with the formulation
of the research questions. This is followed by cahensive review of the literature related
to the topic of the present paper. Subsequentéyreeearch methods applied in this study,
namely data collection from secondary sources,tqpragires, interviews and ethnography
are presented. Then, the results are reportediandliged. Finally, the results are analysed
in the discussion and summed up in the conclugioaddition, implications are made for
further research and to the management of JJK mmithtions of the study are also

reviewed.



1 Topic Area and Research Questions

1.1 The History of Football in Jyvaskyla

First, it is felt necessary to introduce brieflgtbubject of this paper in order to get a better

understanding of the historical, cultural and gepgical features of the research.

The history of so called ‘JYP-famif{’in Jyvaskyla started in 1923 when JYP was
founded. Among other sports, a football team wats uge right from the beginning.
However, the beginning of football in the regiortedaback to the early 1900s, which is
confirmed by the fact that Jyvaskyla citizen AritNiyyssbnen was a member and one of
the best players of the Finnish national footbaldnh at the 1912 Stockholm Olympic
Games (K. Suomi, personal communication, Februa®030). The name changed in 1977,
when the ice-hockey and the football team weredéidiand football continued under the
JYP-77 name. In 1992 Jyvaskylan Jalkapalloklubintyich was in charge of the first team,
was created, and soon JJK Juniorit ry was founBeding these years JJK spent some
seasons in the third, second and also in the dirgsion. Shortly after, its name was
adjusted to JJK Jyvaskyla ry. From the time ofrtleetablishment, JJK Juniorit ry and JJK
Jyvaskyla ry has worked in tight cooperation and ftamed the ‘JJK family’, which is
currently the biggest ballgame club in JyvaskydK(2009)

In the beginning of 2000s, JJK played 6 years entthird level and then in 2007 the team
made it to the second level. In the same year ltilereached the semi-final in the Finnish
Cup series, where they faced and lost against HI& rhost prestigious football club of
Finland), in front of a record attendance of mdrant 5000 people in Stadium Hafiin

Jyvaskyla. In the following year, JJK won the Fisvision and thus got promoted to the

1 JYP is the acronym of ‘Jyvéskylan palloilijat’. fdy refers to the friendship between different gpo
communities.

2 Ry equals to ‘rekisterdity yhdistys’ (Sanakirja0®), which means ‘registered association’, a nafipr
company form in Finland.

% Stadium Harju is JJK’s home ground.



Veikkausliiga for the first time in its history. €hdecisive game was played against PS
Kemi, in the presence of 4700 spectators.

The new, more professional environment requiredfardnt company form and changes in
the organisation, therefore in the beginning of 200K Keski-Suomi Oywas founded
(JJK 2009). JIK’s budget reached lower-middle leghpared with other teams of the
league (J. Vesalainen, personal communication,, Jify 2009). In spite of the stable
economic background, the first year on the pitcls waough one, but ended successfully,
since JJK secured its place in Veikkausliiga aftening second-last in the table, and was
thus obliged to play two extra games in a relegagpilay-off. The play-off terminated with

a victory and JJK fulfilled its goals; it will stathe next season in Veikkausliiga again.

1.2 Main Points of the Topic

The fact that this study has been carried out ufd@nish circumstances in the field of
semi-professional football makes it special, sinaelly any previous work has investigated
this area. Sport in Finland, in general, is not@asimercialised and professionalised as in
other parts of Western Europe or in the US. Thidus to historicalcultural and socio-
economical reasons that caused the prevalenceeogpublic and volunteer sector in the
country. Additionally, the number one sport is riobtball, as being the case in most
European countries, but ice-hockey, of which thghest division is the only fully
professional league in Finnish sport. JJK JyvasKgléiball team played in the First
Division category in Finland when the data collectof this study was carried out, which
is actually the second highest level below the ¥ailsliiga. This level is considered semi-
professional, which means that there are some gsiafieal players who live from playing
football, there are some who earn some money but wogo to school besides football,
and there are some players who are not rewardat at

! Oy stands for ‘osakeyhti’ (Sanakirja 2009), whidn be translated as ‘limited company’. This tgfe

company aims at gaining financial profits.
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As mentioned in the previous section, the perforeanf JJK Jyvaskyla football team has
been considerable currently and it has apparemttpie the number one football club in
the Central Finland region, which also implies tthas worth dealing with the topic. Fans

and sponsors have become more involved with tha,tead there appears to be a football
‘boom’ going on in the city. The club must adaptthe changing environment, such as a
growing number of game visitors, increasing intenesponsorship and more complicated
operational procedures of the football club. Fumtinare, the writer of this work has lived in

Finland and has played for JJK for more than twargewhich has notably eased the

implementation of the research, both the data cindie and the analysis.

The above mentioned facts underpin that it is neaisie to explore the interrelationships
between the team’s performance, the attendandeajames and the marketing activities,
and also to explore the motives of fans to attesndes and their nature of satisfaction and
identification. So far, there has been little dssion about this topic and even less in the
circumstances treated in the previous paragrapfchwhdicates that there is a need to fill

in this gap.

When the research proposition is converted to gurestit forms the following:

1. How on-field performance of JJK (as measuredhleyyearly final stand in the division

in which JJK plays) is related to attendance?
2. How on-field performance of JJK (as measuredhieyyearly final stand in the division
in which JJK plays) is related to the marketing anynities (as measured by the benefits

obtained from sponsors) of the club?

3. What are the factors that determine fan satisfia® €.g. great performance, hospitality,

good atmosphere etc.)

4. \What is the level of fan satisfaction?
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5. What are the factors that determine fan idexatifon? €.g. success of the team, players,
origin of the fans etc.)

6. What is the level of fan identification and wieits relationship to that of satisfaction?

7. What characterises the sponsor awareness andaspwientation of JJK fans?

8. How JJK fan satisfaction and fan identificatiemels are related to their awareness of

sponsors?

9. How JJK fan satisfaction and fan identificatiewvels are related to the intention to

attend future games?
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2 A Review of the Related Marketing and Sponsorship iterature

To be able to achieve the goals ascertained fostilngy, first, those marketing concepts,
which are of crucial importance in regard to th@idp such as event marketing and
merchandising, are looked at in general. Secoralettvironment of sponsorship deals in
Finland and the factors that determine sponsorsbipmitment and fan satisfaction are
also studied. Third, the possibilities of buildiagd reinforcing brands are synthesised.
Finally, the last part of the literature review luimtes the factors that could determine the
correlation among the on-field performance of tkant, number of fans and marketing

activity are analysed.

2.1 Principles of Marketing Concepts
2.1.1 Event Marketing

Football games are meeting points, where mediaysspe and fans gather.

Traditionally, event marketing refers to the actoarketing of an event, by
event organizers. For sport events, this type @newnarketing involves

marketing to: (1) athletes to secure their paréitgn in the event, (2) the
media to cover the event, (3) the general publiattend the event and/ or
follow the event via print and electronic media) ¢brporations to sponsor
and support the event, (5) government officialptovide public support,

and (6) private vendors to provide efficient andhsanable services.

(Graham, Neirotti & Goldblatt 2001, 151)

In the case of the present paper, the triangleis$,fcorporate sponsors and the media are
the most relevant factors related to the markegictgvity of Football Club JIK Jyvaskyla.
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Without these three participants we cannot intérfire spectator-sport product. However,
focus will mainly be placed on fans and sponsagsahse of the limits of content.

Increasing attendance can be achieved by usingicenarketing tools. When promoting a
game, existing sponsors can contribute to marketuity promotion at their offices,
mailing list, or, in case of cars offered by thesgors, their exteriaran act as a marketing
communication tool. Selling tickets in packagesaimilies and groups with amenities such
as concession vouchers, and/or merchandising caeffiseent. These promotional tools
could be implemented jointly with sponsors, thusrkated together and share the costs
(Graham et al 2001, 155). Ticket sales can alsméreased with the contribution of the
players, either before or after the event, or lwng themes to the event with which non-
sport fans might be attracted to the stadium (1®Xfering tickets via Internet and
targeting fans through mailing lists has also pdote be effective recently. Games and
give-aways could be organised before and afteg#mee or at half-time (158), as it could

also be seen in Stadium Harju.

Knowing the audience, their customs, the cultuatkiground — which differ somewhat
from the case of other countries as compared tlain- is also of crucial relevance. As
was mentioned earlier, the researcher of this shadylived and played football in Finland
for more than 2 years, which can serve as a sairadded value to this paper. Based on
this knowledge, different kinds of contests carolganised for the fans in cooperation with
sponsors. For instance, if participants can sigfouphe event beforehand via Internet and
it is properly promoted, people will want to be ahwed and the game again can attract
people who are not ‘real’ football fans. Give-aways example team schedules printed on
the items, such as lunch sacks, sport cups etacaterefficient tools. (158) Being made up
of numerous games, the football season might bigeg in a way that the different give-
away promotions are linked, so as to encourage lpdopfuture games. Another good
example of this kind of marketing tool is making/gfiaways on other types of events,
taking into consideration the characteristics @& ¢ity of Jyvaskyld; university happenings

or ice-hockey games are proper choices for bundlifigrent products.
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Additionally, when advertising a football game, tioée of Internet nowadays is critical.

The Website’s URL needs to be incorporated intooaline and offline

marketing including voice mail, press releasesnbkas) video scoreboards,
and advertisements. It is also important to keep dite to less than four
levels deep. This prevents users from becomingraste site. (Graham et al

2001, 162-163)

Sport clubs and organisations can reach the conswiee Internet, can provide highlights
or whole games to watch and can help to maintdatioeas and also provide networking

opportunities.

The relationship with the local and national medialso a relevant factor in promoting the
team's games and the club itself. The persondiae&hips are invaluable (166); luckily
JJK has employees who have been in the Finnisbhdt@nvironment for many years, and
thus there has been enough time to build thoseembioms. The cooperation with the local
ice-hockey team, JYP, should be taken into conataer too, since they are in possession
of more marketing expertise due to ice-hockey bangore professional sport in Finland
than football.

2.1.2 Merchandising

Although JJK is a relatively small club, the rolé merchandising activity has been

growing in accordance with the team’s performamalefinition of merchandise in the

context of sport includes T-shirts, souvenirs mugds, jewellery etc. Generally, T-shirts
are the most popular, and not because it is fumatidout it makes the association of the
fan’s support unambiguous during a game. Usuabyhtigger sizes are the most preferred,
so it is important to have enough of them in thewes. The most crowded periods, when
fans are purchasing merchandise, are the arrivhtiaparture (199). Planning the licensing

process is of key importanddarketers need to decide whether to elaboratelitouse or
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outsource it to an external sponsor (Graham e0@L2200). It looks probable that JJK
cannot afford to hire an external compéfly Hypp6nen, personal communication, August,
13, 2008), therefore, plans and implementation rteeble carried out by the club itself.

However, employing an expert is advisable becausg @re experienced in the market and

know-how to sell a product.

Additionally, local vendors should be involved totphe products in the shop window and
also sponsors could help to assist in the markeifniipe merchandising. However, there
are always threats that could have an effect oncimaddise sales, such as the bad
reputation of players or scandals (Graham et alLl2@01). Being a local club, JJK could
have the opportunity to enter into a favourabld deth the local shops, since normally the
club is required to pay a fee to get their prodaisplayed in certain shops. In addition, as
mentioned previously, the cooperation with the loca-hockey club, JYP, would be
beneficial, too. JYP even have a small merchanglisiop in the hockey stadium, such that
JJK products might be sold there. In return foirtheoperation, JYP products could be on
display during JJK football games, as part of aprecal arrangement. Test-marketing of
the products is of key relevance to set pricingustdselling techniques and to gather
information for future product development (203jaifiing the sales staff is also relevant.
However, at JJK games volunteers mainly work irhspasitions that they are obviously
not professionals. This phenomenon is certainly swoprise, because the role of
volunteerism has been always strong in the FinamrchScandinavian sport culture (Itkonen
et al. 2009).

Another possibility to realize profits is the offés rent booths during smaller events
(Graham et al 2001, 204) — like a JJK game — tdetrtirs or health expositions.
Companies can reach their target audience thrduglattivity. Being a medium sized city
in Finland, Jyvaskyld does not have many eventingua weekend. A football or ice-

hockey game is usually one of the most importappkaings of the week. Plenty of people

! From 2009 the situation has changed. Licensingbleas outsourced to Sporttia, a sport departmeng st
chain. In this way JJK has no costs, but receivdg ©80% commission (Vesalainen 2009) after the sold

products.
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attend sport events, since most people are affiliatith sport in the country, consequently
local companies could presumably be convinced #m@mnsorship is not the only
opportunity for them to raise awareness and to rtiegt prospective clients, but the above

mentioned tool as well.

