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Abstract

The present research resides within the field of consumer brand relationships and is
grounded in the Service dominant logic (S-D logic) marketing stance as framework.
Following the realisation of a lack of works in this novel marketing approach addressing
the area of emotions with service brands, the present research aims to fill this gap by
achieving a more comprehensive knowledge of the underlying components responsible
for the occurrence of brand loyalty with emotion-laden brands, and for the emotional
consequences and attitudes the supporters of the brand are faced with.

This was addressed by following an exploratory approach on a single industry (i.e.
football) in the European context. Where, the primary unit of analysis of this research is
the individual as a resource integrator/beneficiary as part of a wider social network
engaged with the brand. Integrating the emerging view on consumer brand relationship
theory where brands are dynamic and actively co-created entities that evolve with
consumers and cultures in kind (Allen et al., 2008) and in line with theoretical framework
of this research, S-D logic.

Therefore, a bibliometric study was initially carried out on the S-D logic literature,
followed by a critical review of the research areas that underpinned this research, which
collectively defined the implementation of the subsequent research stages. Resulting in a
mix methods approach, comprising of a qualitative study with 46 interviews on three
Portuguese football clubs and a quantitative study with 842 respondents across six
European countries.

A service brand model is proposed where brand loyalty is built from the interaction of the
five constructs identified (brand associations, involvement, satisfaction, emotional
attachment, and trust), with emotional attachment representing a crucial construct.
Providing brand managers, the knowledge on how to improve the level of relationship
between the organisation and its consumers. Moreover, this research brings to the
forefront of S-D logic research the consumer brand relationship realm, more specifically
the concept of emotions with service brands.

Key words: Service dominant logic; bibliometric studies; consumer brand
relationships; brand loyalty; emotional attachment;
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Resumo

O presente estudo integra-se na teoria dos relacionamentos do consumidor com a marca,
tendo a l6gica dominante de servigo (légica D-S) como enquadramento. Dado que existe
uma escassez de estudos relativamente as emocdes para com as marcas de servico nesta
singular abordagem do marketing, o presente estudo pretende reduzir esta lacuna através
da aquisicdo de um conhecimento mais abrangente dos componentes responsaveis pelo
surgimento da lealdade para com marcas de cariz emocional, e que contribuem para niveis
emocionais mais elevados em termos das atitudes e consequéncias dai resultantes para 0s
apoiantes da marca.

Estes aspetos foram considerados seguindo uma abordagem exploratoria numa unica
industria, a do futebol num contexto europeu. Onde a principal unidade de analise desta
pesquisa é o individuo como integrador/beneficiario envolvido com a marca, fazendo
parte de uma network social mais abrangente. Incorporando a perspetiva emergente na
teoria de relacionamento do consumidor com a marca onde as marcas séo dindmicas e sao
entidades cocriadas que evolvem com os consumidores e suas culturas (Allen et al., 2008)
em linha com o enquadramento tedrico desta pesquisa, l6gica D-S.

Consequentemente, um estudo bibliométrico da literatura referente & l6gica dominante de
servico foi conduzido numa primeira fase, seguido de uma revisdo critica das areas de
pesquisas que integram esta pesquisa, definindo a implementagéo das etapas de pesquisa
subsequentes. Resultando numa abordagem de métodos mistos, correspondente a um
estudo qualitativo com 46 entrevistas referentes a trés clubes Portugueses de futebol e um
estudo quantitativo com 842 inquiridos em seis paises Europeus.

Um modelo de marca de servico é proposto onde a lealdade a marca é construida com
base na interacdo de cinco construtos identificados (associa¢des & marca, envolvimento,
satisfacdo, ligacdo emocional, e confianca), de onde a ligagdo emocional se evidencia
como um construto crucial. Permitindo aos gestores de marcas o conhecimento de como
incrementar o nivel de relacionamento entre a organizacdo e 0s seus consumidores.
Acresce o facto de que esta pesquisa salienta a relevancia empirica da area de
relacionamento do consumidor com a marca, em particular o conceito das emogdes com
marcas de servico, na literatura referente a logica dominante de servigo.

Palavras chave: Logica dominante de servigo; estudos bibliométricos; relacionamentos
do consumidor com a marca; lealdade & marca; ligacdo emocional;
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Chapter 1. Introduction

1.1. Background Research

Up until the last decade branding literature has been mainly based on the goods dominant
logic (G-D) where services brands, for the most part of it, have been neglected by brand
researchers. This lack of research is even clearer when considering services brands in the
world of sports, more specifically in the football arena. With the emergence of Vargo and
Lusch (2004a) Service dominant logic (S-D logic) a new perspective to marketing has
emerged, structured around three main pillars. First the fact that service is the common
denominator of exchange. Secondly, contrary to the G-D logic which had an output
orientation (i.e. goods and services), this new logic considers the process orientation (i.e.
service), this is not to say that S-D logic simply discard the influence of goods, instead
these are perceived as a means for service provision. Thirdly, since value can only
cocreated by several stakeholders, it considers the customer as an integral and endogenous
variable to the creation of value, instead of being a mere exogenous variable where value
is created by the organisations and then delivered without any exerted influence from

those that consume the goods or services.

Furthermore, this new marketing logic is based around eleven foundational premises
(FPs) consolidated in 5 axioms (Vargo and Lusch, 2004a; 2008a, 2016) encapsulated in
the last three brand eras of Merz, Hi, and Vargo’s (2009) brand eras taxonomy. Which,
in an integrated way, entail that value must be perceived in a contextual perspective of
complex network systems. Where, apart from considering the organisations and its
customers, other stakeholders are an integral part as well as the community context in
which they are integrated. This line of thought didn’t surface without criticism from some
authors (e.g. O’Shaughnessy and O’Shaughnessy (2011) which argued against its
applicability to different realities of marketing, highly focused on U.S context, lacking
sufficient research, and according to them the existent one was merely conceptual lacking
empirical reinforcement. Moreover, according to these authors “Viewing all businesses

as service providers and developing a new logic for marketing on that basis, is a
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backward step because the more general we seek to be (as in classifying everything under
service) the less the depth and richness of what we can say about the overall service

category.” (p. 1312)

Arguments that have been amply refuted by Vargo and Lusch (2011) among several other
authors, with a vast amount of research being carried out (conceptual and/or empirical)
based on this pre-theoretical perspective, with strong support emerging from academics
from all over the world. This new perspective of marketing has echoed naturally in the
branding literature where evident symbiotic and mutual benefits can be achieved.
Branding and the approach to brands have also suffered a process of transformation
regarding the way they have been perceived. Merz et al. (2009) brand era’s taxonomy
portrays this historical evolution quite in detail. Where, according to these authors, brands
have evolved, moving away from an individual goods focus, prevalent during the first
quarter of the twentieth century, to a value focus up to the 1990’s, followed by a
relationship focus up until the end of the last century, reaching the present era where
brands are conceptualised as a value co-creation activity achieved through collaborative

means between organisations and all of their stakeholders.

In fact, the way brands and their meaning used to be perceived has changed, particularly
in the last two decades. With academics moving from a previous focus of brands as an
identifier to a perception of brands as a social process, dynamic in nature. Where brand
value is co-created by all stakeholders and established according to how they collectively
perceive value and as Vargo and Lusch (2008b) posited, “value is always uniquely and
phenomenologically determined by the beneficiary” (p. 9). According to Vivek (2009),
research carried out in the last decade, has revealed that value cannot be merely perceived
based on the economic or functional elements, other necessary elements are required to
fully comprehend the entirety of value, such as the emotional, epistemic, conditional
(Sheth et al., 1991), social, hedonic and altruistic (Holbrook, 2006) elements.
Furthermore, since consumers’ decision-making results from a multitude of consumption
values (Sheth et al., 1991) and on the developments on marketing suggesting that the
meaning of value and the process of value creation are swiftly shifting from a product,

organization and exchange-centric perspective towards the dominion of personalized
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consumer experiences, even though in some cases integrated in communities. Moreover,
the notion of co-creation of value with communities of consumers who are loyal to a
specific brand is progressively being integrated into new theoretical marketing
frameworks (Atkin, 2004; Prahalad and Ramaswamy, 2004). A concept that is
intrinsically associated with consumer experiences is that of customer engagement, which
focuses on the experiences itself as the context in which the consumer is engaged in
detriment of the element of actual exchange, where the experience can occur
independently of actual consumption occurring or not, and where a situation, a need, or a
problem that engages consumers can be of personal nature or shared with others and
where the following papers are worthy of a special mention: Brodie et al. (2011),
Hollebeek and Chen (2014), and Hollebeek et al. (2014). As van Doorn et al. (2010) posit,
customer engagement behaviours are more than mere transactions, thus going beyond the
simple action of purchase, and may be characterised as a customer’s behavioural
expression that have as a focal point a brand or organisation, derived from motivational
drivers, and have as an important manifestation co-creation of value (van Doorn et al.,
2010). However, according to Vivek (2009) and Vivek et al. (2012), customer
engagement focal point is not constrained to the operational side of co-creation, in so that
it also integrates the reflective aspect of it. Since those consumers that are engaged don’t
simply interact actively with the offerings, the organisation and its brand, but also plan
before and/or subsequently reflect on the activity they incurred on at subsequent stages.

Another matter of interest to marketing academics in the last decade or so has been the
development of consumption sub-cultures (Schouten and McAlexander, 1995), cult
brands (Kozinets, 2001), brand communities (Muniz and O’Guinn, 2001), with research
suggesting that a divergent type of consumption has just started to come forward. Where,
contrary to customer engagement on an individual basis, when considering the supporter
as part of a wider network, experience is the focal point and not consumption per se.
Hence, the product offering cannot be perceived as an operand resource (Vargo and
Lusch, 2004a), neither a mechanism, nor even a means to realize experiences, instead it
is the focal point of self-identity on a wider context. According to Stokburger-Sauer
(2010) strong consumer brand relationships have been widely recognised to generate

positive outcomes for both sides involved in the relationship. Whilst the brand benefits
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from the establishment of higher levels of loyalty and advocacy of their customers, the
customers themselves can also obtain some personal benefits (e.g. social need
satisfaction) through the establishment and increment of such relationships (Algesheimer
et al, 2005; Fournier, 1998; McAlexander et al, 2002). Where brand communities can
play an instrumental role in assisting on the establishment and strengthening of consumer
brand relationships (Muniz and O’Guinn, 2001).

An important concept related to the notion of brand communities is that of consumer-
brand identification (CBI), characterised as being the level of perceived similarity a
consumer establishes between himself and a specific brand (Bagozzi and Dholakia, 2006;
Bergami and Bagozzi, 2000), where there is a direct positive correlation between the level
of CBI reached and the level of satisfaction a consumer obtains with the brand, hence the
former overrides the later. Since an individual’s social identity is part of his or her self-
concept, social identity theory considers that individuals tend to perceive themselves and
others as integrative members of specific groups, and social categories developed upon
predetermined beliefs or affiliations (e.g. political and football team affiliation, religious
beliefs, and so on) (Tajfel and Turner, 1985). Similarly, as demonstrated before, since
brand communities are an integrative structure, it can be assumed as being a potential

building basis for the cataloguing of individuals into social categories.

The world of sports has long been a driver of people’s emotions worldwide, especially
since symbols or sources of identity and community such as occupation, and place of
residence have lost their impact and relevance in people’s life. Issues such as work
mobility and urbanisation in the twentieth century have led people to seek out new
symbols with which to identify, and sport has become an important symbol. It is common
to see at any sports event where teams are involved, supporters identifying themselves to
the team they uphold by dressing the team jersey and colours, or carrying banners or
signs, in some cases, in a way that they not only portray the team, but also an image of
something that is not directly related to the team. Two good examples of this can be found
at games of the of the Dutch national football team, where supporters wear windmills or
wooden shoes and women dress themselves in traditional Dutch clothes both items that

have no direct relationship with the team but reflects their national pride. A similar
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example of this can be seen on the other side of the Atlantic at the games of the Green
Bay Packers from the National Football League (NFL), were its supporters wear in their
heads ‘cheeseheads’ made of foam, a clear reference to the most important export product

of the state of Wisconsin.

Although sociologists have long realised that the growing popularity of sports teams is
strongly related to a need for collective identity (Anderson and Stone, 1981), realising
that a sports team may serve as a symbolic instrument for supporters to identify
themselves with the community has taken longer for sport management scholars to
achieve. This together with the fact that the world of sports has been suffering major
changes in its nature, with sports organisations becoming more professionalised, leading
to an increasingly commercialisation of sports over the years, substantiates the need for
further research in the field of branding of sports organisations. Furthermore, this research
becomes even more relevant since European sports organisations are trying hard to close
down the gap and catch up with their North American counterparts, since this
development has been mainly led by the North American sport organisations.