2.2 Sponsorship
2.2.1 Finnish Environment

The nature of sponsorship deals is one of the kegeapts of my topic. Few attempts have
been made to gather data on sponsorship in ser@gsional football (Clark 1992), and
even fewer in Finland. However, Lipponen (199%drto form a theoretical framework for
sport sponsorships under Finnish conditions. Adogrtb his argument, putting emphasis
on the necessity of the marketing concept of spoganisations is a relevant factor
(Lipponen 1995). This statement seems reasonaixa gihat it could serve, in general, as a
base for the successful operation of a club ortspg@anisation. So far it has been lacking
and a good example for this is the fact that ndesyatic process of measuring the outcome
of sponsorships exists in Finland. According teeegsh from the 1990s, 50 percent of the
investigated teamsomehowmeasure the success of sponsorship (Clark, 1992¢cent
study (Itkonen et al. 2009) has found however, tless than (sic) third of the companies
evaluated whether the terms of the agreement vetuelly realized”.

Furthermore, it should be noted that the Finnisbtifall environment requires special
attention when dealing with sponsorship deals.ifstiance, issues such as the geographic
location of the city, where the club belongs tod @he fact the in Finland football is
considered the ‘runner-up’ behind the number onartspce-hockey (Lipponen 1995),
could act as examples. Another important phenometaken into account is the
cooperation of volunteers and professional manaf)éeshoeven et al 1999). Since the
voluntary sector is fundamentally relevant in Fgimisport life, this issue cannot be
avoided. JJK is an adequate example for this. Tivere only three full-time workers at the
club in 2008 that had to work in collaboration witlolunteers. Managing director,

marketing manager, and one more person who padiked for JJK's management and
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partly managed the JJK youth academy, were thesiég and in addition to that interns
were employed from time to time. Besides, approxatyal5-20 volunteers worked on

match-days.

The role of the marketing concept has already Ineentioned. Recording a database of the
sponsors can be related to this topic, as well hes dilemma of sponsorship and
philanthropy (Lipponen 1995). It is sensible tadfiaut to what extent the companies enter
into the business aiming at gaining financial grafid, on the other hand, just supporting
the local team. Likewise, the investigation of diter that the team can give to its sponsors
is required. Naturally, the services that couldofffered were limited in the case of JJK,
since the games were not broadcast on nationaligi&le; this fact makes the job of the
marketers more challenging. Moreover, providing tbpportunity of multi-partner
cooperation, which can bring businesses togetlsegni excellent tool for networking,
especially in the local level, since local sponsesthe relevant ones in semi-professional
football (Clark 1992). Then again, the cultural @weristics of Finland should be taken in

account and conducting market research is alsdalfimportance.

2.2.2 Sponsorship Commitment

The investigation of sponsorship commitment is & topic nowadays. In spite of this,
scant research has been made to explore thislareaational to try to find the answer to
the question: why are the majority of the sponsgprsbmmitments short-term with a low
proportion of renewal? (Chadwick & Thwaites 200€ontrary to former studies, the
authors put emphasis both on the sponsor’s andltites behaviour, seeing as these two
affect the success of a sponsorship deal. Neilleeclub’s nor the sponsor’s point of view
can be disregarded. Since JJK has numerous spagigaments and the money gained this
way is the most important financial resources ef dhganisation with adding up to 81% of
the budget in 2008 (Vesalainen 2009), thereforeetstdnding the motives is of great
importance. With regard to this topic, this studgshmostly implications to the club’s

behaviour, trying to involve the role of the fanghe context.
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The significance of three important determinants Waund as relevant by Chadwick and
Thwaites (2006), when investigating the commitmentthe parties: shared values,
perceived benefits and opportunistic behaviour. idaltally, relevant dissimilarities were
concluded between short-term and long-term comnmtroéthe parties. The length of the
commitment is likely to be dependent on the leatpeeteam plays in due to the discrepant
media exposure and attendance, and in the casKdhis is a fairly uncertain factor given

that in four years time the team has played inetltiiéerent levels.

Corporate or cultural shared values look probablplaying an important role at the club
that is investigated, given that a local club is #ubject of the study. For instance, trust
leads to stronger commitment and thus the spongbb&more likely to renew the deal
(Farrelly & Quester 2003). Sponsor benefits wenaitéd by the lack of media presence,
owing to the fact that JJK competed in the Firstifdon at the time of the data collection
and therefore games were not televiSdthis fact also strengthens the relevance of shared
values since the majority of the sponsors werel loompanies. In addition to this, it was
found that “parties to a sponsorship are moreyikelremain loyal to a dyad partner during

a period where there is congruence between thealsgand procedures.” (Chadwick &
Thwaites 2006, 171) Again, the diverse professiooaltural and financial set-up of this

semi-professional club should be taken accountr@mndealing with this issue.

The authors are probably right when they say thahe perception of the relationship
between club and sponsors suggest mutual beniéfasntributes to the reinforcement of
the commitment. Perceived benefits cannot just le@asured in money, but indirectly
through such things as networking benefits, whglan important factor to be taken into
account. On the other hand, opportunistic behawbwne of the parties causes harm to the
cooperation, which is likely to occur. In this caseonomic calculations and considerations

characterise the deal.

! In 2009, during JJK's first year in the highesidae, two of its games were broadcast. The coniposif

the sponsors has not changed considerably, i.en#ljerity of the sponsors are local ones.



19

2.2.3 Fan Satisfaction Related to Fans’ Attitude towardsSponsors

Past research has noted (Shaw & McDonald 2006) dltabugh a fans’ reaction to
sponsors’ activities depends on various factoeseths an existing connection between the
levels of fan satisfaction and their attitudes toigasponsors. This is of great importance
because the effectiveness of the sponsorship deal e influenced through fan
satisfaction. However, this discovered relationshipreak, but it is due to the fact that the
potential of sponsorship depends on several vasaldbr instance, the duration of the
sponsorship. “Improved outcomes for sponsors ateapether strong justification for
efforts to manage and improve the satisfaction @hsen-ticket holders.” (Shaw &
McDonald 2006, 319) Then again, market researcheressary in order to be able to

measure outcomes.

2.3 Brand Extension

The study on FC Vitesse Dutch football club by \dden (2005) gives implications to club
leaders from managerial and organisational pers@sctThe aim of the leadership of the
club was to develop an image to the name Vitesst,only on the football field but
through expanding its activity to other spherestloé business life. This includes
merchandising, Kids Club, Business Club, relatigms¥ith players and fans and, naturally,
with the media. It is a kind of attitude that hdmweged from selling football to offering
entertainment spectacles and products. Presentalswkntends to give implications to the
management of JJK for the future besides examittiegmarketing activity. However, it
must be taken into account that Vitesse is a mugheb and more professional football
club than JJK. Presumably, this idea can serverakegeals from the business point of
view. Not only can it create further possibilitiesgain income from different sources, but
it decreases the sensibility of the revenues t@th&eld performance of the team. With the
establishment of the ‘multi-entertainment footb@mpany’ (van Uden 2005), the club is
able to maintain a relatively stable or increasthgntele that will not quit in case of poor
athlete performance. In the case of those clulyggngbnly on the on-field performance, the
management can hardly direct the operation of tisnless due to reasons that are beyond

their control.
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Giving ideas on similar concepts to JJK, which wason-profit company in 2008, might
seem like an exaggeration. In actual fact it wilint out during the research whether these
concepts are applicable to some extent or nothyncase, certain limitations were required
in view of the fact that the aim of the operatidnJdK was not in gaining profits as is the
case to Vitesse. Nevertheless, in 2009 JJK has toeeed into an 'Oy’, a profit-oriented
company form. Thus, from the extension of the bessnactivities JJK could benefit
invaluably. The profit gained can be used for agggimore talented players and retaining

existing ones, developing the already existinglitaes and/or constructing new facilities.

As opposed to the case of Vitesse, launching a rand might be more useful than a
simple brand extension in the case of small-sizdbfall clubs (Guenzi & Nocco 2006).
The authors of this paper attract the attentiothéoincreasing relevance of merchandising
in the life of football clubs as an additional resme. It seems reasonable, with the
introduction of a second brand, that merchandismgehow can be related to the club but
can be associated with other features, such asotgrrThis may not only reach highly
involved fans, but any negative associations tow#né team brand as well as the lack of
sporting success of the team might be eliminatéils Toncept is also stated in the case
study of Vitesse. The territory appears to be aédleynent when talking about the team of
Jyvaskyla, since it is the most popular and sudgkessam in the region. “Since many
people feel a deep sense of love and belongingisotérritory, these associations drive
purchase behaviour. For those influenced by thpe tyf association, Salento 12 represents
a way to demonstrate proudly their origins andrrugee link with the territory.” (Guenzi &
Nocco 2006, 256) This quotation could be an anadgulJK too, due to the traditions of
the territory, its role in the education of Finlandd additionally, the ‘original’ Finnish
language spoken there. According to Stubb (200&ryecountry and territory should be
branded and he argues that “branding is a mod&enaia identity”. Thus, the association of
a potential new brand both with the team and thetdey turns out to be significant. As
demonstrated in the case of Vitesse, the poorisggrerformance might be overcome with
the extension of the brand, though at U.C. Lecémftpens more than that, a new brand is
launched. These ideas might be applicable to Jiells
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Throughout the majority of former literature conueg brand management, works have
been mainly dealt with the strategies and caseestuaf top football clubs like Manchester
United, Real Madrid or Juventus (Guenzi & NoccoQ&0 These are so-called ‘winning
teams.” In contrast, in the case of Vitesse or kedwilding up a brand is much more
difficult, considering that these are much smadletbs with less success on the field and
less financial resources off the field. That is teason why these two sources are so

invaluable, because they might be applied to JIKchvis an even smaller club.

2.4 On-field performance — Attendance — Marketing

Among the main questions addressed in this papethar interrelationships between the
on-field performance of a football team, attendamecel the marketing opportunities
deriving from them. Earlier studies pointed outttkize positive outcome of the game
results in satisfaction and triggers further faeradance, whereas in cases of loss, fans are
dissatisfied and attendance is likely to declinge@Stein & Marcum 1981 as cited in
Matsuoka, Chelladurai & Harada 2003, 246; HanserG&uthier 1989). Similarly, a

positive correlation is expected during the counfshis research.

In addition to the above statement, other reseawhcluded that although on-field
performance is an important part of the club mendagisfaction, it is only one factor that
is influential and the outcome of the investigatias conflicting (Van Leeuwen, Quick &
Daniel 2001). Furthermore, the positive or negaéireotion arising in fans depends on the
performance of the team. However, the perceivedraihment value is also affected by
the previous expectations and goal relevance ofstgporters. Satisfaction forecasts

optimism about the team’s outlook for the followiggmes (Madrigal 2003).

Further research suggested that the probabiligttehding future games is weighed upon
four factors that express fan satisfaction, nantbly:excellence of the contest, performance
of the favoured team, the fulfilment of the finasult, and also depends on the team
identification (Matsuoka et al 2003) that could lsensidered as ‘long-term fan

satisfaction’. The importance of fan satisfactieeslin the fact that if the consumer is
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satisfied, he/she is more likely to repurchasepifegluct, i.e. he/she will probably come to
future gamesDifferentiation should be made between transaespecific and cumulative

satisfaction. The first means the perceived vatigig after the event visited, and the latter
is “an overall evaluation on the total purchase #redconsumption experience with a good
or service over time” (Anderson et al 1994). Inastlwords, cumulative satisfaction is a
result of several purchases, and is a long-terrergh@tant such as team identification,

whereas transaction-specific satisfaction refexm® single purchase.

Satisfaction is usually handled as a short-ternofadut fan loyalty or team identification
is a long-term factor that is based on various B&pees related to geographical location,
tradition, reputation and so on (Gladden & Milne93R The examination of the
interrelation between these factors pointed out theating identification could diminish
the sensitivity of fans to the result of the gan{€sitton et al 1997). Additionally,
identification is a more significant factor influgng fan behaviour to attend future events
(Matsuoka et al 2003).

More recent investigation has indicated that them positive correlation between the size
of attendance and the results of the team, batnbt as strong as often suggested. In some
cases an unusual trend appeared to be true; ndaneetpp and bottom teams could count
on an increase in attendance and paid membershgreas those in the middle were fairly
fluctuating It might be the relevance of the salience of #aarts’ performances that caused
this turn-out (Shaw & McDonald 2006).
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3 Methodological Choices

3.1 Quantitative Methods
3.1.1 Secondary Sources

The use of existing statistics and resources wereiteble for the fruitful accomplishment

of this research. First of all, it was necessarglitain the results and rankings of the team
from recent years. Although the final standings cefitain championships are easily
accessible via Internet, present research requietdiled statistics that can be collected
from the club or from the football federation. Sedpwritten sources about the history of
the club and its role in the Central Finland temyt in sociological terms, were essential
when coming to the issue of the evaluation of fatiskaction and the approach towards
sponsors. This data appeared to be invaluable begaatterns in the behaviour of fans or
sponsors can be understood only if one has backdrenowledge about the relationship

between the local communities and the club.

Investigating this area was hindered to some extgntanguage barrier, given that the
majority of the resources were only available imrish. Therefore, the help of native

speakers turned out to be a necessity.

3.1.2 Survey

The appropriate method that helps to gather engpidata about the opinion, beliefs and
attitudes of the fans is the questionnaire. “Susvegn use a random sampling technique to
recruit participants, relatively small sample sizzn be used to generate findings.”
(Mathers, Fox, Hunn 2006, p.7) Since this was tlwstmelevant resource that helped to
implement this study successfully, the creatiorihef questionnaire required special care.
However, its drawbacks must be taken into accosimtell: “Surveys can tell us how many
people behave in a certain way . . . but they mayirbited in the information they can
provide as to why this is so.” (Mathers, Fox, HR006, p.7)” The data collection was
likely to be the easiest when JJK played at themé facilities and numerous crowds come
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together. With the help of some volunteers manporses could have been obtained and
thus the rate of responses would have been higherthose sent via email. However, as a
complementary option, questionnaires posted bylesuah as ones available at the website
of the club seemed also as reasonable solutiongriteless, sampling must be carried out
in a way that both ‘average’ fans and fans whospiensors at the same time will be asked
as well. Eventually, a decision was made to useratine survey, which was available
from the website of both JIJK and the local newspape its Finnish name
Keskisuomalainef in October 2008.

Questions aimed at obtaining information aboutdatisfaction and fan identification, fans’
intention to attend future games, as well as taitude towards sponsors. The background
and the clarification of these terms are belieweld vital, and therefore, are integrated into
this study. Obviously, the questions were put inag that all respondents would easily be
able to answer them given that the language ofjtiestionnaire is English.

3.2 Qualitative Methods
3.2.1 Interviews

Interviews with the club leaders were essential to receiveeg® information about the
operation of the club, particularly about marketengivities. There were only three full-
time workers employed by JJK football club when tla¢a collection was carried out and
even if they have their own scope of activitiesyés at times problematic to separate the
nature of their tasks. As previously mentioned, agamg director, marketing manager, and
a third person who partly worked for JJK’s manageinamad partly managed the JJK youth
academy, were these positions. It seemed reasonabbsk the participation of the

employees that filled in the first two positiongsiied above.

! See Appendix 1.
2 From here onwards it is referred to on its ablation as 'KSML'.

% See Appendix 2.
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To compose the structure of the interviews thordyugbquired special attention and time.
Therefore, a reasonable but strict schedule neédldzk established. The use of semi-
structured interviews appeared to be applicabklicases since the topic to focus on was

fairly clear.

3.2.2 Ethnography

Due to the fact that the writer of this paper ie filayer of the researched club, it is felt
relevant to highlight the influence of this factmm this study. Nearly every aspect of the
research, such as planning, data collection vex\irews and questionnaires, discussion and
conclusion, were affected as well as facilitated thgt fact mentioned. According to
Atkinson (2007): “Ethnographic (or field) researplovides a detailed description of a
different culture, or sub-culture, from the view @i insider, allowing a greater
understanding of that culture through its core meéflobservation.” In this case the culture
mentioned refers to JJK and its environment. TR@anation implies that the researcher
being an insider could have better opportunitynti@rpret the collected data on the Club
and its fans, due to understanding the relevant¢beoknowledge available and produced,
and how this can be presented as subject matteser@iion was carried out on a daily
basis, during football practices, meetings andruntes with the leaders of the club and

naturally, during games.

3.3 Measures

The survey utilised in this study was planned thghdy in order to get appropriate data
and be able to achieve the goals set beforehancbrdingly, it was divided in various
sections based on the necessities of the informatiat needed to be acquired. The

different divisions were formed as follows:

First, some basic questions obtained socio-dembgragata from the respondents,
including age, gender, highest education, placesitience, and nationality. In addition to

these, the number of games seen in the 2008 sahsosiatus related to JIK (fan, sponsor
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or both), the way of attending games (alone, frieridmily) and the possible possession of
a season ticket were set to find out the infornmaitimlicated above.

Fan satisfaction with the environment

In the context of this paper, customer or fan &atigon was understood as “a judgment that
a product or service feature, or the product oviseritself, provided (or is providing) a
pleasurable level of consumption-related fulfilnferiOliver 1997, as cited in Van
Leeuwen, Quick and Daniel 2002, p. 100). The spectsport service consists of core
product and product extensions (Buhler & Nufer 200®&erpreting this idea to the present
study, two subsections of fan satisfaction; satisfa with the environment and game
satisfaction were created. The separation of tfierdnt dimensions of satisfaction appears
to be relevant when analysing the data and drawomglusions. Along the first part, the
respondents’ perception of the environment in thedism was found out using the
following questions: ‘To what extent are you sadidfwith the situation of the stadium?’;
‘To what extent are you satisfied with the quabfythe stadium?’ (Stands, toilet, state of
the facility, etc.); ‘To what extent are you sassf with the parking opportunities nearby
the stadium?’; ‘To what extent are you satisfiethwthe hospitality in the stadium?’; ‘To
what extent are you satisfied with the atmosphefé@ responses were given on a 10-point

differential scale.

Fan satisfaction with the game

A subset of 3 items was used based on Matsuokd. §2@03) to measure JIK fan

satisfaction with the games. Obviously, the questinoeeded to be modified to fit the

present research. Again, a 10-point differentialesgvas utilised to measure fan opinion on
the following points: ‘To what extent are you stéid with the quality of the games of

JJIK?"; “To what extent are you satisfied with tlesults of JJK?’; ‘To what extent are you
satisfied with the performance of JJK?' Matsuokaakt(2003) argue that two types of
satisfaction can be differentiated when handling thsue of fans. First, cumulative

satisfaction can be defined as a function of variomalised game visits, whereas

transaction-specific satisfaction is associatedh &isingle visit. The present paper focuses
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on the aggregated fan experience — i.e., cumula@isfaction. Aggregated refers to the
games played by JJK in the 2008 season in thedfirfirst Division.

In addition, after determining the level of facttinat ascertain fan satisfaction, the order of
importance of these factors were found out by inggi‘To which factor do you give

priority from the previous ones when deciding omatg to the games?’. Besides, an open
question: ‘What else would you consider as relethat gives you satisfaction during a

JIK game?’ made it possible for the respondenggpoess their opinion.

Fan identification towards the team

Along the course of this research, team identificatvas understood as “the degree to
which an individual feels psychologically linked & team.” (Greenwood, Kanters &
Casper 2006Having the definition is usually the first stepapproach a problem. It was
followed by the careful selection of the questiohkis section of the questionnaire was
divided into three smaller subsections: attitudid@ntification, behavioural identification
and fan development. The design of the first twatspaf this subsection of the
guestionnaire was also based on Matsuoka et &3§2@gain, the questions were adopted
according to the goals of present research and-poil® scale was employed to obtain
information from the respondents: ‘How important ytou is it that JJK wins?’; ‘How
important is being a fan of JJK to you?’; ‘How stgty do your friends see you as a JJK
fan?’; ‘How strongly do you see yourself as a JAKR? These questions demonstrated
above belong to the attitudinal identification. THellowing items pertain to the
behavioural identification subsection: ‘During theason, how often do you follow JJK via
newspaper?’; “During the season, how often do wtlow JJK via Internet?’; ‘How much

do you dislike JJK’s greatest rivals?’

Subsequently, seven items, formed on the basisn&fdt al. (2002 as cited in Greenwood
et al. 2006), measured the antecedents of fan al@went. The respondents had to mark
the reason for becoming a JJK fan choosing fromféllewing options: parents and/or
family members; coaches and/or players; the suanfef®e team; friends; born/live in the
city or region; the good atmosphere; other. Crlgighe original structure had to be
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modified in order to get a valid measurement taolthe Finnish environment. Therefore
‘dance team’ and ‘party/tailgating’ was removed aatthosphere’ was added to the initial
structure. There is no dance team at JJK gamedaggdting is not typical for Finnish

people. The term ‘atmosphere’ appears to somehosxgrdhe two excluded points and

seems to be relevant when handling the differemiBh cultural setting.

Probability of attending future games

Matsuoka, Chelladurai & Harada (2003) investigated interaction effects between

satisfaction, identification and the intention teead future games. This point was adapted
to the present study by asking: ‘How likely is liat you will attend JJK games for the

remainder of the season?’ Again, a 10-point diffieed scale measured the answers.
Moreover, two additional questions were attachethi® subsection of the questionnaire:

‘Where do you predict that JIJK will finish in thealgue standings?’ and ‘Are you

considering buying a season ticket for the nexs@ea

Fan satisfaction related to sponsor awareness

The present section was created with an attemfadoout the sponsor awareness of JJK
fans by applying the following question: ‘Do youmrember any of the sponsors from the
announcer/stadium/player’s kit?’ Apart from thigfarmation of fans’ attitude towards
merchandising products was to be ascertained: ‘@oknow if it is possible to buy JJK
products in Jyvaskyla?’; ‘Do you have any produelsted to JJK?” and finally; ‘Would

you buy more if there was a wider range on offer?’

Sponsor orientation

Obtaining data from fans’ sponsor orientation wesoaplished by adapting a table from
Shaw & McDonald (2006), which were constructed @aduct a research on season-ticket
holder satisfaction and sponsor-related behavi®e&spondents were asked to express
agreement or disagreement with the following stetets1 ‘I pay little attention to
sponsors’; ‘I know little about sponsors but | wablike to know/have more information
about sponsors’ products’; ‘If | think all the bdmare the same, | try to use the sponsor’s
product.” These first three elements were base&law’'s & McDonald’s work, whereas
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the coming two were added by the researcher, takiogconsideration the specificities of
the present study, such as JJK players’ jerseyofudidvertisements that presumably baffle
spectators and commercial messages by means @&pleakkers: First, ‘The high number of
sponsors in the stadium and on the players’ kitfuses me.” and second, ‘The

announcements via loudspeakers during the gameffarient.’

3.4 Data Collection

Along the first part of this research, data wadeotéd from secondary sources, such as
websites of Football Club JJK, the Finnish FirstiBion and the Finnish Premier League,
in its official name the Veikkausliiga. Furthermpréata was also obtained from the
archives of JJK and from interviews conducted withK's General Manager, Joni
Vesalainen, and via informal conversations withkdikHypptnen, Marketing Manager.
Three semi-structured interviews, two in 2008 and m 2009 were carried out with Joni
Vesalainen. The acquired data from these interveewgsfrom the secondary sources made
it possible to perform analysis on the relationdigprveen on-field performance of a team,
number of attendees at games and marketing opptetiof the club. Again, it is believed
essential to mention that the researcher is parhefinvestigated organisation, which
enabled meetings, interviews, observations andhsevhich would not have been possible

or would have been more limited for a non-member.

Subsequently, a sport fan questionnaire was deedlgnd a convenience sampling
technigue was employed, which can be defined ifdih@wving way:
Utilises readily available subjects and samplinggrofused in small scale localised
research projects. The sample may not be représentaf the population as a
whole and the result may not be generalizable. ¢blek2002)

To achieve potential respondents, a combinaticecotities was used. First, during one of
JJK’s home games, flyers with information on thelioe questionnaire were distributed

and this was also reinforced via loudspeakers befioe game and at half-time. Second,
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articles were featured on the website of JJK aatl@h KSML local newspaper. KSML is
the most relevant daily paper of Central Finland arseparate section is dedicated to the
football club on its website with news, videos gudyer profiles etcetera. The articles
informed about present research that JJK's goadkeép conducting and asked the

readers/fans to visit the address presented timer&lbout that on-line questionnaire.

However, a problem was to be faced at this pointkng that in the case of on-line news,
one article does not stay visible long due to thiva of other news. This was overcome
by publishing that article more than once so thatas read by more readers. Furthermore,
the researcher used the ‘power of word-of-moutlonter to get more respondents. Taking
into account the environment of the study, whicla ismall town that likes sport and the
researcher being a student of the sport faculttheflocal university, word-of-mouth has
proved to be an efficient way of spreading inforimrafor the ongoing study. Furthermore,
the fact that the researcher is a player of thb slmplified all procedures given he could

benefit from being in touch with many people in dskyla.

In a few days 208 responses were obtained, outhodhw188 were valid. However, the
representativeness of the sample is complicategdare for various reasons. Determining
the population of JJK fans seems to be an immesdediven that it is not known exactly
how many JJK fans there are and in addition, then tan must be clarified first. The

difference between spectators and fans are asv&illo

whereas a spectator of sport will observe a splectaad forget it quickly, the fan
continues his interest until the intensity of fagltoward the team becomes so great
that parts of every day are devoted to either éésnt or in some instances, to the
broad realm of sport itself. (Pooley 1978, p. 14)

In the context of this paper, the term ‘fan’ wile lused according to the interpretation
above.Without knowing the exact population of JJK fanatrging out the sampling and
issues of reliability and validity also become gesbatic. This should be taken in account

when talking about the limitations of this studyowtver, since JJK did not possess a
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database on the fans in 2008, the best possible way followed to realise this

investigation, which is the previously mentioneddam sampling technique.

Concerning the question of validity, present woakmot assure all four steps of validity
(Research Methods Knowledge Base 2010). After emiaugnieach validity type, it can be
concluded that the first three steps are likelyb®o confirmed: there is a relationship
between cause and effect; the relationships aneataand the operationalisation of the
ideas of cause and effect were successful, whicdvegr the existence of conclusion
validity, internal validity, and construct validitfHowever, external validity should be
handled with care, because generalising of thegm@ffects might not be possible to carry
out due to the method of sampling. In addition, nlagure of this research, namely a case
study investigating a football club that is in fhecess of development, requires that the

generalisation of the results should be questioned.