Furthermore, in the context of sports, the concept of affiliation (i.e. “a tendency to form
common interest groups thereby cooperating with others and receiving enrichment from
social interaction” (Donovan et al., 2005, p. 33)) has received a vast interest by academics
(e.g. Sutton et al., 1997; Donovan et al., 2005), carrying out research regarding the impact
of this construct on identification. Where it has been demonstrated that community
affiliation is highly correlated to fan identification, and the need for affiliation is a strong
antecedent to identification. Similarly, this notion can be applied to traditional consumer—
supplier dyads, as McAlexander et al. (2002) posit, marketers can strengthen brand
communities by facilitating shared customer experiences through event marketing
activities (e.g. Brandfests, Fanzones, and so on), in actual truth this is what matters for
loyal customers and not the consumption of some product. Customers value the fact that
they are engaging on specific experiences which will enhance their knowledge and
familiarity with the brand, its characteristics, and/or the activity itself (e.g. the rules of the
game, players, and so on). As Brodie et al. (2011) stated several types of engagement

have been mentioned where the brand is the dominant object. For example, in the
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practitioners’ literature, the Gallup Group’s consultants argue that customer engagement
is simultaneously composed of ‘ ‘rational loyalty’’ and ‘‘emotional attachment’’ to a focal

brand (Appelbaum, 2001).

In fact, the construct of emotional attachment has been gaining significant research
interest in the last decade, where the seminal empirical work conducted by (Thomson et
al., 2005) on emotional attachment to brands is of particular importance. By taking the
attachment theory as a starting point, it led to the development of a measuring scale of
emotional attachment to brands in a consumer-brand relationship based on three main
factors (affection, passion and connection), showing that this kind of emotion-laden bond
between an individual(s) and a brand presents itself as a determining factor for brand
loyalty to occur, at potentially extreme levels. In fact, researchers have for some time now
started to recognise the fact that more traditional constructs (e.g. involvement,
satisfaction, attitudes, and so on) fail short on properly characterising, predicting and
reflecting the type of loyalty that occur when customers establish an emotional attachment
with a brand (Park et al., 2010; Oliver, 1999). Furthermore, according to Vlachos and
Vrechopoulos (2012) apart from the well documented satisfaction-loyalty paradigm, a
divergent approach to research regarding consumer-organisation relationships has just
recently started to emerge which focus on the role of emotional attachment and love
towards a brand (e.g. Carroll and Ahuvia, 2006; Thomsom et al., 2005; Batra et al., 2011).

Academic research regarding brand love has been receiving a growing interest in the latest
years (e.g. Vlachos and Vrechopoulos, 2012; Roy et al., 2012; Bergkvist and Bech-
Larsen, 2009; Albert et al., 2008; Thomson et al., 2005), albeit mostly focusing on the
several antecedents and consequences resultant of it [e.g. being more keen to pay a price
premium (Thomsom et al., 2005), positive word-of-mouth and higher levels of brand
loyalty (Carroll and Ahuvia, 2006; Fournier, 1998, 2009; Thomsom et al., 2005), and
being more tolerant and forgiving to potential brand failures (Bauer et al., 2009)].
However, as Batra, Ahuvia, and Bagozzi (2011) argue, the increasing buzz that the
concept of brand love has raised in marketing literature has not been accompanied by a

clear consensus of what it really represents, with research from several authors presenting
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differing conceptualizations and a myriad of definitions of it (e.g. Carroll and Ahuvia,
2006; Albert et al., 2008).

For this study one concurs with the argument that several constructs are preponderant for
the process of creating an emotion-laden bond with a brand which enhances the
willingness to experience it. Explaining mostly why customers achieve an emotional
connection that is ultimately represented by the loyalty they have with their brands, where
these don’t even need to be the best, or to outperform other brands. However, they must
be able to make a connection with the individuals so that they can have an experience
with it, prompting devotion and loyalty. Research regarding devotion portrays it as a
transcendent experience, which according to the existent literature is characterised as an
expression of identity, an increased motivation toward, and an attachment to an object
that isn’t restricted to geographic or temporal boundaries (Hunt, Bristol, and Bashaw,
1999). Ortiz (2008) defines consumer devotion as an enduring state of passionate
dedication to a product, brand, or experience through which the consumer in part defines
him/herself. This definition suggests that longer durations, self-identification are key in
consumer devotion. These elements of consumer devotion also differentiate it from
consumer engagement which is behavioural and is not necessarily enduring. Moreover,
the seminal work conducted by Pimentel and Reynolds (2004), presents a model of
devotion pointing out that consumer devotion occurs when there is product significance
beyond the utilitarian and commercial value. Where devotion to a brand is accompanied
by proactive sustaining behaviours, and the devoted consumers reach a level of loyalty so
extreme and profound that it endures several potential drawbacks (e.g. poor product
performance, scandal, bad publicity, and absence of promotional efforts). For those
customers that are characterised as being extreme devotees or fanatics, possession
attachment (Ball and Tasaki, 1992; Kleine and Baker, 2004) can assume a sacred
meaning, being described in an almost religious manner, and reflecting the personal
identity (Belk, 1988; Belk and Costa, 1998; Holbrook, 1987; Hunt et al, 1999; Pimentel
and Reynolds, 2004). An important argument posited by Pimentel and Reynolds (2004)
is that they consider that brand devotion in the context of sports is capable of
generalisation to mainstream brands. In fact, this concept of brand devotion is quite well

exemplified in the relation supporters have with sports teams, such as football clubs,
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generate an emotional response from their supporters that is stronger than in any other
industry except for actors and singers (Underwood et al., 2001). To capitalize on the
emotional relationship, they share with their supporters, professional sports teams try to
position themselves as brands (Burton and Howard, 1999). The nature of the transfer
policies since two decades ago of several football clubs epitomizes this approach quite
well (e.g. Real Madrid, with the renowned transfer of David Beckham to LA Galaxy),
which can only be understood and mainly explained by brand considerations, serving as
a clear example for the immense importance that marketing aspects have in the

management of professional sport teams (Ashelm, 2003).

No other sport in the world reflects this trend more clearly than football with its
worldwide sporting club giants, which are no longer merely football clubs, but huge
multi-million-pound businesses which just happen to be based on football. Examples
include Manchester United, Real Madrid and Barcelona, among others; these clubs
epitomize the success of an aggressive brand strategy by well-endowed market teams.
However, other comparatively less notable market teams are following suit, such as the
case of Chelsea FC (Bobby, 2002; Shannon, 1999), as well as some of the Dutch
professional football clubs (e.g. Ajax and its club store named ‘experience store’) where
branding has become the magic word. Transforming the club name into a strong brand
has become regarded as an essential precondition for sound financial management.
Although, according to commercial experts, only Ajax and Feyenoord, two traditional
Dutch top teams, have so far succeeded in developing promising branding strategies, and
adapted their internal and external communications accordingly (Oppenhuisen and
Zoonen, 2006)

While, much of the initial research on brands in the area sports teams was dominated by
research executed in North American, with relatively limited understanding of the reality
of the European context, in more recent years there has been an emergence of European
research on this issue. Moreover, since research conducted in North America has been
mostly focused in those sports that have a higher impact on that society, such is the case
of baseball, American football, basketball, and ice hockey, resulted in the fact that very

little can be found in relation to football due to its limited implantation and success across
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the Atlantic. Regarding the studies that have been carried out in the context of European
football clubs which have addressed some of the issues of branding and the consequences
of this approach, the most common critique made has been that these studies have mostly
dealt with these aspects in a random isolated way. Hence no concrete assessment has been
provided in so far to understand if and how consumers perceive football club as brands,
neither on the fundaments and key drivers for brand loyalty to occur in this particular
context of service brand, as well as on how this kind of feeling will consequently
influence perceptions and actions towards the brand.

This chapter follows on describing the research problem and the justification for it. The
intended contribution and objectives of this research is then presented, and the resulting
general research questions. The last part of the chapter describes the organization of the

thesis.

1.2. Research Problem

Football clubs are renowned to elicit extreme levels of loyalty towards all the integrating
elements of its organisation, brand included. Surpassing potential feelings of
dissatisfaction related to expected performance, raising the issue that only a strong
emotional and behavioural higher order construct as brand loyalty can justify extreme
attitudes such as those of becoming evangelists and worshipers of the brand, in
concurrence with Ortiz (2008) previously mentioned conceptualisation of brand devotion
which detaches it from the definition of brand love presented by Carroll and Ahuvia
(2006, p. 83) as being “the degree of passionate emotional attachment a satisfied
consumer has for a particular trade name”, demonstrating that brand love can be perceived
as a conditional state for brand devotion, contrary to brand devotion it still requires
customers to be satisfied. Furthermore, since football clubs provide a strong emotional
content/value to consumers (e.g. through their sporting events) therefore occupying a
prominent role in their lives, often worth spending large amounts of money (Cialdini,
2000) as well as other non-financial resources. It becomes relevant to understand the

underlying motivations for the establishment of consumer brand relationships, either by
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bringing consumers in front of their TV or to a sport venue in the stadiums, an issue that
is of high importance for the industry and represents a growing concern for both
researchers and practitioners (e.g. King, 2004; Kwon and Trail, 2003; Swanson et al.,
2003; Trail et al., 2003; Wann, 1995).

In addition to some of already identified contextual motives (e.g. scarcity, price, etc.), a
consumer-supporter of a specific football club brand is often described as having an
inherent predisposition to attend any sort of venues where its football club participate
(Cialdini, 2000; King, 2004; Mullin et al., 2000). Hence, understanding what are the
underlying drivers for this orientation or preference toward engaging with highly
emotionally attached brands, in the particular case of this research, football clubs,
experiencing its related constituents (e.g. match venue, the club paraphernalia,
participating in forums, among others), either on an individual basis or integrated on a
network (brand community) resulting in becoming loyal towards it, is essential for the
increment of knowledge in this area. Several attempts in the services marketing literature
(e.g. Arnould and Price, 1993; Unger and Kernan, 1983) and in the sports marketing
literature (e.g. James and Ross, 2004; Kwon and Trail, 2003; Wann, 1995) have been
made to try and understand these intrapersonal motivations. However, very few attempts
have been made in terms of understanding what lies underneath a football consumer-
supporter adhering to a certain football club, more specifically, what are the dimensions
a specific football club brand possesses and how a football consumer-supporter engages
and emotionally attaches with the club resulting in trusting the brand and consequently
becoming loyal to the brand, overlapping matters of satisfaction and performance, and
subsequently how does this reflects in the consumers perceptions and attitudes towards
the football club brand of its preference. Furthermore, although it has become inescapable
the fact that football clubs epitomize a brand with unquestionable high levels of emotional
attachment, research is still absent in terms of understanding if football supporters see
themselves as customers of a football club brand, as well as if they are willing to perceive
their football club as a brand, and what are then consequent valences of it. So, the
relevance of gathering a deeper knowledge about the behavioural concepts of co-creation
of value and brand associations, brand involvement, emotional brand attachment and how

these integrate in the establishment of brand trust and consequent brand loyalty in the
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context of sports organisations, more specifically football clubs, is very high and will
surely add to the knowledge of how service brands, are perceived by their customers,

following the S-D logic approach to marketing.