The analysis of the acquired data was completel tvé help of SPSS statistical program,
with the utilisation of the following statisticalethods: frequencies, descriptives, crosstabs,

tables of frequencies, means, one-way ANOVA andetations.
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4 Results

4.1 On-field performance — Attendance — Marketing

The first set of analyses examined the changesvin dategories: financial resources
available; income from and number of sponsors; dJ&rformance based on the final
ranking of the given year; and average home attemelan Stadium Harju, during the
course of the last 5 years. Table 1 presents tloeease in the various scores
unambiguously, in accordance with the better paréorce accomplished by the team.

Table 1. On-field performance, marketing, and attedance of JJK in numbers 2005-2009
(Vesalainen 2009, edited by Szerovay 2009)

Proportion Average
Bud Number Infcome of income homg
Year udget of rom in budget Ranking League
(Thousand €) sponsors attendance
sponsors from
(Thousand €) per game
sponsors
2009 985 300 810 82% 13 1st 3238
2008 580 200 470 81% 1 2nd 2093
2007 430 140 320 74% 3 2nd 1351
2006 164 90 125 76% 1 3rd 614
2005 N/A N/A N/A N/A 7 3rd 464

4.2 Online Survey

The majority of the respondents were male (85.6A6) e most represented age group
was 20-29 years old (39%), followed by 30-39 (21%);19 (17%), 40-49 (15%) and

finally 50-63 (8%). The data of males and femaleseapooled together due to the fact that
there are many more males among the respondentshanduggests that it is no use
handling them separately. A greater number of g#gpandents have Finnish nationality
(95.2%). Subsequently, Figure 1 demonstrates thae nthan half of the respondents
possess a university degree or were attending raiiyeat the time of the research

conducted. Jyvaskyla is a city well-known for itsiversity. In spring 2009 there were
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almost 16 000 students registered at the Univeddityyvaskyla (University of Jyvaskyla
2009), which accounts for 12.5% of the city’s p@tign (128 000 in 2009, Wikipedia).

Around one-fourth of the participants who filledtoilne questionnaire attended upper

secondary school. Moreover,

comprehensive school.

University (Yliopisto)

University or Polytechnic
student

Polytechnic
(Ammattikorkeakoulu)

9,6 %

Vocational
(Ammattikoulu)

6,9 %

21,8%

Upper secondary (Lukio)

25,5 %

Comprehensive school
:I 1,1%

(Peruskoulu)

less than 10% appedavedbe in polytechnic and

32,4%

0%

10 % 15% 20 %

Figure 1. Respondents’ highest education

25 % 30 %

35%
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The distribution of visited home games shows tlaighly one-fourth of the respondents
watched 1-3, 4-6, 7-9, and 10-13 matches. This unedsas to be considered somewhat
unreliable given that the survey was already opbanndJK had still 2 home games left in
the 2008 season. This fact implies that, in reafaps watched more games than stated in
Figure 2 below. In addition, imprecision is reflegtby the 1.6% who allegedly did not

watch any games during the 2008 season. In spitei©they consider themselves as JJK

fans.
10-13 23,40 %
7-9 21,81 %
0
]
£
©
(@)]
S 4-6 25,53 %
o
o]
£
>
pd
1-3 27,66 %
0 1,60 %
0 % 5 % 10 % 15 % 20 % 25 % 30 %

Figure 2. Number of JJK home games watched in 20G&ason
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Figure 3 presents the different ways of attendiagnes by age groups. The most frequent
form, which gives almost one-third of the total ren of respondents, is fans aged
between 20 and 29 visiting the games with friel@isnilarly, among the age groups 11-19
and 30-39 the prevalent form of going to watch gatnened out to be with friends, 14.9%
and 15.4% of the total, respectively. On the otiend, in the case of the age groups 40-49
and 50-63, the distribution among ‘alone’, ‘famibnd ‘friends’ is fairly equal.

50-63 % 3.7-%:12,7 %
16 %
40-49 FAE%T 53% | 43% [10,5%
n 3 Alone
o
3 LI LT B Family
S 3039 (AW 15,4 % :
o T O Friends
g 21% @ Other
20-29 |53 30,3 %
1,6 % 21%
0,5 %
11-19 H 14,9 %
0,5 % 11%

0% 5% 10 % 15% 20 % 25% 30 % 35% 40 % 45 %

Figure 3. Form of visiting JJK home games by age gups



36

From Figure 4 below we can see the most typicaaes of becoming a JJK fan. At the

related question more than one option could becte The vast majority of the

respondents, over 66% marked the ‘I was born/livéhie city or region’ option. All the

other variables came far behind: ‘Coaches and/ayept’ 33.5%, ‘Success of the team

28.2%, and ‘Friends’ 27.1%. Lastly, ‘The good atploe=e’ and ‘Parents and/or family
members’ did not even reach 20%. Again, these teBulecast relevant conclusions.

| was born/live in the
city or region

Coaches and/or
players

Success of the team

Friends

Other

The good atmosphere

Parents and/or family
members

|33.5%

|28,2 %

|27,1%

15,4 %
13,3 %

|21,8 %

66,5 %

0 % 10 % 20 %

Figure 4. Reason for becoming a JJK fan

30 % 40 % 50 % 60 %

70 %
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4.2.1 Fan Satisfaction and Fan ldentification

JJK fan satisfaction in 2008 on a 1 to 10 scajgesented in Figure 5. From the 8 different
variables the values of ‘Results of JJK’ (8.12grférmance of JJK’ (7.54), ‘Quality of the
games of JJK’ (6.85), and ‘Situation of the stadi(®76) were the highest. ‘Atmosphere’
and ‘Hospitality in the stadium’ followed by 5.8Ad 5.72, respectively, and finally,
‘Quality of the stadium’ stood at 4.50 and ‘Parkiogportunities nearby the stadium’ at
3.75. The obtained results from this graph candmsidered as anticipated.

Results of JJK |8,12

Performance of JJK | 7,54

Quality of the games of JIK | 6,85

Situation of the stadium |6,76

Atmosphere |5,84

Hospitality in the stadium |5,72

Quality of the stadium | 4,50

Parking opportunities nearby the stadium |3,75

0 2 4 6 8 10

Means of the degree of satisfactionona 1to 10sc ale

Figure 5. JJK fan satisfaction 2008
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The results obtained from descriptive analysis gesd in Table 2 give answer to the
following question: To which factor of fan satisfi@n do you give priority when deciding
on coming to the games? The numbers suggest thdatkors of ‘Fans’ satisfaction with
the environment’, i.e. the sport product extensi@ans less important compared to those of
the core service i.e. ‘Fans’ satisfaction with thame’. It is clearly indicated that
performance, quality of the game and results wieed much more frequently on any of
the first three places than atmosphere, qualitthefstadium, hospitality, situation of the

stadium and parking opportunities.

Table 2. Priority list of factors that determine JX fan satisfaction

Fan satisfaction with the game 1st 2nd 3rd

Performance of JJK 30,32% 2340% 13,83 %
Quality of the games of JJK 26,06 % 18,62% 19,68%
The results of JJK 1702% 19,15% 23,40%
Fan satisfaction with the environment 1st 2nd 3rd

Atmosphere 16,49 % 6,91 % 9,57 %
Quality of the stadium 2,13% 4,26 % 2,66 %
Hospitality in the stadium 2,13 % 2,66 % 3,72%
Situation of the stadium 1,60 % 2,13 % 2,66 %
Parking opportunities nearby the stadium 0,00 % 0,53 % 1,06 %

In response to the question: ‘Whelse would you consider as relevant that gives you
satisfaction during a JJK game?’ they mentionedt tthe practice of annoying
advertisements during games should be discontinared,stands should be closer to the
field. Moreover, the necessity of half-time showdanterviews, information on other
games, a huge screen for replays, more organigesbey beer sold in the stadidirand
more away fans were emphasised. Besides theseanfmetance of home-grown players
and lights in the stadium were revealed.

! Alcohol beverages are not sold in Stadium Harju.
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Figure 6 illustrates the means of those varialtlasdetermine JJK fan identification on a 1
to 10 scale. The highest scores were produced djotking JJK via Internet during the
season’ (8.64), ‘Following JJK via newspaper dutimg season’ (8.24) and ‘Importance of
JIJK winning’ (8.14). These were followed by ‘Degreé being a JJK fan’ (6.82),
‘Importance of being a JJK fan’ (6.80). Finallyetlcores of ‘Degree of being seen by
friends as a JJK fan’ (5.99) and ‘Degree of disiikidJK's greatest rivals’ (4.76) are shown.

Following JJK via Internet during the season |8,64

Following JJK via newspaper during the season |8,27

Importance of JJK winning |8,l4

Degree of being a JIK fan |6,82

Importance of being a JJK fan |6,80

Degree of being seen by friends as a JJK fan |5,99

Degree of disliking JJK's greatest rivals |4,76

0 2 4 6 8 10

Means of the degree of identificationona 1to 10  scale

Figure 6. JJK fan identification 2008

Subsequently, a Pearson’s correlation matrix wasd us identify the potential inter-
relationships between factors that determine fatsfaation and fan identification.
Satisfaction with the quality of the stadium, sitoa of the stadium, parking opportunities
nearby the stadium, hospitality in the stadium atrdosphere in the stadium did not show

especially significant correlation with either dfet factors of identification. Significant
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positive correlation at the 0.01 leVelere found between ‘Satisfaction with the quatify
games of JJK’, and the following identification tas: ‘Importance of being a JJK fan’
(r=.266**, n=188), ‘Degree of being seen by frienals a JJK fan’ (r=.252**, n=188),
‘Degree of being a JJK fan’ (r=.268**, n=188) arkbllowing JJK via Internet during the
season’ (r=.249**, n=188). Further significant @ations were revealed between
‘Satisfaction with the results of JJK’ and the Hmréisted identification factors: ‘Degree of
being seen by friends as a JJK fan’ (r=.214**, n8)1&8nd ‘Following JJK via Internet
during the season’ (r=.203**, n=188). Lastly, ‘S#tiction with the performance of JIJK’
correlated with ‘Importance of being a JJK fan’.g64**, n=188), ‘Degree of being seen
by friends as a JJK fan’ (r=.216**, n=188), ‘Degrafebeing a JJK fan’ (r=.256**, n=188)
and ‘Following JJK via Internet during the seas@a.194**, n=188).

Additionally, comparing means method was utilisedorder to re-test the most relevant
results of fan satisfaction and identification aoddiscover new ones, as it can be seen
from Table 3 and 4 on the following pagé@mportance of JJK winning’ is related to
‘Satisfaction with the performance of JJK' (p=.0@8)d with ‘Satisfaction with the quality
of games of JJK’ (p=.002). It indicates that higlsatisfaction level corresponds to the
higher identification levels. Further analysis sledvithat larger levels of ‘Satisfaction with
the results of JJK' (p=.000) and ‘Satisfaction witie performance of JJK' (p=.086)

belongs to higher scores of the identificationdadDegree of being a JJK fan’.

Some of these results unveiled by comparing meagthad were also provided by the
Pearson’s correlation measures, though at a lov@r ignificance level, which were not

provided in the text of this research but in thpeaix.

! See Appendix 3.
2 The scores given by the respondents from 1 tonlfuo identification were converted for some meestin

the following way: 1-4: Not important, 5-6: Slightimportant, 7-8: Important, 9-10: Very important.



Table 3. Comparing means of fan satisfaction and faidentification (1)

Importance of JJK winning

Satisfaction with
the results of JJK

Satisfaction with
the quality of the
games of JJK

Not important
Slightly important
Important

Very important

7,43
7,81
8,21

8,14
(p=.003)

514
6,50
6,85

7,05
(p=.002)

Table 4. Comparing means of fan satisfaction and faidentification (2)

Degree of being a JJK fan

Satisfaction with
the results of JJK

Satisfaction with

the performance of

JJK
Not important 7,71 7,03
Slightly important 8,08 7,00
Important 8,38 7,94
Very important 8,10 7,77
(p=.000) (p=.086)
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4.2.2 Sponsor Orientation and Awareness

The graph presented below provides information tw g¢ponsors that were recalled in
highest numbers by JJK fans. According to the gquesh the questionnaire, they had to
name at least five sponsors that appeared in dlagush. About one-third of the respondents
did not name any. Fans being uninterested is alppated by the results obtained later
from Figure 8 describing sponsor orientation. Faeycent of the fans could recall Harvia,
thus being the mostly recognisdatand and around 23% remembered Peugeot. Apant fro

these two sponsors, almost 20% called up Osuusparbther 10 sponsors were

42

mentioned by the respondents several times, bsethambers are less considerable.

Harvia

] 74

Peugeot 145

Osuuspankki 136

Jyvaskylan Ammattikorkeakoulu ] 22

Kopijyva 121
SampoPankki [ 18
SawutuvanApaja [ 117
SokosHotels [ 115
Laakkonen [ 15
JyvaskylanEnergia [ 114
Keskisuomalainen [ 112
Konica Minolta [ 111
AonenOy [ 110

No response at all

] 66

0 10 20 30 40 50 60

Number of recalls (n=188)

Figure 7. Sponsor awareness of JJK fans 2008

! Recognition and awareness are used as synonytims aontext of this paper.