1.3. Research Problem Justification

Considering the above debate, it is of relevance to address how customers-supporters of
this service brand (i.e. football clubs) develop such degree of emotional attachment
resulting into brand loyalty, how do they perceive the football clubs they are devoted
towards, and some of the resulting challenges that service brand managers are faced with
in respect to the development of their brand, more specifically in the context of sports
organisations, such as football clubs. Research in this field is still very much at an
embryonic stage and the generalisation of the currently existing studies cannot be claimed
for a wide variety of reasons. Firstly, how do sports organisations achieve such levels of
brand loyalty that allow them to create a strong brand when what is marketed is often
created on a daily basis, mostly in conjunction with the customer “delivery of the services
brand is about the experience of the customer at the interface with the service provider”
(de Chernatony and Segal-Horn, 2001, p. 648), having several characteristics of
intangibility, unpredictability, and a short-lived, subjective nature (Gladden et al., 1998;
Holbrook and Hirschman, 1982), and by which the traditional approach to brand building
tend to fail, mainly because what is discussed here is not some product that sit on a shelf
and don’t talk back but a service brand that is intertwined with notions of social identity,
sense and need of belonging (Underwood et al., 2001) presenting high levels of people’s
emotional attachment (Gobe, 2001) and customer engagement assuming almost a
religious status in certain cases. Moreover, it is produced and consumed at the same time,
but contrary to more typical services, it comes with a strong emotional commitment from
the fans (Mullin et al., 2000). Taking this into consideration, it is obvious that a strong
brand can and will help a professional sports team get the most out of the emotional
attachment they establish with their fans, to prompt extreme levels of consumer brand
loyalty (Holt, 1995), whereas the brand assumes a sort of sacred meaning, mirroring the
individual’s personal identity (Belk, 1988; Belk and Costa, 1998; Holbrook, 1987; Hunt
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et al., 1999; Pimentel and Reynolds, 2004). This resultant kind of loyalty will then help
the sports team leverage its brand equity and generate additional revenues through the
sale of goods and services, within and outside the sports arena, through brand extension
(Bottomley and Doyle, 1996; Dawar and Anderson, 1994; Sunde and Brodie, 1993). A
good example of this is shown in the report from Brand Finance, ‘Brand Finance Football
50 2017°, where the top five football club brands (i.e. Manchester United, Real Madrid
FC, FC Barcelona, Chelsea FC, and FC Bayern Munchen) constitute a combined brand
value of 3,355 billion pounds, when just five years ago their combined brand value was
around two billion pounds, a massive figure achieved in some of the cases through on-
pitch success (e.g. Real Madrid FC and FC Bayern Munchen) but mainly through
increasingly off-pitch marketing know-how, this is clearly evident in the cases of football
clubs that had a bellow expected performance in the 2016/2017 season (e.g. Barcelona
FC, Manchester United, Chelsea FC) (Brand Finance, 2017), all of these loosing
important trophies (i.e. league championship, and/or European Champions cup).
Illustrating the fact that strong sports brands can make their consumers live the brand at
different moments of their daily lives, attracts sponsors, providing free publicity
irrespective of issues of performance. Because the brand is relevant, it can transcend the

sports arena (Richelieu and Pons, 2009).

Secondly, the frustration service brand managers are feeling is evident when they keep
on trying to implement branding strategies derived from research that has been developed
specifically in the goods context. This becomes even more dissonant when taking into
consideration the fact that today’s services marketplace is characterised by intense
competition and continued deregulation and, according to Gobe (2001), where the
emotional aspect of brands is what makes a key difference for consumers. So, sport
organisations such as football clubs must be proactive and innovative service providers
to successfully compete amongst themselves but also with other existing offers in the
leisure market. In football as in any other activity, success in the pitch is a relevant aspect
however not a quintessential determinant of the strength of a brand, more relevant is a
professional and customer-oriented brand management, being imperative for the long-
term success of a brand. “While (pitch) success may be fleeting, a focus on commitment

to customers is not” (Gladden et al., 2001, p.301). This is reflected in the study conducted

12



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

by Gladden and Milne (1999) about brand equity regarding the National Hockey League
(NHL), National Basketball Association (NBA) and Major League Baseball (MLB),
where the impact of pitch success and brand equity on merchandise revenues was
analysed showing that although these two entities had significant positive effects on
merchandise revenues they are still unrelated, showing that the brand allows economic
revenues to occur independently of pitch success. Boone et al. (1995) in their study on
MLB teams went further to argue that brand value and success can be perceived as total
separate entities. They substantiated this argument by doing a comparison of several MLB
teams in terms of their brand equity and realised that only seven out of twenty-eight teams
presented positive brand equity. Remarkably enough only one out of these seven MLB
teams did manage to reach the World Series in the last five years. This seems to reiterate
the fact that, economic and brand achievement can occur independently of pitch success.
In other words, you can find examples of teams that irrelevant of the fact that they might
be performing badly in the pitch still achieve high levels of brand performance. What
consumers are really interested is in ‘buying’ emotional experiences, looking for brands
that can create an emotional bond with them. As Gobe (2001) stated, emotional brands

share a set of common values that make them highly sought, such as:

e A great corporate culture focused on people,
e A communication style and philosophy that stands out, and
e Anemotional hook that draws consumers to their promise.

Implementing a branding research that is based and focused on promotion and distribution
will not meet the branding challenges that emerge from the unique characteristics of a
service brand of this nature. Thirdly, although sports in general, and football more
specifically, is in fact a huge industry, whereas in Europe only, the total European football
market revenues reached more than 22 billion pounds in 2015/16, a 13% increase from
the previous year (Deloitte, 2017). This increment is primarily due to the increase
occurred in the top European leagues’ revenues but also due to the revenues obtained
from the different competitions staged by UEFA (e.g. UEFA Euro League, UEFA
Champions League, UEFA Euro cup). Although being a major industry, not only in
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financial terms, but also in terms of its social impact, it is impressive how its deserved
relevance is yet to be fully perceived in the world of academia (Giulianotti and
Roberstson, 2004), not to say that research hasn’t been conducted regarding the industry
of football and to related matters of sports marketing. However, the critique commonly
associated with these studies is that they tend to have the propensity to be scattered and
disperse. The above-mentioned issues highlight the importance of this study and justify
the intention to address these challenges by providing some empirical evidence through
an exploratory research, allowing for a better understanding of the specific complexities

of the subject examined, thus presenting a competitive edge for this research.

1.4. Intended Research Contribution

The objectives of this research are thus twofold, not mutually exclusive, which were
achieved through the implementation of the previously mentioned research framework
approach. Firstly, the research aims to provide a deeper knowledge on the foundational
aspects of the S-D logic research field followed by an understanding on how the literature
concerning this new marketing perspective has evolved and what are the research streams
that are emerging which led to the recognition that further knowledge is required
concerning the identification of the subjacent drivers in the multi-dimensional process of
brand loyalty, as well as trying to realise the resulting effects of emotional attachment and
consequent brand loyalty in terms of how it can change the way the football club is
perceived by its supporters, what the brand means to them, and how they advocate it.
Hence, contributing to the development of this area initially through an exploratory
approach and subsequently with a quantitative survey in the European football context,
taking into consideration constructs that haven’t been previously researched in an
integrated and related way. Secondly, this research intends to contribute to the discussion
of how football clubs are in fact perceived by their supporters, considering the potential
constrains of the realisation that football clubs are in fact brands. The current research
will contribute to the development of this area through the implementation of a
triangulation of research methods in a geography where similar research has not yet been

conducted. The research in hand aims to provide insights to what is perceived as extreme
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levels of brand loyalty and its consequences within the framework of highly emotional
attachment towards brands in a new context other than the ones that most of theoretical

and empirical research has been conducted.

Although it is becoming clearer that marketing and branding issues are gaining
importance in the sports industry, research is still far behind this growth, at least in Europe
(Ferrand and Pages, 1999). It is then the purpose of this research that, organisations, such
as football clubs are better prepared and able to adequately deal with some of the unique
characteristics and consequences of achieving brand loyalty in the field of such service

brands and have a better understanding of the current multi-dimensional phenomenon.
More specifically, the objectives of this research can be stated as follows:
e Characterisation of the service dominant logic field of research

e To determine the key elements in consumer brand relationship that facilitate the
development brand loyalty in the context of service brands such as European
football clubs;

e To develop a conceptual framework that will incorporate all the key drivers of brand

loyalty towards football clubs within a European context;
e To scrutinise the relevance of emotional attachment on service brands loyalty;

e To generate recommendations to sports organizations, as well as managers that deals
with services brands on how to enhance and strengthen brand value through the
adequate consideration of the several constructs that lead to higher levels of brand

loyalty.

1.5. Research Questions

To address the research gaps and to achieve the research objectives, this research will

attempt to unveil if, in fact, supporters perceive its preferred football club as a brand, what
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are the consequences of their perceptions? In addition, what are the required constituents
derived from co-creation of brand value, the consumer brand relationships achieved
individually or integrated in brand communities, and how these determine the occurrence
of brand loyalty with those supporters that establish an emotional connection with the
brand. Furthermore, the suggestion that some constructs are of value to consumers’ in
their relationship with the brand and in the decision-making process raises many
questions that require a deeper understanding. Such is the case of realising how do these
constructs interact with each other, and to what extent do these contribute to the

consumer’s overall brand attitude.

Therefore, this thesis aims to provide answers for the following main research questions
(RQ). The roman numbers nomenclature was used as to avoid confusion with the research

questions presented in each study:
RQ I - What are the foundations of service dominant logic research?
RQ Il - What are the salient factors in service dominant logic research evolution?

RQ I - What are the key attributes, consequences, and values in the consumer

brand relationship with a football club brand?

RQ IV — What are the core linkages consumers value in a brand relationship

network system regarding football clubs?

RQ V — What are the determinants for developing emotional attachment with a

brand?

RQ VI - What is the role of emotional attachment in determining service brand
loyalty?

RQ VII - What are the key constructs that lead to higher levels of loyalty towards
a service brand such as the case of football clubs?

RQ VIII — What is the causal relationship between devotion and loyalty in the
context of football club brands?
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Due to the need of a better understanding of the intrinsic issues these questions were

disaggregated, and a set of sub-questions and hypotheses were developed and answered

in a stream process. First by conducting an analysis of the service dominant logic, the

framework that underlines this research and secondly a theoretical and field analysis in

service brand loyalty is made resulting on the identification of the determinant constructs

as presented in Table 1.1 that displays all papers submitted, each one representing a

chapter.

Table 1.1 - Research questions, methods and original contribution

Chapter

Research Sub-Questions &

Hypotheses

Research
Methods

Original Contribution

- How has S-D logic as a
publication field of research evolved
regarding its:

a. Publication types?

b. Annual output and key articles?

d. Research areas?

- Which are the most influential
institutions in this field of research?

- How is this field of research
characterised in terms of its
geographic spread?

- What are the leading publications
in this particular field of research?

— Who have been the most prolific
authors in this field of research?

— Which are the seminal articles in
the S-D logic literature?

—How is S-D logic research
network structured?

—How did S-D logic research
evolved ever since its emergence?

Bibliometric
studies

Bibliometric
studies

The foundations of S-D
logic research

An update on the state-of-
the-art of Service Dominant
Logic and its evolving
pathway.
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— What are the existing trends in S-
D logic research?

5 — What are the key attributes, Laddering Exploratory research on
consequences, and values in the _Ind|V|_duaI consumer b_r and

' interviews relationships
consumer brand relationship with a

football club brand?

— What are the core linkages
consumers value in a brand
relationship network system

regarding football clubs?

— What behavioural acts are directly
responsible for consumer of brand
loyalty with football clubs?

— What is the causal relationship
between devotion and loyalty in the
context of football club brands?

6 — The level of involvement with a Online Service brand loyalty model;
sports service brand is positively quantitative Identification of the
influenced by the brand image survey determinant factors for
associations consumers have with a sports brand loyalty building
service brand

— Brand image associations
determine the level of emotional
attachment consumers have with a
service brand;

— There is a direct correlation
between involvement and emotional
attachment. The more a customer is
involved with a sports organisation
and its brand the more he or she will
be emotionally attached with that
brand;

— Involvement has a direct positive
influence over how satisfied one is
with a sports service brand;

— Satisfaction has a positive
influence in the level of emotional
attachment with a sports service
brand;
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— Satisfaction has a positive
influence in the level of Trust with a
sports service brand;

— Satisfaction has a direct positive
influence over how loyal one is with
a sports service brand;

— Emotional attachment has a
positive relationship with the level
of trust towards the brand. The more
a consumer is emotionally attached
with a sports service brand the more
he will trust it;

— Emotional attachment has a direct
impact on consumers’ level of
loyalty towards sports service
brands;

— Trust has a direct positive
influence on the loyalty created with
sports service brands;

1.6. Structure of the Thesis

This thesis is presented in seven chapters, the remainder of it is organised as follows.
Chapter two and three concerns the two bibliometric studies on the field of S-D logic field
of research allowing for a thorough analysis of the contextual framework that underlines
this research, reviewing and evaluating the most significant theoretical developments
occurred within the field of S-D logic which has influenced a new dominant logic for
branding. This new branding logic, incorporated in the Merz et al. (2009) brand era of
Stakeholder-focus, perceives brands as dynamic and social processes where brand value
is determined by all stakeholders, capturing the essence of the brand value co-creation
notion. Subsequently, Chapter four derives from the identified gaps in the two previous
chapters, amongst others, the lack of empirical works in the areas of consumer brand
relationships more specifically on emotional attachment and brand loyalty with service

brands in the context of this research. Therefore, a critical review and framework of the
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relevant research streams that underline the subject of study of this research is presented,
where a great emphasis is placed on the rationalisation of the theoretical framework
considered in the conceptual model proposed in the chapter six. Chapter five presents the
third paper which identifies the main elements that characterise the relationship with a
football club, divided in three main stages, those being attributes, consequences and
values a consumer experience with the brand. This was achieved through the
implementation of a qualitative study using the critical incident technique and the
laddering method in individual interviews. Chapter six presents the fourth paper which
establishes the importance of the constructs and the process considered in the conceptual
model regarding the degree of brand loyalty that is achieved whilst engaging with the
brand. Through the implementation of a quantitative study utilising an online
questionnaire. Chapter seven discusses the identified findings derived from the various
previous analysis, the theoretical and managerial implications of this study, along with
relevant recommendations. After identifying the contribution of the study to the existing
body of knowledge on S-D logic and on consumer brand relationship, more specifically
brand loyalty towards high emotional attachment brands in the context of sports teams,

the limitations of the work and suggestions for future research are presented.

20



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Chapter 2. The First Decade of Service Dominant Logic
Research — A Bibliometric Analysis

Sergio Vinhas Da Silva!®, Nelson Antonio? and Jose Crespo De Carvalho®
LISCTE-Instituto Universitario de Lisboa, Lisboa, Portugal;

2Department of Marketing, Operations and Management, ISCTE-Instituto Universitario
de Lisboa, Lisboa, Portugal;

3School of Business and Economics, Universidade Nova de Lishoa, Lisboa, Portugal

Article published in: International Journal Business Excellence (2018), 14(4): 523-544

Statement of Contributions of Joint Authorship

Sérgio Vinhas da Silva: (Candidate)
Writing and compilation of manuscript, established methodology, data analysis,
preparation of tables and figures.

Nelson Antonio: (Principal Supervisor)
Supervised and assisted with manuscript compilation, editing and co-author

José Crespo de Carvalho: (Associate Supervisor)
Editing and Co-author of Manuscript

This Chapter is an exact copy of the journal paper referred to above, with the
necessary formatting adaptations for reasons of uniformity

21



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

2.1. Abstract

This paper provides an analysis of the first decade of research on the service-dominant
logic (S-D logic) approach to marketing. It adopts a multi-step methodology with the use
of bibliometric techniques. 1036 bibliographic records were initially identified. These
were subject to two refinement stages, resulting in a total of 540 records which consisted
of publications from 975 authors, published in 162 journals. Statistical analysis identified
the most influential academic institutions, journals and articles in this particular field of
research, revealing their character in terms of types of publication, its geographical
distribution, and annual output. Four clusters of journals in regards to their output versus
citation impact were further identified, with six journals divided in two groups emerging

as the leading journals in the field of S-D logic.

Keywords: Service-dominant logic, bibliometric studies, citation analysis, journal

impact

2.2. Introduction

The continuous flow of scientific contribution from authors in various areas of marketing
has been a constant in recent decades. Publications in services marketing have been
typical of this pattern. Among the perspectives in marketing research, Service-Dominant
Logic (S-D Logic) has emerged as a ground-breaking contribution, including to
management research in general. Though subject to criticism by several authors, the work
of John O’Shaunessy and Nicholas Jackson O’Shaunessy® perhaps stand out. In spite of
this a considerable number of authors have published articles regarding this new approach
in academic journals worldwide; examining, inter alia, tourism, medical devices and
manufacturing (e.g. Balzquez-Resine et al, 2015; Wells et al, 2015; Lee et al, 2016). This

! They have published a series of articles contesting the novelty and utility of this approach.
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presents a step-change in publishing in this area given the fact that the first article was
published as recently as 2004 (Vargo and Lusch, 2004a)2.

The purpose of this study is to provide a better understanding on how this marketing
approach evolved by conducting an analysis of the first decade of S-D logic research. It
does so by ascertaining the key journals, articles, authors, and institutions responsible for
the development of this interdisciplinary approach. The scientific contribution of this
research is particularly relevant as no other study has conducted such a thorough
exploration of this contribution to marketing research by employing a bibliometric
methodology. According to Pilkington and Liston-Heyes (1999) bibliometrics has been
used more often to complement peer-reviewing (Haustein and Lariviere, 2016) and is
quite useful in the identification of methodological approaches, perceptions, clusters of
authors and the ways they interconnect, but also as a portrayal of an evolving structure of
knowledge at a particular point in time (Small, 1993). Given that S-D logic, which has
been applied in several contexts and areas of research, revealing the its multidisciplinary
nature, with a realisation that further development and understanding is still required
(Vargo and Lusch, 2016), bibliometrics is highly appropriate in helping us answer the

following research questions:
RQL1 - How has S-D logic as a publication field of research evolved regarding its:
a.Publication types?
b.Annual output and key articles?
c.Research areas?

RQ2 - Which are the most influential institutions in this field of research?

2 Vargo and Lusch’s (2004a) seminal article was published in the Journal of Marketing. It is that journal’s
most cited article since 2000 and won the AMA Maynard Award for ‘Best Theoretical Contribution in
Marketing’.
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RQ3 - How is this field of research characterised in terms of its geographic spread?

RQ4 - What are the leading publications in this particular field of research?

2.3. Definition and domain

2.3.1. The service dominant logic
Given the purpose of this study it is relevant to begin by presenting an overview of how

this new paradigm in marketing has emerged and developed. We contrast the underlying
arguments and foundations of this particular notion with the views of those authors that
hold on to a dichotomist perspective of services and goods, as evident in both early
articles (e.g. Bateson, 1977; Thomas, 1978; and Berry, 1980) And more recent studies
(e.g. Hagevold, 2016).

With the appearance of the subject areas of services and relationship marketing during
the early 1960°s and subsequently in a more consubstantiated and prolific way in the mid-
1970, a variety of service-based concepts and models were developed. Services and
relationship marketing have often been held responsible for the controversy around the
long-term debate over goods versus services, as well as for stimulating the discussion on
the potential of a service-logic mainstream marketing. Vargo and Lusch (2004a, 2004b)
contested this dichotomist perspective by arguing that services marketing is constructed
around the same goods-and manufacturing-based rationale: in their terms, a “goods
dominant” (G-D) logic. This logic posits the organisation as the single responsible player
in “producing” value; customers are seen as mere passive players (operand resources —
resources on which an operation or act is performed to produce benefit) and thus
exogenous to value creation. Gréonos (1994) and Gummesson (1998), among several
other academics, also criticised this logic (i.e. G-D logic) on the grounds that it is

restrictive and unsound, and that a more inclusive theoretical basis is was necessary.

Building on the growing criticism and these new theoretical developments, Vargo and
Lusch (2004a; 2008a; 2008b, 2016) argued that marketing had evolved towards a service-

based model of all forms of exchange; a service dominant logic (S-D) logic where the
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focus was no longer on transactions but on long-term relationships. This logic emphasized
co-creation of value, a process orientation and relationships among multiple actors (firms,
customers, and other stakeholders), “while crafting value propositions” (Skalén et al,
2015, p. 139). The customer/employee relationship is seen as playing a more manifest
role, since it is this that creates the service itself and is ultimately what customers perceive
the service to be. As Gronroos and Voima (2013, p. 140) argued “Interactions are
situations in which the interacting parties are involved in each other’s practices. The core
of interaction is a physical, virtual, or mental contact, such that the provider creates
opportunities to engage with its customers’ experiences and practices and thereby

influences their flow and outcomes.”

This becomes even more relevant when considering mass customization, since it conveys
the possibility for customers to use different technologies such as the internet and mobile
devices to facilitate interaction and collaborate in decision making process, where social
networking communication is used to encourage customers to engage with the company
at the various stages in the consumer purchase decision (Verma, 2013) and in the product
design process (e.g. Adidas, Nike, and Nokia). Similarly, in other retail contexts such as
the automotive, different car manufacturers — such as General Motors, BMW and Subaru
- are allowing customers to customize their vehicles (Karpe et al, 2015). In the case of
Factory Five or Build-A Bear this possibility is furthered by even allowing customers to
create and customize the product to their own requirements and personal taste.

Moreover, since S-D logic perceives marketing as a continuous set of social and economic
processes (Lusch and Vargo, 2014), in which the concept of interaction is core, it
incorporates the principle that value creation derives from a process of integrating and
transforming resources, which implies the existence of networks. This notion of network
is strongly in tune with the resource-integration concept of S-D logic, perceiving the idea
of co-creation of value as an interactive concept (Vargo and Lusch, 2008a). This is a
notion confirmed by several studies (e.g. Ballantyne and Varey, 2006; O’Hern and
Rindfleisch, 2010, Gummerus, 2013) which have highlighted its collaborative nature and

dialogical focus.
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2.3.2. Bibliometric research
White and McCain (1989, p. 119) define bibliometrics as the “quantitative study of

literatures as they are reflected in bibliographies. Its task, immodestly enough, is to
provide evolutionary models of science, technology, and scholarship”. This is a definition
that relates to the searching and recording of existent knowledge through the utilisation
of a quantifiable method; in other words, “the application of mathematical and statistical
methods to books” (Pritchard, 1969, p.349). Bibliometric research can be traced back to
the early twentieth century, with its roots being usually associated with Paul Otlet, in his
‘Traitée de Documentation. Le livre sur le Livre. Theorie et Pratique’ (1934). Otlet used
the term to bibliographical research designed to measure the quantity applied to a book

and other media-based forms of communication (Hood and Wilson, 2001).

Studies applying some form of bibliometric method have played a fundamental role in
identifying key research documents in several scientific fields as well as highlighting
current developments and research trends (Borgman, 2000; Vassinen, 2006). The
contributions of these studies derive from two fundamental premises: that researchers
tend ‘naturally’ to privilege ‘top-tier’ scientific journals for their publications; and that
there is a clear propensity for researchers to cite mainly those articles which reflect the
importance they attribute to them for the development of their own research (Rafael et
al., 2004). Thus, new findings and research mostly draw on articles previously published
in ‘top’ journals and by researchers who tend to take into account citation and co-citation
scores (Tu, 2012), and in some cases, the journal’s impact factor, in deciding which

journals to offer their work to for publication (Skoie, 1999).

The assumption with regard to citation analysis is that the articles that have been widely
cited will be the ones that have a greater impact on a particular research area. However,
this type of analysis is far more than a simple quantification of documents, it allows for
the identification of nodes of influence and maps out related research streams (Kim and
McMuillan, 2008), presenting the analysed articles as barometers of relevance (or activity)
concerning a specific research subject. Simultaneously, it is also a way to assess both

individual and clusters of research ‘quality’.
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Whilst citation analysis has been a regularly used technique in several bibliometric studies
(e.g. Alves et al, 2016) bibliometric research on the concept of co-creation of value
analysed the most-cited articles in the literature, identifying those articles with the greatest
influence as well as the four main clusters on this area of knowledge. Additionally, a
common analytical procedure in bibliometric studies is the use of impact factor analysis
to establish journal rankings. Typically, by means of a three-year timeline analysis of the
accumulated total of citations of the entire publications in a particular journal, the impact
of that journal in a specific research area is determined. The adequacy of this three-year
timeline has been endorsed by van Leeuwen (2012) in his study of aggregated data
concerning five subject categories. He demonstrated that citation impact in the short term

is an indicator of the citation impact on the longer run.

Irrespective of some the criticisms this scientific literature evaluation metric® has faced
from several authors (e.g. Bensman, 2007; Vanclay, 2011; Pendlebury and Adams, 2012),
the journal impact factor is currently “the bibliometric construct most widely used for
evaluation in the scholarly and publishing community” (Moed et al, 2012, p. 368) in a
wide variety of scientific fields and one of the most influential tools in modern research
(Kurmis, 2003). As Bensman (2012) has claimed, impact factors are a good measure for
finding out which journals are actually of relevance, irrespective of the factor score itself.
This is confirmed by the study that Buela-Casal and Zych (2012) carried out with several
scientists worldwide (i.e. 1,704 researchers from 86 different countries, and all the major
fields of knowledge) showing that almost 90% of the participants viewed the journal
impact factor measure as either important or very important for the evaluation of the
scientific performance in their country. As Vorotnikova (2011) states, the power of the
impact factor as a performance indicator comes from its constancy, and its impartiality

from the nature of the journal together with its high comprehensibility.