2 JJK had approximately 200 sponsors in year 200&8sglainen 2009)

70

80



43

As it can be seen from Figure 8, 58% of the respotsd pay hardly any attention to
sponsors. This result is of crucial importance wlwming to the topic of sponsor
effectiveness. Likewise, 39.9% of those survey@dned that the high number of sponsors
appearing in the stadium and on players’ jerseprgusing. Around one-fourth of the fans
stated that in the case of similarity of differenands they try to use the sponsor’s product.
Only twenty-one point-three percent thought thahcumcements via loudspeakers are
efficient. A quasi 13% of the respondents wouldeh&een interested in receiving more

information of the sponsor’s products.

The announcements via loudspeakers during the game

0,
are efficient. 21,3 %

The high number of sponsors in the stadium and on the

0,
player’s kit confuses me. 39,9 %

If 1 think all the brands are the same, | try to use the

, 23,9 %
sponsor’s product.

| know little about sponsors but | would like to more
information about sponsors’ products.

12,8 %

| pay little attention to sponsors. 58,0 %

0% 10% 20% 30% 40% 50% 60% 70%

Figure 8. Sponsor orientation of JJK fans 2008

Fan identification/satisfaction and sponsor awarerss

Table 5 presents the results of a cross tabulawonparison between ‘Degree of being a
JJK fan’ and ‘Recalling sponsors’. As expectedhkigdentified fans typically recall more
sponsors (p=.002). The most notable data heraat288% of those who consider being a
fan ‘Very important’ recall no sponsors whereas6%®.recall more than 1 sponsor, and
64.7% of those who consider being a fan ‘Not imaottrecall no sponsors while 32.4%
recall more than 1 sponsors. In addition, two fartbutcomes are relevant to mention but

these are not visualized in a table: ‘Importancebeing a JJK fan’ versus ‘Recalling
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sponsors’ is also somewhat significant (p=.043).tnother hand, although expected, the
same measures for ‘Satisfaction with the resultd¥’ (p=.567) and ‘Satisfaction with the

performance of JJK’ (p=.124) did not reveal sigrafit results.

Table 5. Cross tabulation for fan identification ard sponsor awareness

Recalling
sponsors
Degree of Did not Recalled Recalled
being a JJK fan name 1 more
any than 1
sponsor
sponsors sponsor
Not important Count 22 1 11
% within Degree of being a JJK fan 64.7 29 324
(recoded) ' ' '
Slightly Count 10 6 22
important
% within Degree of being a JJK fan 26.3 15.8 579
(recoded) ' ' '
Important Count 19 3 42
% within Degree of being a JJK fan 29.7 47 65.6
(recoded) ' ' '
Very important Count 15 6 31
% within Degree of being a JJK fan 28 8 115 59.6
(recoded) ' ' '
(p=.002)

From the data in Figure 9, which demonstrates fdapbnsor orientation’ against
‘Satisfaction with the performance of JJK’, it igpa@rent that no significant difference can
be detected between the various levels of satisfattThe same measure with other
satisfaction and identification factors yielded Hiig similar results. Typically within all

satisfaction/identification levels the answers dyplittle attention to sponsors.” and ‘The
high number of sponsors in the stadium and on thgeps’ kit confuses me.” gained the

highest scores.

! The scores given by the respondents from 1 torifao satisfaction were converted for some measares

the following way: 1-4: Not satisfied at all, 5-8lightly satisfied, 7-8: Quite satisfied, 9-10: Hig satisfied.



Highly

Quite

Slightly

I

Not at all

0% 5% 10 % 15 % 20 % 25% 30 %
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B The announcements via loudspeakers
during the game are efficient

B The high number of sponsors in the
stadium and on the player's kit
confuses me

O If I think all the brands are the same, |
try to use the sponsor's product

@ | know little about sponsors but |
would like to more information about
sponsors’ products

o | pay little attention to sponsors

Figure 9. Sponsor orientation versus ‘Satisfactiomwith the performance of JJK’
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4.2.3 Intention to Attend Future Games

ANOVA measurement unveiled significant relationstigtween the intention to attend
future games and two factors of fan identificatiommely ‘Importance of JJK winning’
(p=.006) and ‘Importance of being a JJK fan’ (p£©)p0rable 6 clearly shows the higher
identified fans are more eager to visit games lier remainder of the 2008 season given
that the mean value of the ‘Intention to attendifetgames’, which was measured on a 1 to
10 scale, grows gradually parallel to the iderdifiion levels. Although it did not prove to
be statistically significant (p=.305), it can bealseen from the table that more satisfied

fans are more likely to watch further games as.well

Table 6. ANOVA for intention to attend future gameson a 1 to 10 scale and fan
identification/satisfaction

Probability Probability : : Probability
Satisfaction
Importance of of . Imp_ortance of of : with the of :
e attending being a JJK attending attending
JJK winning performance
future fan future of JIK future
games games games
Mean Mean Mean
Not important 6,29 Not important 6,25 glft sEiE A 6,78
_SI|ghtIy 6.38 _SI|ghtIy 7.93 Sllght_ly 777
important important satisfied
Important 8,33 Important 8,66 Quite satisfied 8,19
. . Highly
Very important 8,38 Very important 8,57 satisfied 8,37

p=.006 p=.000 p=.305
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The results from Table 7, that displays a crossiltdion between possessing a season
ticket for the 2008 season and ‘Importance of baiddK fan’ (p=.025) as well as ‘Degree
of being a JJK fan’ (p=.002), turned out to be #Higant. It is notable that at the
identification level ‘Not important’ 78.6% answeradth ‘No’ and 21.4% with ‘Yes’,
whereas at the ‘Very important’ level the score 8&86 each. Similarly, at the factor
‘Degree of being a JJK fan’ at level ‘Not importaB6.3% said ‘No’ and 14.7% ‘Yes’
while at the ‘Very important’ level the proportias 46.2% and 53.8%, respectively.
Meanwhile, ‘Importance of JJK winning’ (p=.198) didt show statistical relevance with
season ticket holding, although the scores suggeset at higher identification levels are
more likely to have a season ticket.

Table 7. Cross tabulation for holding a season tiak for the 2008 season and fan identification

Holding a
season ticket
Importance of for the 2008
being a JJK fan season
No Yes
Not important Count 22 6
% within Importance of being a JJK fan 786% 214%
Slightly important | Count 33 10
% within Importance of being a JJK fan 76,7% 23,3%
Important Count 46 27
% within Importance of being a JJK fan 63,0% 37,0%
Very important Count 22 22
% within Importance of being a JJK fan 50,0% 50,0 %
(p=.025)
Holding a
. season ticket
Degree of being for the 2008
a JJK fan season
No Yes
Not important Count 29 5
% within Degree of being a JJK fan 853% 14,7%
Slightly important | Count 27 11
% within Degree of being a JJK fan 71,1% 28,9%
Important Count 43 21
% within Degree of being a JJK fan 672% 328%
Very important Count 24 28
% within Degree of being a JJK fan 46,2% 53,8%

(p=.002)
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Table 8 was created the same way as Table 7 angjlitradentical results. In this case
cross tabulation between consideration to buy asetcket for the following season and
‘Importance of being a JJK fan’ (p=.009) and moexpvDegree of being a JIK fan’
(p=.002) resulted in being significant. Again, ttiéference in values between ‘No’ and
‘Yes' at the various identification levels shoulce moted. Similarly to the former
measurement, ‘Importance of JJK winning’ (p=.098) dot show statistical significance
with the intention to buy a season ticket for tb#oiwving season, but the numbers imply

that those at higher identification levels are nlikely to plan to do so.

Table 8. Cross tabulation for probability of buying a season ticket for the following season
and fan identification

Probability of

| t f buying a season
R K o ticket for the

being a JJK fan following season

No Yes
Not important Count 21 7
% within Importance of being a JJK fan 75,0 % 25,0 %
Slightly important Count 23 20
% within Importance of being a JJK fan 53,5 % 46,5 %
Important Count 29 44
% within Importance of being a JJK fan 39,7 % 60,3 %
Very important Count 18 26
% within Importance of being a JJK fan 40,9 % 59,5 %
(p=.009)
Probability of
Degree of being a blﬁ/éﬂ(gata;osre;sgn
JIK fan following season
No Yes
Not important Count 26 8
% within Degree of being a JJK fan 76,5 % 235%
Slightly important Count 19 19
% within Degree of being a JJK fan 50,0 % 50,0 %
Important Count 27 37
% within Degree of being a JJK fan 42,2 % 57,8 %
Very important Count 19 33
% within Degree of being a JJK fan 36,5 % 63,5 %

(p=.002)
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Contrary to former tables in this study that canfd the assumed relationship between
observed factors, Table 9 suggests that the pestijpbsition of JJK in the ranking is not
related to the levels of fan satisfaction with gegformance of JJK. Among those who are
‘not satisfied at all' 77.8% awaited JJK ending positions 1-3, and 22.2% foretold
positions 4-14. Then, the opinion of ‘highly sassf fans was fairly similar; 71.2% and
28.8%, respectively. It is apparent from this tatblat fans on higher satisfaction level did
not forecast better ranking at the end of the 2¥%son. Corresponding measures for other

factors of satisfaction and identification revealdentical results.

Table 9. Cross tabulation for Satisfaction with theperformance of JJK and predicted
Ranking of JJK in 2008

Satisfaction with Ranking 2008
the performance
of JIK 1-3 4-14

Not satisfied at all Count 7 2
O . . .
3/3 'zwthln Satisfaction with the performance of 77.8% 22.2%

Slightly satisfied Count 27 4
% within Satisfaction with the performance of 87 1% 12 9%
JIK ' '

Quite satisfied Count 73 16
% within Satisfaction with the performance of 82 0% 18.0%
JJIK ' '

Highly satisfied Count 42 17

% within Satisfaction with the performance of

JIK 71,2% 28,8%
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Lastly, Figure 10 describes the situation of posisgsJJK merchandising products among
fans. As it can be seen from the chart, almost @ddonot hold any JIK related goods.
Around 21% owned a scarf and 12.4% had more thantype of product. Other products
occurred in scant numbers: 5.9% possessed a je2s2%4 a jacket, and 1.6% a cap. It
should be noted that those fans who owned moredharmproduct were not counted again

when observing the possession of one single product

Not possessing any

57,0 %

Scarf 21,0 %

At least 2 different
products

12,4 %

Jersey 59 %

Jacket :I 2,2%

Cap :| 1,6 %

0% 10 % 20 % 30 % 40 % 50 % 60 %

Figure 10. Fans possessing JJK products 2008
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5 Discussion

5.1 The Effects of On-field Performance on Attendancerad Marketing

Similarly to previous studies (Greestein & Marcufi81 as cited in Matsuoka et al 2003,
246; Hansen & Gauthier 1989), this research suggistt better on-field performance
triggers higher numbers in attendance. Averageddigce at JJK's home games has grown
gradually from 464 to 3238 in the last 5 years wldWK accomplished their rise from the
third league to the first league. The team spentyears at the third level, another two in
the second and one season in the number one séf@sand. Better performance by the
team year by year, not surprisingly, has been itk in spectator numbers as well. In
addition, JJK has gained more income from sponddat. only did the benefits from
sponsors increase, but the proportional contrilnuper sponsor have also grown. Thus, the
assumption made earlier in this study about omiHprformance related to the number of

attendees and marketing opportunities of the ohalns to be justifiable.

Apart from these outcomes it is worthwhile to mentthat in 2009 JJK ended second-last
in the Veikkausliiga. In spite of that, the attenda was the third highest in the league. This
fact implies the significance of Shaw’s and McDalsl(2006) finding, namely the teams

on the top and the bottom of the ranking can courttigher spectator numbers. In the case
of JJK it is probable that the recent successeteéam and Jyvaskyla being a ‘sporty’ town
also played an important role in obtaining over BA@Aousand attendees per game on

average.

5.2 The Average JJK Fan

This study has found that a ‘typical’ JJK fan igianish man, aged between 20 and 40,
visits the games with friends, has become a faaumsrhe was born/lives in the Jyvaskyla
region, studies at university or holds a universiggree and watched around 6 JJK home
games in the 2008 football season. The group vghnbost intense presence in Stadium
Harju is that of between 20 and 29 years old whtcines games with friends. One out of

three fans belongs to this group. This discoveryoiscrucial importance for JJK
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management when it comes to the planning and imgai¢ation of marketing activities and
sponsorship issues. It does not mean, howeverthtbateeds and wishes of fans, other than
‘typical’ fans should not be taken into accounteThanagement of the club needs to meet
the requirements of this group and at the same ttirae should try to foster other ways of
attending games, especially that of families. Tdaa be achieved for example by family
tickets, activities organised for children and 80 o

Interestingly, hardly any answers were receivedhfrion-Finnish people despite personal
experiencé showing the presence of international people adi®tn Harju during football
games. It is possible that they were not so mucitemed about this research and this is
why they filled out the questionnaire in such a Knmamber. Another considerable
outcome is the high number of respondents who wsterdying at university or possessed a
university degree. Though this score might be rmagilegy with knowing that the
questionnaire for this research was placed onritexriet. It can be presumed that among
higher qualified people Internet usage is highanthverage, and moreover, they may be
more interested in participating in a scientifisearch. A further meaningful result is the
low proportion of polytechnic students at gamedhadigh the number of students at the
University of Jyvaskyla (University of Jyvaskyla@) is only twice as big as the JAMK
University of Applied Sciencésstudents (JAMK 2009), the appearance of University
students was 3 times higher than the JAMK students.