While frequently new approaches and concepts have been introduced regarding the
literature on the subject of S-D logic, surprisingly little attention has been spent so far on
examining the whole corpus of work and reflecting how the research has evolved and

3 The impact factor is based on a mathematical formula that divides the number of citations of a
journal's material by the number of citable materials published by that same journal (Kurmis, 2003).
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shaped the area of study through to the present day. As Fetscherin and Usunier (2012, p.
733) state: "Since research can be cyclical (Daniels, 1991), one needs to take an
occasional step back" and analyze the existing literature. With this is mind the focus of
this study is to shed light on the research stream of S-D logic, using bibliometric citation
analysis as an appropriate meta-analytic approach to obtain the answers to the previously

outlined research questions.

2.4. Methodology

Following the common approach used by other bibliometric studies which integrate a cut-
off year for data gathering between ten to twenty-five years (e.g. Tu, 2012; Podsakoff et
al, 2008), this study focuses on the 2000-2014 time frame. Given the relatively recent
genesis of the concept of S-D logic (from 2004), this still provides a high degree of
confidence regarding the study’s coverage of S-D logic related literature all the way back
to the first document published whilst fitting well within the customary range and

avoiding any imposed bias from the author.

For the purpose of data collection, the Thomson Reuters Web of Science database* was
chosen due to its suitability and adequacy for a study of this nature. This decision was
made following an evaluation of several factors which met the established criteria. First
and foremost, due to its multidisciplinary coverage of highly relevant literature of several
science fields in a unified platform. The Thomson Reuters Web of Science (TRWS) is a
key platform for information in the physical sciences, life sciences, social sciences, arts,
and humanities. With 23 000 journals, more than 148 000 proceedings, and over 40
million source items and 760 million cited references (Web of Knowledge factsheet,
2014), it gels appropriately with the interdisciplinary nature of the concept under analysis
in this study. Apart from its broad and versatile coverage, TRWS is renowned for other

characteristics, such as its selectiveness capability, where the periodicals covered are

*Including the following citation databases (Science Citation Index Expanded (SCI-EXPANDED) --1900-
present; Social Sciences Citation Index (SSCI) --1900-present; Arts & Humanities Citation Index (A&HCI) --
1975-present; Conference Proceedings Citation Index- Science (CPCI-S) --1990-present and Conference
Proceedings Citation Index- Social Science & Humanities (CPCI-SSH) --1990-present).
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selected on the basis of quantitative criteria together with expert opinion, for its capacity
to carry out analyses of scientific collaboration, for the possibility of applying full
publication counting schemes based on its completeness of author’s addresses, and for
the possibility of redefining the bibliographical references (processed with each
document) as sources that facilitate citation pattern analyses and establish citation
indicators. Finally, the fact that it has been a commonly used tool in bibliometric research
projects by the vast number of researchers in studies of a similar nature (Harzing, 2013),
made TRWS a natural choice over other available options.

Furthermore, following the logic that one should not confine the attention of the analysis
to the basic unit of bibliometric research (i.e. the scientific paper) and in line with
Glanzel’s (2003, p 12) approach which considers that “books, monographs, reports,
theses and papers in serials and periodicals are units of bibliometric analyses” it was
decided to integrate several other databases available in Thomson Reuters. As King
(2004) has argued, this is a more inclusive approach since it applies methods of
mathematical analysis to other resources (i.e. articles in publications, documents within
journals, conferences and organizations, e-books and e-journals) (Glénzel, 2003), which
can then be contrasted with studies where the data obtained was derived from journals
chosen by peer researchers (Holsapple et al, 1993; Walstrom and Leonard, 2000; Ma et
al., 2008). Based on this rationale a multi-step approach to the collection and analysis of
the data was decided in order to guarantee the trustworthiness and inclusivity of the
results. The first step of this process used a ‘keywords’ approach of the terms “service
dominant logic”, “sd logic” or “s-d logic” in the title (e.g. TI=(service dominant logic)
OR TI=(sd logic) OR TI=(s-d logic)) as well as the combination of the three terms in the
topic (e.g. TS=(service dominant logic) OR TS=(sd logic) OR TS=(s-d logic)) which

resulted in 1036 records® from all databases, originating from all publication types

5> n so to exclude any bias in the data considered for analysis regarding the database chosen (i.e. TRWS),
a research was conducted using the Scopus database with the same search parameters being used.
Where the initial results indicated 926 publications, and after reviewing and analysing these, the final
total results were of 498 publications, revealing lower number of results than that obtained by using
TRWS database.

Furthermore, a high-level similarity of records was identified, leading to the conclusion that no
significant changes in the findings would occur if a different database was chosen and if these articles
were considered in the analysis.
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available in TRWS (i.e. articles, proceedings papers, review, editorial material, and book
review, meeting abstracts). The rationale for carrying out the search of these terms in
more than one search option (i.e. both in the title and in the topic) was to double-check
and guarantee that no relevant publication related to the subject of this study was left
unidentified, thus increasing the degree of confidence in the results obtained. In the
second stage of the study, the adequacy of content of the records obtained in the first stage
was analysed by reviewing the abstracts which led to a refinement of the results to 688
records, of which further 182 records were eliminated in the third stage after conducting
a detailed reading of these articles. In the end, a provisional total of 506 publications, by

943 authors, published in 155 journals, were identified as relevant for further analysis.

Subsequent to this multi-step data collection approach the final dataset was exported to
Histcite software (Garfield, Paris and Stock, 2006). Use of this software was inspired by
several studies (e.g. Roper and Parker, 2006; Fetscherin and Heinrich, 2015), where a
citation analysis was carried out, integrating several descriptive analyses. This was
considered relevant in order to be able to accurately typify the data set (Tu, 2012). After
checking for potential duplication of records, and following Garfield and Pudovkin
(2004) recommendations, an analysis of references cited in the data set, but not
represented in the data set itself (i.e. they were ‘outer’ references or ‘outer’ nodes) was
conducted in order to identify references from publications in the collection to
publications outside the collection. By this means, 34 records were subsequently added,

culminating in a final total of 540 publications based on research carried out on S-D logic.

2.5. Research findings

In the event, the final dataset was composed of publications by 975 authors, published in
162 journals, with a total of 7979 citations, giving an average citation of 14.83. These

publications cited 18755 other publications and had an h-index value of 34.% All of them

6 the h-index or Hirsch index is a metric that quantifies the amount of research conducted and the
relative impact of a researcher in a particular research field based on the set of the researcher's most
cited papers together with the number of citations that they have received (Alonso et al., 2009)
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were greatly influenced by the Vargo and Lusch articles of 2004 and 2008 - two of the
most highly cited articles - but also reflected the increasing attention received by a
considerable number of publications in this area of research. Hirsch (2005) has stated, a
subject that after 20 years of research has reached an h-index value of 20 is good, while
40 is outstanding and 60 is truly unique. This underlines how, with an h-index value of
34, S-D logic has become a very significant area of marketing research after only ten

years in existence.

This conclusion is reinforced by the grand totals results which were as follows: LCS (local
citation score) 2878; LCSx (local citation score excluding self-citations) 2625; CR
(number of cited references) 32010.The corresponding mean scores were: LCS 5.33;
LCSx 4.86; GCS (average citations per item) 14.83; CR 59.28; NA 2.54'.

2.5.1. Research Evolution
In order to respond to the first research question (i.e. Q1-How has S-D logic as a

publication field of research evolved regarding its: Publication types? Annual output and

key articles? and Research areas?) a more detailed analysis of the results was carried out.

In evaluating the research areas that have been involved in publishing on this topic, the
field of business economics, clearly stands out with 79.84% of the total records, followed
by the computer science area, which contributes 12.65% of publications, engineering,
10.28% and operations research management, 6.33%. Nevertheless, the interdisciplinary
nature of S-D logic is corroborated by the twenty-five different research areas identified
in the analysis, ranging from public administration, psychology, sociology, cultural

studies all the way to environmental sciences, genetics, geography, and mathematics.

Moreover, in terms of the type of publication, the vast majority of the research found on
the subject of S-D logic is either, articles (75.7%) or papers in proceedings (14.6%). The

7 LOCAL CITATION SCORE (LCS) is the number of times a paper is cited by other papers in the local
collection, whilst GLOBAL CITATION SCORE (GCS) provides the Citation Frequency based on the full Web
of Science count at the time the data was downloaded (Garfield and Pudovkin, 2004).
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remaining types of documents total less than 10% of the overall research output. In terms
of the total local citations and total global citations scores the main form of publication
are again articles, with a TLCS of 2287 and a TGC of 6108; and secondly reviews with a
TLC score of 491 and a TGC score of 1645. In regard to the remaining forms of
publications their total TLC score was 100 and a corresponding total TGC score of 226
(see table 2.1).

Table 2.1 - Research structure of types of documents

Rank Document Type Records % TLCS TGCS
1 Article 409 75.7 2287 6108
2 Proceedings Paper 79 14.6 17 39
3 Editorial Material 20 3.7 31 64
4 Review 17 3.1 491 1645
5 Article; Proceedings Paper 12 2.2 52 123
6 Meeting Abstract 2 0.4 0 0
7 Book 1 0.2 0 0
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Figure 2.1— Published Items in Each Year
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Figure 2.2 — Citations in Each Year
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With regard to the yearly output, there is an obvious continuous incremental shift since
the first research publication in 2004. The exception is 2007, where there was a slight

decrease of publications compared with the previous year (i.e. minus 7), a stagnation in
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the subsequent two years, followed by a continuous growth from 2010 towards. Mainly,
during the three-year period from 2011 to 2013, this topic of research started to gain
momentum, representing more than half the publications regarding S-D logic (i.e. 57.6%
(N=311),in 2011 -18.0% (n=97), in 2012 — 18.5% (n=100), and in the year 2013 -21.1%
(n=114)), in which the number of publications with six years and older represent 23.1%
(n= 125) of the total identified bibliography, reiterating the dynamic nature of S-D logic
field of research (see Figures 2.1 and 2.2).8

Figure 2.3 — GCS and LCS Totals in Each Year
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8 Since the data considered is until June 2014, the yearly output analysis of this year reflects only a
partial reality. However, it still reveals a continuous output growth from the five months analysed, since
that in this short time period the number of publications equals the totals of 2009 and equals the totals
of 2010 in terms of citations.
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Figure 2.3 reveals the importance of some of the most significant published articles in
this field of research, particularly the seminal ones by Vargo and Lusch (2004; 2008). In
themselves they are the principal reason why 2004 and 2008 are the highest for annual
citation scores. This conclusion is confirmed by the analysis of the top 10 articles on this

subject as shown in table 2.2.

Table 2.2 - Ranking of the top 10 articles (in the collection sorted by GCS/t)

Rank Authors / Year LCS LCs/t LCSx GCS GCsit
1 Vargo SL, Lusch RF (2004) 437 39.73 412 1418 128.91
2 Vargo SL, Lusch RF (2008) 276 39.43 261 428 61.14
3 Payne AF, Storbacka K, Frow P (2008) 95 13.57 91 211 30.14
4 Ostrom AL, Bitner MJ, Brown SW, Burkhard KA, Goul M, et 36 7.20 35 136 27.20

al. (2010)
5 Schau HJ, Muniz AM, Arnould EJ (2009) 30 5.00 30 162 27.00
6 Chesbrough H, Spohrer J (2006) 28 3.11 26 241 26.78
7 Vargo SL, Maglio PP, Akaka MA (2008) 0 0.00 0 174  24.86
8 Lusch RF, Vargo SL, O'Brien M (2007) 114 14.25 107 184 23.00
9 Tuli KR, Kohli AK, Bharadwaj SG (2007) 34 4.25 34 166 20.75
10 Maglio PP, Spohrer J (2008) 44  6.29 43 120 17.14

A closer look at the articles ranked in table 2.2 reveals that while they all can be
considered highly influential in shaping the research field of S-D logic, some of them do
not focus specifically on this subject (e.g. Chesbrough and Spohrer, 2006; Tuli et al, 2007;
Schau et al, 2009) but rather center on aspects such as service innovation, value co-
creation and process-centric thinking. Though, in the narrow sense, they may not be part
of S-D logic research, they arguably contribute more broadly to the field by addressing
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issues that are intrinsically linked to it. In the case of Ostrom et al. (2010), for instance,
the authors identify a set of global, interdisciplinary research priorities in the science of
service industries. In similar ways all these articles can be seen as strongly relating to S-
D logic, by either providing foundations and contributions to this field of research, and/or

by revealing, once again, the multidisciplinary nature of S-D logic research.

2.5.2. Centres of excellence and geographical overview
For the second and third research questions (i.e. Q2-Which are the most influential

institutions in this field of research? and Q3-How is this field of research characterised
in terms of its geographic spread?), the approach followed as to determine the relevance
and academic preponderance of the institutions where the various authors were based.
Here calculations were based on the quantity of output and impact the publications have
had in terms of the overall citations they received (i.e. local and global citations) (Moed
et al, 2012).
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Table 2.3 - Institution representation

Rank Institution Records % TLCS TGCS
1 Karlstad Univ. 32 5.9 96 267
2 Hanken Sch Econ. 27 5.0 177 354
3 Univ Hawaii Manoa 26 4.8 791 1479
4 Univ. of Arizona 18 33 663 1098
5 Univ. of Auckland 13 24 54 183
6 Univ. of Otago 13 2.4 119 225
7 Linkoping Univ. 9 1.7 23 78
8 Univ. of Warwick 9 17 4 14
9 Arizona State Univ. 8 15 53 175

10 Texas Christian Univ. 8 15 641 1639

Regarding the spread of institutions, the results reveal a variety of centres of excellence
with 495 institutions from 46 countries identified. However, when observing tables 2.3
and 2.4 it is evident that more than half of research on S-D logic is of Anglo-Saxon origin,
mainly from the USA (i.e. 28.5% from the USA, 15.6% from the United Kingdom, 5.4%
from New Zealand, and 4.4% from Australia), of which the Texan Christian University,
The University of Hawaii Manoa and the University of Arizona stand out as the ones that
have received more citations irrespective of the relative lower number of articles
published. This is undoubtedly an outcome of the professional relationship the founding
authors of S-D logic (Vargo and Lusch) had with these institutions. Furthermore, some
non-Anglo-Saxon academic institutions emerge as important centres of excellence in this
field of research, particularly Finland, and Sweden, with 10.4% and 10.2% respectively.
Interestingly, the most prolific academic institution has in fact been the Karlstad
University, Sweden, with 5.9%of publications followed by the Hanken School of

Economics, Finland, with 5%. This underlines the continuing interest of the ‘Nordic
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school’ of service marketing in this subject area and their consequent contribution to its

research increment.

Table 2.4 - Country representation

Rank Country Records % TLCS TGCS
1 USA 154 28.5 1938 5394
2 UK 84 15.6 111 454
3 Finland 56 10.4 234 472
4 Sweden 55 10.2 208 528
5 Germany 35 6.5 51 169
6 New Zealand 29 5.4 175 391
7 Taiwan 27 5.0 5 71
8 Australia 24 4.4 140 341
9 Peoples Republic of China 23 4.3 17 86

10 Iltaly 22 4.1 48 139

2.5.3. Leading journals
While it is of great interest to understand the overall nature of the research carried out, it

is fundamental to go a step further in the analysis and identify the journals that are leading
the research on this subject. The response to question four (i.e. Q4-What are the leading

publications in this particular field of research?) achieves this.
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Table 2.5 — Journal impact in terms of output or productivity

Ratings
Rank Journal Records % Research Area

2015 2010 2009
1 Journal of Service Management 43 8.0 Sector studies 2 2 2
2 Industrial Marketing Management 39 7.2 Marketing 3 3 3
3 Marketing Theory 31 5.7 Marketing 3 2 2
4 Journal of Service Research 26 4.8 Sector studies 4 3 3
5 Journal of the Academy of 23 4.3 Marketing 4 3 4

Marketing Science

6 Journal of Business Research 20 3.7 Marketing 3 3 3
7 Managing Service Quality 20 3.7 Operations, 1 1 1
technology and
management
8 Journal of Business & Industrial 16 3.0 Marketing 2 2 2
Marketing
9 European Journal of Marketing 14 2.6 Marketing 3 3 3
10 Journal of Services Marketing 14 2.6 Marketing 2 2 3

By means of a journal impact analysis, the journals that can claim a major responsibility
for propelling the S-D logic approach, can be identified. As Baumgartner and Pieters
(2003, p. 123) noted, “Different journals are most influential in different subareas of
marketing”. This influence is illustrated in table 2.5, where the top ten journals are
presented, revealing a clear a dominance of journals deriving from the area of marketing
research. However, two other research areas also appear (i.e. operations, technology and
management; and sector studies) with the latter being the one that records the highest

number of articles in a single journal (i.e. Journal of Service Management - JOSM).
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Table 2.6 - Journal impact in terms of interdisciplinary diversity

Rank

10

Journal

Journal of the
Academy of
Marketing Science

Journal of
Marketing

Marketing Theory

Industrial Marketing
Management

Journal of Service
Research

Journal of Retailing

Journal of Service
Management

Journal of Business
& Industrial
Marketing

European Business
Review

Communications of
the ACM

761

544

300

201

193

133

100

71

61

a7

TLCS TLCS/t

115.63

55.50

45.61

37.73

28.45

16.63

23.08

11.33

8.71

5.22

1401

1934

457

601

585

256

236

117

114

366

TGCS TGCS/t

216.17

207.26

73.21

121.86

99.97

33.25

59.13

19.63

16.29

40.67

Research
Area

Marketing

Marketing

Marketing

Marketing

Sector studies

Marketing

Sector studies

Marketing

General
Management

Computing &
Information
Technology

2015

4*

Ratings

2010

2009

To further understand this impact, measures other than output have been considered (total

local citations (TLCS), the total global citations (TGCS) and their corresponding citations
received per year (TLCS/t and TGCS/t)). The Journal of the Academy of Marketing

Science is the leading publication in this regard (see table 2.6), with a TGCS of 1401 and

a TGCS/t of 216.17. Moreover, in terms of the journals’ ratings, six out of the top ten are

rated 3 or above, with particular highlight for the Journal of Marketing that is rated as 4*

according to the ABS academic journal quality guide (CABS, 2015).
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Following Fetscherin and Usunier (2012) approach, to obtain a clearer understanding of

the output factor versus the impact of the research published, the decision was made to

combine the results from the above two tables, considering only those journals that

presented an average GCS per year since its publication date (i.e. TGCS/t) equal or higher

than one. This resulted in a total number of 67 journals, which for the purpose of

simplicity will be identified from now onwards by their abbreviations (see key in Table

2.7 for the journal name corresponding abbreviation). This correlation led to the

appearance of four main categories of journals as seen in figure 2.4.

Table 2.7 - Journal related abbreviations

Key:

Journal name

JOURNAL OF SERVICE MANAGEMENT
INDUSTRIAL MARKETING MANAGEMENT
MARKETING THEORY

JOURNAL OF THE ACADEMY OF MARKETING
SCIENCE
JOURNAL OF SERVICE RESEARCH

MANAGING SERVICE QUALITY
EUROPEAN JOURNAL OF MARKETING

JOURNAL OF BUSINESS & INDUSTRIAL
MARKETING
JOURNAL OF SERVICES MARKETING

JOURNAL OF MACROMARKETING
EUROPEAN MANAGEMENT JOURNAL
EXPLORING SERVICES SCIENCE

JOURNAL OF BUSINESS RESEARCH
JOURNAL OF MARKETING

DECISION SCIENCES

JOURNAL OF PUBLIC POLICY & MARKETING

EXPERT SYSTEMS WITH APPLICATIONS
IBM SYSTEMS JOURNAL

INTERNATIONAL JOURNAL OF LOGISTICS
MANAGEMENT

INTERNATIONAL JOURNAL OF PRODUCTION
ECONOMICS

JOURNAL OF BUSINESS ETHICS

JOURNAL OF BUSINESS-TO-BUSINESS
MARKETING
JOURNAL OF SUPPLY CHAIN MANAGEMENT

PRODUCTION PLANNING & CONTROL

Abbreviation
JOSM

IMM

MT

JAMS

JSR

MSQ
EIM
JBIM

JSMKT
JMM
EMJ
ESS
JBR
M

DS
JPPM

ESWA
IBMSJ
1JLM

IJPE

JBE
JBBM

JSCM

PPC

Journal name

EUROPEAN SPORT MANAGEMENT QUARTERLY
JOURNAL OF INTERNATIONAL MARKETING

MIS QUARTERLY

JOURNAL OF CUSTOMER BEHAVIOR

INFORMATION SYSTEMS AND E-BUSINESS
MANAGEMENT
INTERNATIONAL JOURNAL OF ADVERTISING

INTERNATIONAL JOURNAL OF DESIGN

INTERNATIONAL JOURNAL OF ELECTRONIC
COMMERCE

INTERNATIONAL JOURNAL OF INFORMATION
MANAGEMENT

INTERNATIONAL JOURNAL OF MANAGEMENT
REVIEWS

INTERNATIONAL JOURNAL OF OPERATIONS &
PRODUCTION MANAGEMENT
INTERNATIONAL JOURNAL OF PHYSICAL
DISTRIBUTION & LOGISTICS MANAGEMENT
INTERNATIONAL JOURNAL OF PROJECT
MANAGEMENT

INTERNATIONAL JOURNAL OF RESEARCH IN
MARKETING

INTERNATIONAL JOURNAL OF SERVICE
INDUSTRY MANAGEMENT

INTERNATIONAL JOURNAL OF TOURISM
RESEARCH

JOURNAL OF BUSINESS LOGISTICS

AUSTRALASIAN MARKETING JOURNAL

JOURNAL OF MANAGEMENT INFORMATION
SYSTEMS
JOURNAL OF RETAILING

JOURNAL OF TRAVEL RESEARCH

INTERNATIONAL JOURNAL OF HOSPITALITY
MANAGEMENT

JOURNAL OF PRODUCT INNOVATION
MANAGEMENT

SERVICE SCIENCE, MANAGEMENT AND
ENGINEERING EDUCATION FOR THE 21ST
CENTURY

Abbreviation
ESMQ

JIm

MISQ

JCB

ISEM

IJA
1JD
IJEC

1JIM
IJIMR
IJOPM
IJPDLM
IJPM
IJRM
1JSIM
JTR

JBL
AMJ
JMIS

JR

JTR
IJHM

JPIM

SSMEE
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SERVICE INDUSTRIES JOURNAL SN TOTAL QUALITY MANAGEMENT & BUSINESS TQMBE
EXCELLENCE

TECHNOVATION TECH SERVICE BUSINESS SB

TOURISM MANAGEMENT ™ SCANDINAVIAN JOURNAL OF MANAGEMENT SIM

COMMUNICATIONS OF THE ACM CACM TECHNOLOGICAL FORECASTING AND SOCIAL TFSG
CHANGE

EUROPEAN BUSINESS REVIEW EBR JOURNAL OF COMPUTER INFORMATION JCIS
SYSTEMS

SERVICE SCIENCE SS ANNALS OF TOURISM RESEARCH ATR

CALIFORNIA MANAGEMENT REVIEW CMR DECISION SUPPORT SYSTEMS DSS

ORGANIZATIONAL DYNAMICS oD PSYCHOLOGY & MARKETING PM

ACADEMY OF MANAGEMENT LEARNING & AMLE SUPPLY CHAIN MANAGEMENT-AN SCM

EDUCATION INTERNATIONAL JOURNAL

PUBLIC MANAGEMENT REVIEW PMR

The first batch was labelled as the “rising achievers” journals, represented by those that
are below the average output (6.07 articles) but above the average impact (TGCS/t =
17.50), and corresponds to the 3 journals (i.e. CACM, JR, IBMSJ) in the blue area. The
second group identified is that of those journals with an above the average output but
below the average impact, and were labelled as the “silent workers”, and corresponds to
7 journals (i.e. S, TM, ESS, JIMM, JSMKT, EJM, MSQ) in the yellow area. The third
group comprises those journals with both a higher than average output and impact,
corresponding to 9 journals (i.e. EMJ, JBIM, JBR, MT, JSR, JM, JAMS, JOSM, IMM),
labelled as the “path makers” journals and are represented in the white area. The fourth
and final group is that of those journals within the mean values of journal output versus
its impact, corresponding to the remaining 48 journals, represents the largest number of
journals identified in the dataset, and which were labelled as the “early days”. They are

located in the pink area.

Overall, when considering which are the journals that are the most influential and
prominent in this field of research, they are located in the white area, labelled as the “path
makers” journals, with a particular highlight to the journals inside the full blue circle (i.e.
Journal of the Academy of Marketing Science (JAMS) and the Journal of Marketing
(JM)), with a highly significant number of total global citations received per year (i.e.
TGCS/t of 216.17 and 207.26) respectively, with the particularly that the later achieved
this result with a much lower number of articles published concerning this subject.
Whereas, in regards to the most productive journals- those in the red circle - four stand

out in this respect (i.e. the Journal of Service Research (JSR), the journal of Marketing
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Theory (MT), the Journal of Service Management (JOSM), and the Industrial Marketing
Management (IMM)). Special reference needs to be made to the Industrial Marketing
Management (IMM) journal, since it has been able to achieve a better fit between the
output and the number of citations achieved, with 39 articles published and a score of
121.86 total global citations per year. In respect to the three journals labelled as the “rising
achievers”, these also reveal a high degree of potential, as they have an above average

impact value even though they have a very small number of publications.