5.3 Fan Satisfaction and Fan Identification

One of the major findings of this study is relatexd fan satisfaction. Levels of fan

satisfaction of 8 factors presented predictableltgsit was an obvious outcome that fans
were most satisfied with the ‘results of the JJK/eg that the team won the First Division
in 2008. The scores of ‘performance of JJK' showoaewhat lower average because
evidently good results are not always accompanie@ppealing performance from the

! As indicated before, the researcher is a playddkt
2 In the town of Jyvaskyla there are two institubéshigher education: the University of Jyvaskyldahe
JAMK University of Applied Sciences.
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team. The ‘situation of the stadium’ was apparentyued highly since the facility is
situated quite close to the city centre. On thesotand, ‘parking opportunities nearby
Stadium Harju’ are highly limited, which is reflect in low satisfaction levels of the
audience. Lastly, the assessment for the 3 rentpifantors was moderately satisfied.
Being that Finnish football is the topic of thisearch, it is no wonder that the ‘quality of
the games’ were not ranked so high. Furthermorendaphere in the stadium’ also
received a moderate level of satisfaction. This ikey point here because it seems that
Finnish fans support their team dissimilarly fronoge in other countries. That is why it
can happen that in a stadium where the local teams the league and the average number
of attendees is the highest in the series, satisfawith the atmosphere is not considerably
high. This result confirms the anticipation thanhmish supporters are quiet and lack
enthusiasm, or at least they do not express caseléheir excitement, but rather withhold
or contain it. The reason for this phenomenon psbbliées in the nature of Finnish people.
JJIK is a small club in European terms, thus itligaaly an improvement that we can talk
about ‘hospitality’, which was the last factor mhtd-ood and drink options are limited,
which might not be an inconvenience considering thast Finnish people make do with
sausages, bun and coffee. Unlike at other stadiornland, JJK’'s games start with the
march of the club and the introduction of playevkjch is also somewhat ceremonial. It
can also be noticed that the management “tries dckeh the event distinctly than the

usual.” (Vesalainen 2009)

Another major finding is resolving the order of iarfance of the various factors of fan
satisfaction mentioned in this paragraph. As previgesearch (Greenwood et al. 2006) has
already shown, fans give priority to the resultd aprformance of the team and the quality
of the game, i.e. the core spectator sport seageenst the product extensions, such as the
hospitality, stadium and atmosphere. This findimgplies that the potential of the
marketing manager of the club is limited due to thetors that he/she is not able to

influence.

! Again, personal experience supports this finding.
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When discussing the topic of identification, thedings of this research suggest that for the
JIK fans, their ‘team winning’ as well as ‘followinthe news on the club’, both via
newspaper and Internet are highly important. lwvsrth mentioning that Internet was
ranked slightly higher, therefore, it can also baeatuded that fans appreciate the Website
of JJK and the section dedicated to the club on K@&Mline. On the other hand, ‘being a
fan’ and ‘being seen as a fan by others’ are maelgraelevant for JJK supporters. This
reflects that highly identified fans occur in vesynall numbers. Moreover, the level of
‘hatred towards JJK’s rivals by JJK fans’ is almosgligible, which also implies the lack
of an emotional dimension of being a fan. Thesdifigs enhance our understanding of fan
commitment and the level of fan identification hetcase of a Finnish semi-professional

club, and moreover, denote a particular culturtirsg

Existing relationship between fan satisfaction andan identification

The factors that determintan satisfaction with the environmeilite. sport product
extensions) do not have any palpable relationshtp e factors offan identification
Thus, there is no evidence that a better facilibuld increase the identification of fans
towards JJK or higher identified fans would rate #xisting facility better, although this
kind of relationship was assumed (Sutton et al 1@ddden & Milne 1999). On the other
hand, this study has found that those fans, whosatisfied to a higher extent with the
performance and results of JJK and the qualithhefgames, typically consider themselves
and are considered by their friends as a ‘highentifled’ JJK fan and furthermore, they
follow JJK closer via Internet. The following outne to note is the higher level of fan
satisfaction with the results and performance spoad to greater importance of ‘JJK
winning’. Subsequently, fans who are more satisfigth the ‘quality of the games’
consider the ‘importance of being a JJK fan’ malevant. To sum up, the results suggest
that more satisfied fans could become more idewtifr vice versa, and more identified
fans could be more satisfied.

The discovered casual relationship between thewsractors ofan satisfaction with the
gameand the factors dan identificationare in some cases weak, while in others stronger,
but certainly existing. Similarly, the direction afependency cannot be determined,
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although previous research (Matsuoka et al 2008peated that fan satisfaction is the
dependent factor and fan identification is the petedent one. Further research should be
done to investigate these issues. However, preserk is noteworthy for detecting the
existing relationship similarly to former studigslédden & Milne 1999), and thus makes

potential recommendations possible towards the gemant of JJK.

5.4 Sponsor Orientation and Awareness

JJK had around 200 sponsors in 2008. (Vesalainef)28ccording to the present research,
only 13 of them were mentioned at least 10 timethbyl88 respondents who filled out the
on-line questionnaire. Among the 10 most recalfgshsors, merely 3 reached considerable
results. Firstly, Harvia, which was called up bypward 40% of the respondents and has
been one of the main sponsors of JJK, allocatedrakgpots in the stadium and on the
most visible place of the players’ jerseys. Secgndlound 23% of those remembered
Peugeot, whose logo has also been situated indhedf players’ jerseys. Moreover, some
cars, which were easy to recognise in the cityywtiskyla, given that huge JJK logos and
other promotional material were painted on themrewprovided to the club by the

company. Lastly, Osuuspankki had a recall rate @%2 Due to the reasons explained

above, it is no wonder that these brands werectalfein higher numbers than others. In
addition to this outcome, one-third of the respaonsgalid not name any sponsors, either
because they did not remember any or due to beiogrious towards the sponsorship

issue.

Subsequently, another significant finding to emdrgen this study is that more than half
of the supporters are paying very little attentiorsponsors. It does not mean however, that
all those who said this do not remember any ofsii@nsors, given that around two-thirds
of the respondents recalled at least one sponsomaa mentioned earlier in this section.
Consequently, even if someone has a negative ddtitawards the sponsors, it is still
possible that they remember some of them. For spsraming at brand awareness this

might be an essential point. We do not know, howete what extent JJK’S sponsors

! Future research carried out on a regular basisdessary to be able evaluate these results intexto
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behave consciouslyf, at all. According to a recent Finnish study (ItkonenleR@09), less
then one-third of the companies tried to assesth&hdhe terms of contract had been
fulfilled or not. Taking the JJK’s point of viewt should be careful with the number of
sponsors. It is understandable that the club ndesisncome coming from sponsors and
therefore they try to maximize the number of thémt results affirm that the numerous
brands placed on players’ kit and in the stadiuncasfusing for the spectators and, as
demonstrated earlier, yields poor rate of recalurthermore, advertisements and
encouragement to cheer for the team coming fronddpeakers was seen as lacking
efficiency, and moreover, in the majority of thesea was considered disturbing. Therefore,
it is recommended that these practices are disuoedi Altogether, less than one-fourth of
the fans had positive attitude towards sponsoid) shat they were interested in sponsors’
products or try to use them in respect of varioasntds supplied. These results suggest that
the sponsorship efficiency is limited for vario@asons, such as a high number of sponsors
causing confusion and fans being inattentive. lidBeved that fans do not remember any
brand names after their saturation point is excge@a the contrary, some results indicate
that even the presence of brand names in the stadiight result in recognition by

spectators.

When taking the sponsors’ point of view of thesewinstances presented, the following
question emerges: Whether investing in a busingds WK is a conscious undertaking
based on careful planning with the calculationhaf teturn on investment for the sponsors,
or is it more like a financial support to the mastportant football club of Central-
Finland? Market research based on former studies on spsitisotommitment (Chadwick
& Thwaites 2006; Farrelly & Quester 2003) is highégommended.

To conclude, a considerable option to improve tagirgy in which JJK’s sponsorship
business take place could be to restrict the numbgponsors, but, at the same time, offer
each of them a special and unique relationship with team, including exclusive

appearance in the stadium and players’ kit, a@withrough which sponsor alignment can

! The difference betweedonation (gift), traditional sponsorshigplacing a logo on players’ kit or in the

stadium in return for money) amdodern sponsorshifsponsor alignment) should be noted at this point.
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be achieved and so on. One example of this coultb betroduce a pre-match magazine
and give the opportunity for sponsors to preseatnigelves in it, and thus creating contact
with the fans. In return, JJK could expect moreeraies from each of the sponsors and

could maximize income without having countless Soos.

Fan identification/satisfaction and sponsor awarenss

The current study has also found that fans on aehigdentification level recall more

sponsors. Again, this outcome underpins the relesam creating fan identification. On the
other hand, although expected, fan satisfactionndidprove to influence the number of
sponsors recalled.

This research has failed to justify an existingramtion between sponsor orientation and
fan satisfaction as well as fan identificationhaligh past research has discovered (Shaw &
McDonald 2006) that although a fans’ reaction torsgwors’ activities depends on various
factors, there is an existing relationship betwéen levels of fan satisfaction and their
attitudes towards sponsors. These results appder somewhat ambiguous concerning the
influence of fan satisfaction/identification levels sponsor awareness/attitude. Thus it can
be concluded that this part of the research hdaspgsly fulfilled the initial assumptions,
and further investigation is required. If a clubegents a study confirming the positive
relationships between the above-mentioned factgpsnsors could be attracted much

easier.

5.5 Intention to Attend Future Games

As predicted beforehand, fans bigher identification and satisfaction levelsave been

proved clearly to be more eagerdtiend future gamesPrevious research (Greestein &
Marcum, 1981; Hansen & Gauthier, 1989; Sutton e1387, Matsuoka et al 2003) has
concluded identical results. It must be noted, heethat visiting future games is

! The relationships in this chapter were not meastoall factors of fan satisfaction or fan ideictition. See
Table 6, 7, 8, and 9.
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influenced by additional factors other than famiifecation and fan satisfaction. These two
variables also interfere with each other.

Another way of obtaining information on the int@mtito attend future games is to ask
whether the fan plans to buy a season ticket ferféHowing season. In accordance with
the preceding results of this research, it has e¢ed that fans on higher identification
levels were more likely to consider buying a seascket for the following season, and

similarly, were more probable to possess a seasket for the 2008 season.

Although past investigation has discovered thahéigevels of fan satisfaction foretell
optimism towards the results of the upcoming ga(vedrigal 2003), present work failed
to confirm this relationship. Accordingly, no comtien has been explored between levels

of fan satisfaction and predicted ranking of JJikhatend of the 2008 season.

Taken together the findings of this section, theanance of creating fan satisfaction and
fan identification has been confirmed again, beeauappears to enhance the intention to

attend future matches and to buy a season tick&héoupcoming season.

5.6 The JJK Brand

The relevance of building fan identification and fatisfaction has been confirmed several
times by the findings of this study. A number otammendations have already been
mentioned with regard to the development of thesqmé levels of identification and

satisfaction, but it has felt necessary to elaleohatther on this topic.

When dealing with the topic of branding and ideadfion, this study reveals helpful
results, which explain the antecedentdasf developmenfTwo out of three fans becomes
the supporter of JJK due to their family roots i@en€al Finland region. The relevance of
the geographical locations also supported by former studies (Gladden &1i1999). In
addition, the relevance of players and coachessuhbeess of the team and the influence of

friends are also considerable factors in the poédecoming a fan. It can be assumed
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that the proportion of the importance of successgrawn as the team reached a higher and
higher division, although to certify this requifesther research.

During the course of building the brand of JJK, itbgion of Central Finland is advised to
be emphasized and attention must be paid to haviregional proportion of home-grown
and foreign players. Both types of players are ssmg from a marketing point of view,
because local players strengthen identity, whikdiguforeign players represent extra value
to the sport product. The issue of atmosphere mtegahas already been examined in this
study and it can be concluded again that a greawosghere is not the ultimate
characteristic of JJK football games, given thadid not become a strong factor to
influence fan development. The question that aris@m® this outcome is whether and to

what extent it could be generalised?

The results of this investigation show that merchsing possibilities have hardly been
exploited so far. Almost two-thirds of the respomidedo not possess any products related
to the club. This number reflected to the totalgplation’ of JJK fans is possibly lower as
personal experience attests. It is highly recomradno increase the promotion and the
accessibility of JJK related products, althoughomptio the establishment of this aim,
conducting market research is necessary. This gebps reinforced by the recent growth
in attendance presented in Table 1. It looks prib#dat the club is careful with investing
money in operations that might not assure bergfitat the increment of selling JJK
merchandising products would not only be a possblgerce of income, but also potential
contribution to the creation of a strong brand smthe development of fan identification.
Cooperation between JJK, Jyvaskyla town and theddsity of Jyvaskyla is a key issue at
this point. It seems reasonable that not all bémetin be measured with financial indexes.
Among the preferred products the scarf is the nfestured. Besides this, the jersey, cap

and jacket were mentioned.

! Planning is complicated due to the possible pranstor relegations from one league to another.
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6 Conclusion and Implications for the Management of JK

This paper has investigated many aspects of th&etmag activities of a Finnish First
Division football club and this has brought numeyand considerable results. The vast
majority of the research has been conducted thrthganalysis of fans’ opinion of JJIK’s
operation, both on-field and off-field. In additicstatistical data obtained from the club and
found on the Internet, interviews accomplished wiite leaders of JJK and the method of
direct (participant) observation of numerous forofsinteraction provided invaluable
insight to JJK’s marketing activities.

6.1 The Effects of On-field Performance on Attendancerad Marketing

Taking the first two research questions posed extb#ginning of the study, this work has
proved that developingn-field performancénas continuously brought higher numbers in
attendanceduring the course of the five years analysed. lhoge in accordance with the
attendance, the number of sponsors (as well abehefitsprovided by them) has also
increased remarkably. This evidence confirms thgoorg football ‘boom’ anticipated in
Jyvaskyla at the beginning of this paper and indsahe presence of an environment that

fosters the further development for JJK.

Subsequently, the study has delivered the charstotsrof a ‘typical’ JJK fan: he is a
Finnish man aged between 20 and 40 from the Jyl@s&gion, attends 6 games with his

friends in a season and has studied at university.

6.2 Fan Satisfaction and Fan Identification

The answer for research question number 3, whichseato determine tHactors of fan
satisfactionused in the questionnaire of this study, was agerl based on former studies.
Research question number 5 was created in a simdgrto decide on the most important
factors of fan identificationThe solution for the fourth research questiothat the fans
were most satisfied with the performance and tiselte of the team in the 2008 season.

Apparently, marketing managers are not able taianfte factors that determine tfan
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satisfaction with the gamesuch as the two factors mentioned above and uhbty of the
games. On the other hand, thmuld control some factors of thenvironmentsuch as the
hospitality, the quality of the stadium and the esphere might also be added as well.
According to the scores received by the fans, thgsactors mentioned need to be

improved.

The evidence from this study suggests that theilpbsss of the management of the club
are limited due to the fans rating tbere spectator servicemuch more important than the
environment in the stadium. It implies that thadadid performance of the team is worth
more than any efforts made by the marketing manddgwever, a key point here is that
building fan identification could blunt this constaand could decrease the fans' sensitivity

to the result of the games (Sutton et al 1997).

The analysis of research question 6 that deals thighevels of fan identificatiorhas
demonstrated that for the fans of JJK good resuttshighly important and they are eager
to follow the team in the media. However, the ralee of 'being a fan’ turned out to be
less important as well as ‘disliking JJK's greategals’. It can be concluded that highly
identified fans occur in small numbers and fandershort of an emotional dimension, due
to a great extent to cultural specificities. Tlighe domain where the management should

work hard to be able to enhance fan identificatomards JJK.

The results of this investigation show that althodgctors offan satisfaction with the
environmentdid not correlate to the factors &dn identification there is an existing
relationship between some factors fah satisfaction with the gamand factors offan
identification.However, the direction of these correlations shpematic to determine and
the strength of the connections are uncertain ds Waerefore, further (and continuous)
research on this issue is highly advised.

6.3 Sponsor Awareness and Orientation

When coming to the following research question lbmsponsor awarenesand sponsor
orientation of JJK fans, this study has established an inb¥duautcome. Only 13 out of
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the 200 sponsors that JJK had in 2008 were rechiletiore than 5% of the respondents,
and merely 3 sponsors’ recall-rate was consideraklemore than 20%. On the other hand,
two-thirds of the respondents remembered at le@ssponsor.

The investigation of thesponsor orientationhas also presented poor results from the
perspective of the sponsor. The majority of thepbepay little attention to sponsors, and
almost half of them are confused due to the higmber of them. Additionally,
announcement via loudspeakers were not recogngefigient and very few fans had a
positive attitude towards sponsors, such that wene trying to use their products or would
receive more information on them. It can be conetuthat owing to disinterested fans, the
huge number of sponsors and the assumed lack dfciomsness by the sponsors,

efficiency stands at a low level.

Getting to know this outcome might be very helgtul JJK management when it comes to
the improvement of marketing management. It is meoended to reconsider the system of
sponsorship, in a way that concentrating on aiotstt number of sponsors and offering
them a unique relationship with JJK, can be moditable for both the club and the
sponsors. As a result, JJK could maximise the r@¥@oming from sponsors and in return,
could offer sponsor alignment to its partners. Thieve this, however, firstly, sponsors
need to be convinced about the benefits of behasamgciously, secondly, they should be
involved in various activities to be able to gehtaxt with JJK and its fans. An option to
accomplish this goal by the club is to utilise tbels ofrelationship marketingand carry
out regular market research that gives facts atmufpossible benefits/profits of being a

sponsor.

The following major finding of this paper, whichsamers research question 8, is thigther
identified fans recall more sponsorahich underscores the relevance of creating fan
identification. This result is believed to contribuo the development of the management
of sponsorship. On the contrary, there was no tedecorrelation between levels of fan
satisfaction and recalling sponsors. Furthermaregdntrast to former studies (Shaw &

McDonald 2006), one unanticipated finding was theither levels ofan satisfactiomor
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fan identification are related to thesponsor orientationof fans. At this point future

investigation is advised.

6.4 Intention to Attend Future Games

Subsequently, this research has confirmed thaehgstisfiedandidentifiedfans are more
determined taattend JJK game# the future, thus certifying the relevance oé tlast
research question set at the beginning of thisystkdirthermore, fans on a higher
identification level were more likely tbave a season tickér the observed 2008 season
and would more probablpurchase a season tickébr the following season. On the
contrary, results suggest that the level of famstattion is not an indicator of optimism

toward future games.

6.5 Establishing and Strengthening the JJK Brand

Several results of this study have proved the Bggmce of the improvement of fan
satisfaction and fan identification levels. WheonKimg at the possible tools to attain this,
strengthening the JJK brand is of crucial imporgantis advised to emphasise the club’s
origin of Central Finland, due to the fact that Jdka local club and the regional root is the
most important factor of fan development, as tegearch has established. In the long term,
extending the JJK brand based on the ideas of fostodies (van Uden 2005; Guenzi &
Nocco 2006) should also be pondered. In additioserssible proportion of home-grown
and foreign players should be balanced. Accordingthe results of this research,
atmosphere and hospitality in Stadium Harju couéd dnhanced via more organised
support, half-time shows, more information on oth@mes that are played at the same time
and with a large screen showing highlights andapl A better stadium should be also
considered but it does not seem realistic in trertderm. On the other hand, setting up a
more exigent and professional website might beffmndable undertaking.

Moreover, increasing the scale of merchandisintyiies should be contemplated in order
to augment revenues and build fan identificatiomaials the club. It is believed that there is
great potential in this segment given that the nemdd attendees has grown significantly
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and the team has been more and more successfhulisitbe noted, however, that careful
and coordinated planning, strategising and marlestearch should precede action.
Similarly, some further marketing tools, such aenpotions that increase and reinforce
spectators’ involvement and affection to the teamaking the players more available for
fans through public events and addressing youngectators or families with special
offers. Establishing a database, membership catdaanclub could not only allow results
that can be compared or contrasted year-on-yetawydwid contribute to the creation of fan
identification as well. And finally, a greater deafl community involvement, including
municipality, university and the local ice-hockesam as a partner or stakeholder, should
be contemplated. Bundling as a tool could playarkée in the branding process.

6.6 Limitations of this Study and Recommended further Research

Finally, a number of important limitations needo® considered. First, this work has been a
case study investigating only one football club.efdfore, it should be careful when
generalising conclusions. Second, the source of dam analysed was an on-line
questionnaire in English and that fact might haviuenced the type of respondents. For
example, those who had access to the Internet &odhad sufficient technical and English
skills to fill out the survey might unbalance theusture of respondents. Third, although
this study has found numerous relationships betwesous factors, these might be
influenced with other factors that were not taketo iaccount in this research. In addition,
the nature of the relationship, i.e. direct or iadt, linear etc., as well as the direction of the
relationship has been hard to comprehend.

This research has thrown up many questions in ae&dther investigation. It has touched
on many areas of sport marketing and given thatehgth of this paper is limited, it has
been complicated to ensure elaboration throughweitwthole work. Thus, more detailed
research on each of the issue areas analysedasdibto be worthwhile. This investigation
has been planned for particulafinnish conditionsTherefore, congruent research may be

beneficial to conduct periodically foany Finnish semi-professional and professional

! For example, correlation measures between faofden satisfaction and fan identification.
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football clubs, in order to enhance the level ofketing management and be able to fulfil
the requirements of fans and sponsors. Regularigylkiey point here, because this makes it
possible to compare results from various periods rmpasure improvement. Accordingly,
it seems reasonable that JJK should carry outaimelsearch on a regular basis. A similar
research could serve as a tool to increase stabitdl profitability for the long-term future
of the club.

To conclude, the purpose of the current study veasldtermine relationships between
different variables that characterise the marke#iatyvity of Football Club JIK Jyvaskyla,
a semi-professional sport club from Finland, durihg course of the 2008 season. This
research has presented several remarkable resulig four methods of research. Firstly,
secondary sources were used to get data on the Sadondly, informal interviews were
carried out to obtain information on JJK’s on-fieldd off-field operation. Thirdly, an on-
line survey was applied through which the majoatythe data was collected. Finally, the
last method, which was practiced every day unal ¢bnclusion of this work, and affected
all the other research methods, was ethnographigipaint observation.

This master's thesis has brought valuable resutiscerning fan satisfaction, fan
identification, sponsor awareness, sponsor ideatibn and intention to attend future
games. These results could not only add to the iggpwody of literature on sport
marketing, but also serve as recommendations tondneagement of JJK. It is suggested
that these implications are taken into considemnatiocorder to be able to raise the quality of
marketing management and augment the level of s\provided to the supporters and

sponsors of the club.

1 It must be noted that one year passed betweerinthpementation of this research and writing up its
conclusions. During this period of time, the mamagat of JJK, reacting to the necessities of thengimay
environment, has put into action several activitie®rder to develop the operation of the club. rEfare,
although this study intends to give recommendationthe management of JJK, it might happen in some
cases that that management had already respondleel ¢cballenges that were topical one year age, ahiew
proposals of the present paper cannot be carriedroumore. However, these results are still relevginen

that they refer to the 2008 season and could lisadtias a point of comparison to potential futtesearch.
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Appendices

Appendix 1. JJK Fan Satisfaction and Identification— online questionnaire

1* Your age
2* Your gender
3* Place of living
4* Highest level of education
5* Status related to JIK
Fan Fan & Sponsor
Other, please specify:
6* Nationality
7* How many games have you attended so farsgason?
(Take into account both home and away games.)
8* How many of these games were home games?
o* Who do you usually go to the games with?
Alone Friends Family
Other, please specify:
10* Do you have a season ticket?
Yes No

(A) Fan’s satisfaction with the environment

From question 11 to 18, please mark on a scale frqotally dissatisfied) to 10 (totally
satisfied) your level of satisfaction.

1 2 3 4 5 6 7 8 9 10
11*  To what extent are you satisfied with titeation of the stadium?
12*  To what extent are you satisfied with thelity of the stadium? (stands, toilet, state
of the facility, etc.)

13 To what extent are you satisfied with thekjpey opportunities nearby the stadium?
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14*  To what extent are you satisfied with thespitality in the stadium? (food and
drinks, ticket office, announcer etc.)
15* To what extent are you satisfied with then@sphere? (number of fans, way of

supporting etc.)

Fan’s satisfaction with the game

16* To what extent are you satisfied with thealty of the games of JJK?

17*  To what extent are you satisfied with thsults of JIK?

18* To what extent are you satisfied with tleefprmance of JJK?

19*  To which factor do you give priority frorhé previous ones (question 11-18) when
deciding on coming to the games?

e.g. 17,15,16,13,12,14,18,11

(Indicate by putting the number of the questiosnfrll to 18 in order, where the first one
is the most important.)

20 What else would you consider as relevant that giaes satisfaction during a JJK

game?

(B) Fan identification towards the team

Attitudinal ID
From question 21 to 27, please mark on a scale frqnot important at all) to 10 (highly
important) the grade of importance to you of theegiquestion.
1 2 3 4 5 6 7 8 9 10
21*  How important to you is it that JJK wins?
22*  How important is being a fan of JJK to you?
23*  How strongly do your friends see you agla thn?
24*  How strongly do you see yourself as a JahCf
Behavioural ID
25*  During the season, how often do you follddK via newspaper?
26*  During the season, how often do you follddK via internet?
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27*  How much do you dislike JJK-s greatestlg?a
Fan development
28* | have become a JJK fan because...
(Tick all of the boxes that apply!)
of parents and/or family members.
of coaches and/or players.
of the success of the team.
of friends.
| was born/live in the city or region.
of the good atmosphere.