At the other extreme, we have the “silent workers” (i.e. Services Industry Journal (S1J),
Tourism Management (TM), Exploring Services Science (ESS), Journal of
Macromarketing (JMM), Journal of Service Marketing (JSMKT), European Journal of
Marketing (EJM), Managing Service Quality (MSQ)), 7 journals with several
publications but lacking the necessary ratification as their citation value is still below the
average. Finally, a closer look of the fourth batch of journals labelled “early days” is
presented in figure 2.5. This provides a clearer view of this category and reveals that there
are two journals (i.e. EBR and JBL) that show potential for growth in terms of future
impact and number of articles published, as they are very close to the mean value (i.e.
6,07; 17,50). They are followed by three other journals (i.e. CMR, ESMQ and IJPE)
which also show potential for increasing their influence on this subject and becoming

future reference points.
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Figure 2.4 — Output versus impact of journals
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Figure 2.5 — Output versus impact of journals (detailed view)
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Note: Since there are 48 journals in this section (i.e. “Early days” journals), we used a
cut-off of total global citations per year of 2 for readability purposes.
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2.6. Discussion and Limitations

This study followed a multi-step bibliometric approach to the S-D logic research field.
This allowed for the realisation of a broader and inclusive view of the key issues and a
portrayal of this particular subject since its first identified publication in 2004. The article
has demonstrated that there has been a continuous incremental rise in terms of yearly
output in the ten-year period analysed, only briefly interrupted in 2007, with a
quadrupling of publications shortly afterwards. This latter tendency was maintained in
the following years, during which more than half of all existent publications up to mid of
2014 were produced. Only a quarter of the total publications in S-D logic derive from the
first four years of publications (2004-08), albeit this being the time period that
incorporates the two articles with the highest annual citation scores (i.e. Vargo and Lusch
(2004; 2008)). Moreover, when analysing the top 10 articles identified in this study it
becomes clear that even though the main focus of some of them is on other subjects they
still contribute more broadly to this field of research by addressing issues that are
intrinsically linked to it, revealing the dynamic nature of this field of research; something
also evident in terms of the geographical spread of the institutions responsible and the
subject area’s interdisciplinary approach. Twenty-five different research areas have been
identified, albeit with the prominence of business economics, and a range of centres of
excellence is manifest, with 495 institutions from 46 countries, participating, of which
two non-Anglo-Saxon countries (i.e. Finland and Sweden) emerge as being the most
significant. In fact, the most prolific institution is the Karlstad University in Sweden
followed by the Hanken School of Economics in Finland. In spite of this the Anglo-Saxon
influence is evident as more than half of the research originates from it. The USA, in
particular, with five universities in the top ten, confirms for this research area that
country’s prominence in marketing research in general as in many other areas of science
(Melitz, 1999). This general tendency is also present regarding the types of research
implemented, since the vast majority of records are either, articles or proceedings papers,

and all the remaining types of documents signify less than 10% of the overall research.

In respect to the journals’ impact analysis the main conclusion is that those journals that

clearly a dominate in this aspect are journals from the marketing field since seven out of
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the top ten journals identified are from that research area. They are followed by
Operations, Technology and management and Sector studies, with the particularity that
in respect to the later this delivers the highest number of articles in a single journal (i.e.
Journal of Service Management). Moreover, in terms of the journals’ rankings, five out
of the six first journals are ranked as 3 or above (i.e. Journal of the Academy of Marketing
Science, Journal of Marketing, Journal of Industrial Marketing Management, Journal of
Service Research, and Journal of Retailing) with a particular highlight to the Journal of
Marketing, ranked as 4*.

Finally, for a deeper understanding on how this impact can be characterised further
analysis was deemed necessary, leading to the identification of four main groups of
journals. First, those with a high output but with low impact, labelled as the “silent
workers”, of which three journals clearly stand out in this respect (i.e. Managing Service
Quality Journal, European Journal of Marketing, and Journal of Services Marketing).
Secondly, those journals with a high impact but low output, labelled as the “rising
achievers”, in which the Journal of Retailing clearly stands out as being the most
influential one, followed by the IBM Systems Journal and the Communications of the
ACM, these last two being practitioner journals. The third group, labelled as the “early
days”, contained those journals bellow the mean values of journal output versus its
impact, and is the most representative group with 48 journals from various research areas,
underlining the diverse nature of the research about Service dominant logic. Finally, the
fourth and final group, labelled as the “path makers”, comprised the most influential and
more productive journals. Where two main clusters were identified, the first one (circled
with full blue line), included the Journal of Marketing and the Journal of the Academy of
Marketing Science due to their high output values. The second one (circled with a dashed
red line), included the Journal of Service Research, Journal of Service Management, the
Marketing Theory, and the Industrial Marketing Management. The last of these stands
out when considering the ratio between the number of articles published and their impact
factor.

As it is of crucial importance to pursue a multidisciplinary approach in the social science

of medicine to help speed-up knowledge development and the discovery of new
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treatments and cures (the same rationale is suitable for the social sciences more
generally), our analysis makes an important contribution for academics interested in S-D
logic because we outline, structure, and identify the most prolific and relevant research
centers (i.e. universities), countries and journals in this field of research and that should
be taken into consideration when conducting future research on S-D logic. We also
present a valuable overview of the research history, in regard to its yearly output, types
of publications and identify established and also potential research areas. In that respect,
we provide a quick reference guide for interdisciplinary researchers, business consultants,
and marketers that might be interested in the subject of S-D logic and want to further their

level of knowledge.

Irrespective of the merits of this study, it is also important to consider the limitations of
the approach followed, to identify potential avenues for future research. First, although
the dataset considered is fairly inclusive, and the results were derived from the top ranked
marketing journals, the possibility remains that other journals may have been left aside.
Consequently, it cannot be fully claimed that an exhaustive dataset has been generated
(i.e. Thomson Reuters Web of Science) and thus the results presented should be perceived
as valid only within these constrains. Secondly, due to the dynamic nature of this field of
research a longitudinal approach should also be considered, through a periodic replication
of this study, combining the quantitative characteristics identified with a qualitative
review as an incremental approach for future research. Finally, other research approaches
should be used to complement this study by pursuing a more individualised analysis,
focusing on the scholars, their scientific work, and their personal research networks
including the PhD students they have trained, as well as utilising other bibliometric

approaches (e.g. main-path visualisation) and social network analysis.
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Notes

1 They have published a series of articles contesting the novelty and utility of this approach.

2 Vargo and Lusch’s (2004a) seminal article was published in the Journal of Marketing. It is
that journal’s most cited article since 2000 and won the AMA Maynard Award for ‘Best
Theoretical Contribution in Marketing’.

3 The impact factor is based on a mathematical formula that divides the number of citations of a

journal’s material by the number of citable materials published by that same journal (Kurmis,
2003).

4 Including the following citation databases (Science Citation Index Expanded (SCI-
EXPANDED) — 1900—present; Social Sciences Citation Index (SSCI) — 1900—present; Arts &
Humanities Citation Index (A&HCI) — 1975—present; Conference Proceedings Citation Index-
Science (CPCI-S) — 1990—present and Conference Proceedings Citation Index-Social Science &
Humanities (CPCI-SSH) — 1990—present).

5 In so to exclude any bias in the data considered for analysis regarding the database chosen
(i.e., TRWS), a research was conducted using the Scopus database with the same search
parameters being used. Where the initial results indicated 926 publications, and after reviewing
and analysing these, the final total results were of 498 publications, revealing lower number of
results than that obtained by using TRWS database. Furthermore, a high level similarity of
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records was identified, leading to the conclusion that no significant changes in the findings
would occur if a different database was chosen and if these articles were considered in the
analysis.

6 The h-index or Hirsch index is a metric that quantifies the amount of research conducted and
the relative impact of a researcher in a particular research field based on the set of the
researcher’s most cited papers together with the number of citations that they have received
(Alonso et al., 2009).

7 Local citation score (LCS) is the number of times a paper is cited by other papers in the local
collection, whilst global citation score (GCS) provides the citation frequency based on the full
Web of Science count at the time the data was downloaded (Garfield and Pudovkin, 2004).

8 Since the data considered is until June 2014, the yearly output analysis of this year reflects
only a partial reality. However, it still reveals a continuous output growth from the five months
analysed, since that in this short time period the number of publications equals the totals of 2009
and equals the totals of 2010 in terms of citations.
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3.1. Abstract

The present study analyses research conducted in Service Dominant Logic (S-D logic),
providing an overview of its intellectual structure. For that purpose, a structured approach
was adopted through the implementation of bibliometric methods, using co-citation
analysis combined with performance analysis and an integrative science mapping
approach, which considered a timeline, a graph, and a distance-based perspective. This
allowed the identification of the leading authors and of six clusters of articles based on
bibliographic coupling, along with the most prominent research themes clustered in five
subdomains of research based on co-occurrence of terms. The networks extracted show
the associations between the main articles and concepts treated by the S-D logic
community, unveiling the salient challenges and prospective expansion facing its future

theoretical and practical context.

3.2. Introduction

Over the years, the field of marketing has revealed its dynamic nature showing an
incremental theoretical evolution with several perspectives and insights emerging through
the vast research conducted on this topic, of which the service-dominant pre-theoretical
stance has been one of the most ground-breaking developments, gathering its share of
critical views only surpassed by its large number of followers. This new dominant logic
considers service to be the common denominator of exchange, embracing a process
orientation (service) instead of an output orientation (goods and services), where value
can only be co-created with the participation of several stakeholders (i.e. customers at a
micro-level perspective and economic and social networks at a macro-level perspective)
(Vargo & Lusch, 2016).

This novel concept has gained increasing relevance in the literature, with new
perspectives and applications introduced to the literature (e.g. logistics (Randall, Pohlen,
& Hanna, 2010), information technology (Yan, Ye, Wang, & Hua, 2010), hospitality
management (Shaw, Bailey, & Williams, 2011), among many others). However,

remarkably little consideration has been spent so far on exploring the whole existing work
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and denoting how research has evolved and shaped the research area of S-D logic. ‘Since
research can be cyclical (Daniels, 1991), one needs to take an occasional step back’
(Fetscherin & Usunier, 2012, p. 733) and examine existing literature. Therefore, our work
seeks to fill this gap by undertaking an in-depth view of the current literature with the
intent of shedding light on how scholarly research has performed in this particular area
of marketing, adopting a bibliometric author co-citation analysis combined with
performance analysis and an integrative science mapping approach. This is expected to
allow for a snapshot taken at a particular point in time of what is effectively a
continuously changing structure of knowledge (Small, 1993), with a high degree of
validity as it takes into account the entire research period of time since its first publication
in 2004.1 Furthermore, acquiring a clear comprehension of how all these perspectives and
subdomains relate to or built on each other is still lacking in academic literature, leading
to our decision to conduct an interdisciplinary literature review with the aim of answering

the following research questions:

RQ 1 — Who have been the most prolific authors in this field of research?
RQ 2 — Which are the seminal articles in the S-D logic literature?

RQ 3 - How is S-D logic research network structured?

RQ 4 — How did S-D logic research evolved ever since its emergence?

RQ 5 — What are the existing trends in S-D logic research?