Other, please specify:

(C)  Probability of attending future games

29*  How likely is it that you will attend JJKaghes for the remainder of the season?
Please mark on a scale from 1 (for sure not) tfdrOsure) the level of probability.
30*  Where do you predict that JIK will finighthe league standings?
Use numbers from 1 to 14.
31*  Are you considering buying a season tidkethe next season?
Yes No

(D) Fan satisfaction related to sponsor awareness

32* Do you know if it is possible to buy JJKopucts in Jyvaskyla? (jersey, scarf etc.)
Yes No

33 If yes, where? Please indicate:

34* Do you have any products related to JIJK?
Yes No

35 If yes, which are those? Please indicate:

36*  Would you buy more if there was a widergaron offer?
Yes No



12

37 Do you remember any of the sponsors from the arcerstadium/player’s kit?
Name at least 5 of them!
Sponsor orientation
38* Do you agree or disagree with the followstgtements:
(Tick all of the boxes that apply!)
| pay little attention to sponsors.
| know little about sponsors but | would like to rednformation about sponsors’
products.
If 1 think all the brands are the same, | try &2 ihe sponsor’s product.
The high number of sponsors in the stadium antheiplayers’ kit confuses me.

The announcements via loudspeakers during the gaenefficient.
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Appendix 2. Interviews conducted with Joni Vesalaien, JJK’'s managing director

Interview 1.

Topic: Introduction and basic questions relatedJid

Date: 30.01.2008

Place: JJK office, Stadium Harju, Ihantolantie @720 Jyvaskyla, Finland

Subject: Joni Vesalainen, club manager

Could you introduce briefly the organisation of JJK?
=» There are only three full time workers
Joni Vesalainen — club manager
Antero Kivila - Manager of the JJK youth academy
llkka Hypponen— marketing manager
=» Board of Directors

= Community ownership (ry ) no companies, just indibals are involved

How did the financial and marketing background charmge with the improvement of the

team’s performance between 2006 and 20077?

= Average attendance grew from 600 to 1700

=>» Income from sponsors grew from 65 to 250 thousano g

= Sponsors support individual players but throughdlud (sponsor signs contract with
the club)

Let’s talk about the history of JJK!

=» Book on JJK

=» Powerpoint presentation (in Finnish language)
=» JJK was founded in 1992

= JJK’s predecessor was founded in 1923

Is there any cooperation between the local ice-hoek team JYP and JJK?
=> No cooperation — might be possible in the future



= So far no JJK shop — would be too expensive fochhie
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Interview 2.

Topic: SWOT analysis of JJK

Date: 19.08.2008

Place: JJK office, Stadium Harju, Ihantolantie @720 Jyvaskyla, Finland
Subject: Joni Vesalainen, club manager

Joni, if you think about a SWOT analysis of JJK, wtat points could you add to each of

the four sections?

SWOT analysis is widely used in strategic manageraed marketing and is very helpful

to evaluate a company or sport club such as JJK.

Strengths (e.g. Jyvaskyla is Central-Finland’s significaity,csome outstanding players on

First Division level...)

e 3000 under 18 years old registered players in kyas

» Large university (only sport university in the caoy) can offer study places in every
area

« 7™M biggest city in Finland

Weaknessege.g. old stadium without lights and heating; lakexpertise in professional
football...)

» fast move from Second Division to close to Veikkaga (in only 2 years!)

* lack of know-how, knowledge

« stadium, facilities, economic situation of the ckhinuld be improved

Opportunities (e.g. people are interested in football in thg;@bmpanies eager to sponsor
the club...)
* Veikkausliiga, for the first time in history

» Sport in the life of people in Jyvaskyla is espkgianportant), sport culture
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Threats (e.g. JJK needs help to be able to meet the mmeints of the Veikkausliga with

respect to facilities; stadium must be refurbished so on...)

e economic issues, unpredictability of sport, proldeof covering the costs of a too
expensive team (kind of dependency on factorsatehard to influence)

| would be also interested what kind of steps do yotake to satisfy fans and sponsors?

(apart from the good performance of the team thaygsk should provide) (e.g.

refreshments, VIP tent, half-time show, quality vaitie etc.)

e Taking sponsors to fishing, to football games (&na-Germany e.g.) to drive rally car,
VIP tent etc.

* Numbered place on stands, plans to develop faslitvebsite, music

How do you think the brand JJK could be strengthend, and what have you done so

far to achieve it?(strong merchandising; presence in media; KSMLsmdn)

* Responsible behaviour as an example, activities the young, cultural issues,
emphasising locality, no alcohol at games, playdrs go abroad or to other teams have
good image

To what extent do you think sponsors are conscioushen they invest their money to
JIK? (Do they measure somehow the effectiveness o$ploasorship, or is it more like a
‘gift’ from them.)

e itis not a gift anymore, it is business, e.g.: Jéseives money form them but provides

appearance and also work for many companies

You mentioned a new company form that is about toet up to take care of JJK.
e 400 000 Euros capital is needed for this company),(@ybody can buy shares in it
(min 1%), Stricter rules applied, taxation etc.



77

Interview 3.

Topic: JJK Marketing 2009

Date: 17.07.2009

Place: JJK office, Stadium Harju, Ihantolantie @720 Jyvaskyla, Finland

Subject: Joni Vesalainen, managing director

Most important information obtained during thisentiew:

» Veikkausliiga offers appearance not only in thealdaut in the national media as well

* JJK tries to do something different from other teaand searches for sponsors in a very
active way. (Joni's other company fixes meetingthwwbtential sponsors and Joni
himself goes to negotiate)

* Match-day programs, concerts etc.

» Marketing Group of 5-6 people (professionals fraffedent sectors who do this job as
volunteers) meet every Monday, plans for every Bkyveontinuous work to get money

» Accounting software handles every data on accosptssors, players etc. From there
paying orders are sent to a subcontracted accayufitin

» Hospitality programs for companies (dinner in arbgaestaurant before games, half
time food etc.) around 45 Euros profit /person/game

» Match-day program website should be improved I@teni is aware of the problems but
not enough capacity at the moment)

* No ads and music during game anymore (earlier wad in order to get people to the
stadium and to help create nice atmosphere)

* Budget 2007 400 000e

e 2009 975 000e, (players 450 000e)

e 2006 budget: 164 000 from sponsors:125 000 nuwisponsors: about 90

» 2007 430000 320 000 140
» 2008 580 000 470 000 200
2009 985 000 810 000 300

» Composition: around 80% sponsors and 20% matchalanue
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(Still no income from broadcasting rights; Compiosi of income is quite different from
that of other professional leagues)

Season tickets sold in 2009: around 1000

Survey done in Finnish on sponsor satisfactionDio92

Employees (structure has changed many times):\degalainen: full time, llkka
Hypponen: partly JJK + partly JJK juniorit, duritige summer internships (partly or
entirely paid by the state), accountancy outsourced

Company structure (Oy)

6000 shares (100e/share)

2500 owned by the ‘old’ JJK (but it has not beenl p&t, so JJK is worth 350 000 at the
moment)

28 people/companies are involved in the ownership

2010 spring new field with heating should be ready

Many recommendations arrive on new players dayayy d

No organized fan club yet

Vision: in 5 years JJK should be a strong middéerten the league with a chance to

obtain a position that entitles the Club to plaginational cup games
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Appendix 3. Correlation between factors of fan satisfaction and fan identification

Correlations between factors of fan satisfaction and identification

Satisfaction
with the Following
Satisfaction | Satisfaction parking Satisfaction Satisfaction Satisfaction Degree of JIKvia  |Following JIJK
with the  |wit the quality | opportunities |  with the Satisfaction | with with the | Satisfaction with the Importance | being seen |Degree of | newspaper | via Internet Degree of
situation of of the nearby the |hospitality in | withthe | quality of the with the performance (Importance of| of being a |by friends as| beinga | during the during the |disliking JJK's
the stadium stadium stadium the stadium | atmosphere |games of JJK |results of JJK of JJK JJK winning JJK fan aJJK fan | JIK fan season season greatest rivals
Satisfaction with the Pearson Correlatio| 1 ,408* ,184* ,257% ,144* ,206* ,152* ,110 -,001 ,044 ,066 ,033 ,085 ,113 ,008
situation of the stadium  sig. (2-tailed) ,000 012 ,000 ,049 ,005 ,038 ,133 994 549 367 650 247 122 913
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction wit the qual Pearson Correlatio| ,408* 1 ,382* ,562* ,227% ,259* ,093 ,155* -,047 ,023 ,079 ,001 ,062 113 ,030
of the stadium Sig. (2-tailed) ,000 ,000 ,000 ,002 ,000 ,203 034 526 758 281 994 397 123 679
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction with the Pearson Correlatio| ,184% ,382* 1 ,326* ,212% ,183* ,043 ,078 ,037 ,042 -,032 ,033 -,053 ,024 ,102
parking opportunities  sig. (2-tailed) 012 ,000 ,000 ,004 ,013 562 1295 621 569 665 654 476 745 470
nearby the stadium N
184 184 184 184 184 184 184 184 184 184 184 184 184 184 184
Satisfaction with the Pearson Correlatio| ,257% ,562* ,326* 1 ,428* ,399* ,167* ,304* ,199* ,081 A71* ,022 126 ,118 -,013
hospitality in the stadiun sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,022 ,000 ,006 269 ,019 769 ,085 ,106 859
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction with the Pearson Correlatio| ,144* ,227% ,212% ,428% 1 ,465* ,318* ,436* ,003 ,072 ,070 ,062 ,057 -,115 ,010
atmosphere Sig. (2-tailed) ,049 ,002 ,004 ,000 ,000 ,000 ,000 ,966 ,329 ,341 ,395 ,440 ,116 ,891
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction with with th: Pearson Correlatio ,206* ,259* ,183* ,399*% ,465* 1 ,493* ,725* ,180* ,266* ,252* ,268* ,163* ,249% ,057
quality of the games of  sjg. (2-tailed) ,005 ,000 ,013 ,000 ,000 ,000 ,000 013 ,000 ,000 ,000 025 ,001 437
JIK N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction with the Pearson Correlatio| ,152* ,093 ,043 ,167* ,318* ,493* 1 ,695* ,098 ,156* ,214* 126 ,061 ,203% -,017
results of JJK Sig. (2-tailed) ,038 ,203 562 022 ,000 ,000 ,000 183 033 ,003 ,085 407 ,005 821
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Satisfaction with the Pearson Correlatio| ,110 ,155* ,078 ,304* ,436* ,725* ,695* 1 ,176* ,264* ,216* ,256* ,085 ,194* -,020
performance of JJK  sjg. (2-tailed) 133 ,034 ,295 ,000 ,000 ,000 ,000 016 ,000 ,003 ,000 246 ,008 788
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Importance of JJK Pearson Correlatio| -,001 -,047 ,037 ,199* ,003 ,180* ,098 ,176* 1 547 ,432% ,535* ,308* ,229* ,270*
winning Sig. (2-tailed) ,994 ,526 ,621 ,006 ,966 ,013 ,183 ,016 ,000 ,000 ,000 ,000 ,002 ,000
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Importance of being a J Pearson Correlatiof ,044 ,023 ,042 ,081 ,072 ,266* ,156* ,264* 547* 1 ,752* ,843* ,380* ,305* ,338*
fan Sig. (2-tailed) ,549 ,758 ,569 ,269 ,329 ,000 ,033 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Degree of being seen b’ Pearson Correlatiof ,066 ,079 -,032 ,171* ,070 ,252* ,214%* ,216* 432 ,752*% 1 ,756* ,387* ,463* ,357*
friends as aJJKfan  sig. (2-tailed) 367 281 665 019 341 ,000 ,003 ,003 ,000 ,000 ,000 ,000 ,000 ,000
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Degree of being a JJK f Pearson Correlatiof ,033 ,001 ,033 ,022 ,062 ,268* ,126 ,256* ,535* ,843* ,756* 1 421 ,405* ,346*
Sig. (2-tailed) ,650 ,994 ,654 ,769 ,395 ,000 ,085 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Following JJK via Pearson Correlatio| ,085 ,062 -,053 126 ,057 ,163* ,061 ,085 ,308* ,380* ,387* ,421% 1 ,418* ,199*
newspaper during the Sig. (2-tailed) 247 ,397 476 ,085 440 ,025 407 ,246 ,000 ,000 ,000 ,000 ,000 ,006
season N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Following JJK via Intern Pearson Correlatio| 113 ,113 ,024 ,118 -115 ,249*% ,203* ,194* ,229% ,305* ,463* ,405* 4187 1 ,179%
during the season Sig. (2-tailed) 122 123 745 ,106 116 ,001 ,005 ,008 ,002 ,000 ,000 ,000 ,000 014
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188
Degree of disliking JJK" Pearson Correlatiof ,008 ,030 ,102 -,013 ,010 ,057 -,017 -,020 ,270% ,338* ,357* ,346* ,199* ,179% 1
greatest rivals Sig. (2-tailed) ,913 679 ,170 ,859 ,891 437 ,821 ,788 ,000 ,000 ,000 ,000 ,006 ,014
N 188 188 184 188 188 188 188 188 188 188 188 188 188 188 188

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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