The main contribution of this paper is to provide clarification and guidance to those
scholars interested in this field of research since it highlights key elements about the
research conducted on S-D logic, identifying its main authors and articles, the networks

and clusters of research concerning the prevailing terms used in this field.
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3.3. Definition and domain

3.3.1. The Service Dominant logic
Since the topic of this research is about S-D logic, it is important to begin by presenting

a brief outline of this meta-theoretical stance to marketing, which, according to its
‘founding fathers’ (Stephen Vargo and Robert Lusch), states that inherent to this
reshaping of marketing theory is the rationale that marketing as a discipline is progressing
towards a new dominant logic. Vargo and Lusch (2004a, 2004b, 2008a) based their novel
approach initially on 8 foundational premises (FPs), to which two more were added later
on (Vargo & Lusch, 2008b), and more recently further modifications resulted in the
current 11 FPs consolidated in 5 axioms (Vargo & Lusch, 2016). Collectively, these FPs
state that value must be comprehended on the basis of complex networks that belong to
dynamic service ecosystems, consisting of not only organizations and customers but their
contextual communities, and all remaining actors co-creating value in a dynamic way
(Edvardsson, Tronvoll, & Gruber, 2011; Vargo & Lusch, 2008c). Hence, whilst in the G-
D logic the focus is on service activities and on the transaction of products outputs, in the
S-D logic the focus is on examining collective processes and building continuous flows
(Aitken, Ballantyne, Osborne, & Williams, 2006). Furthermore, the S-D logic brings
marketing innovation to the forefront through the sharing of knowledge and new ideas
within the organization, and between the organization and key customers and suppliers
(Ordanini & Parasuraman, 2010), with continuous developments on current technologies
these interactions have become more feasible now. The proliferation of digital platforms
allowed for customers and organizations to interact at several points in the value chain.
Customers are more informed, connected, empowered, and involved, physically and
emotionally, in activities where they were not even considered before (Prahalad &

Ramaswamy, 2004).

By incorporating this perspective, goods are mere vehicles in the S-D logic value co-
creation process. Where actors are involved in resource integration and service exchange,
which are enabled by institutions and institutional arrangements generating service eco-
systems of actors. This perceived shift on the marketing narrative has been responsible
for the appearance of radically different business models (Vargo & Lusch, 2016). With
this in mind, consideration needs to be given to the elements of collaborative
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consumption, crowdsourcing, outsourcing, and to the factors that lead to changes in the

nature of the brand promise.

3.4. Methodology

3.4.1. Bibliometric research
Bibliometrics is considered nowadays as one of the truly rare interdisciplinary research

fields to encompass almost all scientific fields. This methodology incorporates
components from engineering, mathematics, life sciences, natural sciences, and social
sciences (Glanzel, 2003) such as marketing (Arnott, 2007), advertising (Kim &
McMillan, 2008), and communications (Pasadeos, Renfro, & Hanily, 1999).
Bibliometrics, as Pritchard defined it, is the ‘the application of mathematical and
statistical methods to books and other media of communication’ (1969, p. 349), and its
task, according to White and McCain’s (1989, p. 119) ‘is to provide evolutionary models

of science, technology, and scholarship’.

This role of bibliometric analysis is rooted in two fundamental premises: that researchers
tend ‘naturally’ to privilege ‘top-tier’ scientific journals for their publications; and that
there is a clear propensity for researchers to cite mainly those articles which reflect the
importance they attribute to them for the development of their own research (Van Raan,
2003), thus denoting the importance they attribute to them in developing their research
(Ramos-Rodriguez & Ruiz-Navarro, 2004).

The main method of bibliometrics typically incorporates citation analysis (Tu, 2012),
with measures of citation impact such as the usage of journal impact factors (Skoie, 1999)
and indicators of scientific collaboration such as social network analysis (Tu, 2012). By
demonstrating the existent associations between articles and the corresponding existent
number of citations, these analyses have been crucial contributors for high-lighting
pivotal works, in particular research areas, central theories and key research topics
(Borgman, 2000; Vassinen, 2006). Citation analysis considers a citation to be the basic
unit of analysis (Kim & McMillan, 2008) and is based on the linear correspondence that

those articles that have been greatly cited are those most probable to produce a greater
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impact on a particular research area. This analysis perceives these articles as clear
indicators of activity or relevance regarding a specific research topic, and a way to assess
both individual and clusters of research ‘quality’. Therefore, this type of analysis is far
more than a simple quantification of publications; it allows for the perception of nodes of

influence and maps out related research streams (Kim & McMillan, 2008).

3.4.2. Data-collection tool
The collection of data for analysis was carried out using Thomson Reuters Web of

Science (Web of Science) database. The adequacy of this database as a suitable tool for
biblio-metric research derives from a series of factors, first and foremost, from its
widespread use by previous authors in similar bibliometric research projects (Harzing,
2013), together with its broad and versatile coverage, thus fitting nicely with the
interdisciplinary character of the concept under analysis in this study. This is a key
platform for information in the sciences, social sciences, arts, and humanities, with 23,000
journals, 148,000 proceedings, over 40 million source items and 760 million cited
references (CR; Web of Knowledge Fact-sheet, 2014). Apart from its multidisciplinary
coverage of high-quality literature of several science fields in a unified platform, Web of
Science is recognized also for its selectiveness (i.e. the periodicals covered are selected

on the basis of quantitative criteria conjoined with expert opinion).

Contrasting with some other prior studies where the data used are obtained from journals
chosen by the peer researchers (Holsapple, Johnson, Manakyan, & Tanner, 1993; Ma,
Lee, & Yu, 2008; Walstrom & Leonard, 2000) in this study, the inclusion of the various
data-bases from Web of Science? performed as the foundation for conducting the analysis.
This is in line with Glanzel’s (2003, p. 12) statement that ‘books, monographs, reports,
theses and papers in serials and periodicals are units of bibliometric analyses’ and one
should not restrain the focus of analysis to the basic unit of bibliometric research (i.e. the
scientific paper). As King (2004) stated, this approach refers to methods of mathematical
and statistical analysis of articles that appear in publications and documents within
journals, conferences, and organizations, and more recently also incorporate e-books and

e-journals (Glanzel, 2003).
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3.4.3. Data-collection rationale
A reliable and comprehensive dataset was gathered by adopting a three-step approach.

The ‘keywords’ research approach was followed, by considering the four most used terms
in the literature to describe the service-dominant logic topic (i.e. service-dominant logic,
sd logic, s-d logic, service-dominant logic) in the title (e.g. T1 = (service-dominant logic)
OR TI = (sd logic) OR TI = (s-d logic) OR TI = (service-dominant logic)) or in the topic
(e.g. TS = (service-dominant logic) OR TS = (sd logic) OR TS = (s-d logic) OR TS =
(service-dominant logic)), which resulted in 1351 initial records.> The rationale for
conducting the search of these terms in more than one search option (i.e. both in the title
or in the topic) was to ensure that no relevant publication related to the subject of this
study was left unidentified, thus increasing the degree of confidence in the results
attained. In the following stage of the study, the suitability of content of the records
obtained in the first stage was analysed by reviewing the abstracts and considering the
KeyWords Plus feature in Web of Science,* which led to a refinement of the results to

819 adequate records.

Subsequent to this multi-step data-collection approach, in order to verify any potential
duplication of records and to obtain a more accurate characterization of this set of data
(Tu, 2012), a citation analysis was carried out using the Histcite software (Garfield, Paris,
& Stock, 2006). This, according to Garfield and Pudovkin (2004), allows for the detection
of references ranging from publications in the collection to publications outside the col-
lection (i.e. outer references or outer nodes) and resulted in the addition of 41 records,
culminating in a final total of 860 S-D logic-related scholarly research, beginning with its
first publication in 2004. This is in line with similar bibliometric studies, normally
adopting a range between ten and twenty-five years (e.g. Podsakoff, MacKenzie,
Podsakoff, & Bachrach, 2008; Tu, 2012).

After the final dataset was obtained and in order to assist the process of analysing and
presenting a visual representation of the existent citation relationships, HistCite™,
Pajek™ and VOSviewer™ software were used. HistCite™ has been widely used as a tool
to help users work with large datasets from Web of Science, with informetric data
revealing the evolution of the subject under scrutiny (Garfield et al., 2006). Garfield
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(2001) defined this process as akin to writing an ‘algorithmic historiography’. Contrary
to the historical reconstruction approach, grounded on a single narrative, the algorithmic
approach allows for more variety (Kranakis & Leydesdorff, 1989). The underlying
objective for the longitudinal citation network analysis, integrating the main path analysis
and the network analysis, are the scrutiny of knowledge nodes that have contributed the
most to the S-D logic field and the mapping of its research paradigms. Based on the
recognition that the citation network is an emergent property of the scientists’
undertakings (Fujigaki, 1998) and on the paradigm that scientific progress is understood
as a series of chronological events (Garfield, Sher, & Torpie, 1964), one can assume that
the network, shaped by the relations between the most frequently cited documents,

denotes the intellectual structure from which additional developments occur.

3.5. Research findings

In the event, the research conducted amounted to publications from 1610 authors,
published in 274 journals, with a global citation score (GCS) of 14640 corresponding to
an average citation per item of 21.00, a total of 30116 CR, corresponding to a h-index of
52,° which — according to Hirsch’s (2005) benchmark — denotes the outstanding relevance
of this topic to the field of marketing, only after 13 years of research. This conclusion is
reinforced by the initial overall characterization, combining several descriptive analyses
(Tu, 2012), resulting in the following grand totals results: Local citation scores (LCS) of
5129, a total local citation score excluding self-citations (LCSx) of 4689, and 55673 CR.
The corresponding mean scores were: LCS 5.96, LCSx 5.45, CR 64.74, where the number

of records dating back six years or older only represent 30.1% of the total dataset.®

With regard to the yearly output, there is a continuous growth since the first research
publication in 2004, only interrupted in the years 2012 and 2014, where a slight decrease
of minus one article in the former and minus four articles in the latter is evident.
Interestingly, these two periods were superseded by the biggest output increases on
subsequent years, during the three-year period (i.e. 2009-2011) and the two-year period
(i.e. 2012-2013), which combined represent 49.9% (n = 430) of the publications
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regarding S-D logic research. The dynamic nature of this field is corroborated by the fact
that around 70% (n = 601) of the articles were published in the last six years (cf. Figures
3.1and 3.2).

Figure 3.3 denotes the importance of some of the most significant published articles in
this field of research, particularly the seminal ones by Vargo and Lusch (2004a, 2008b)
and those by Vargo and Lusch (2011), Chandler and Vargo (2011), Edvardsson et al.
(2011), and Gronroos (2011). This set of articles are the principal reason why 2004, 2008,
and 2011 present the highest annual citation scores, a conclusion confirmed by the top

articles analysis, as shown in Table 3.3.

200092

2008 2009 2010 2011 2012 2013 2014 2015 2016

=== Publications ==@==Percent

Figure 3.1 - Published items per year
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In answering the first research question (i.e. RQ1- Who have been the most prolific
authors in this field of research?) it was considered that a clearer depiction would be

achieved by applying a threshold of more than 5 articles published, resulting in a total of
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22 authors identified. Among these, two main distinctions emerge after a more careful
analysis. First, the most preponderant authors regarding this topic are Stephen Vargo and
Robert Lusch. Their combined scores represent more than 8% of the overall identified
records on this subject. This does not come entirely as a surprise since these authors are
the founding fathers of S-D logic and have both been active advocates of this pre-
theoretical approach. At a subsequent level there is a wide variety of authors who have
also conducted research on the topic of S-D logic, contributing to its development in an
array of topics, in a constructive but also in a critical way, with a particular emphasis to
Bo Edvardsson and Christian Gronroos, who reached third and fourth positions as first
authors, respectively. These are followed by other authors such as Melissa Akaka, Pennie
Frow, Per Skalen, Roderick Brodie, Evert Gummesson, and Christoph Breidbach (c.f.
Table 3.1), thus completing the remaining authors of the top 10 list. Moreover, our study
discloses a pattern of continuous evolution and diversity regarding the research con-
ducted in S-D logic, substantiated by the 22 authors who have published more than 5
articles on this research topic but also by the 1610 identified authors who have published
their research integrating this topic.

Furthermore, when combining the number of publications with two other metrics (i.e.
TLCS and TGCS) (c.f. Table 3.2), 16 top authors emerged, divided into three layers of
relevance. The main authors in S-D logic based on their level of production and influence
are Vargo, Lusch, Edvardsson, Gronroos, and Frow, as they appear in all three metrics
(double line cells in Table 3.2). They are followed by a second layer of authors that
although not appearing in the top ten in terms of production are still highly influential as
they appear in the TLCS and TGCS metrics (i.e. Storbacka, Payne, and Maglio) (dashed
line cells in Table 3.2). Finally, on the extreme opposite we have those authors that
although having a high number of publications did not reach the same status regarding
their level of influence (i.e. Gummensson, Akaka, Skalen, and Breidbach) (full bold line
cells in Table 3.2). In the case of these three last authors, this can be associated with the
fact that they are comparatively new in the S-D logic research field, as their first article

was only published five years ago or even more recent than that.
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Table 3.1 - First author’s ranking by number of publications (threshold > 5 articles

published resulting in 22 authors)

Rank Author Records Percentage TLCS TLCS/t TLCSx TGCS TGCS/t TLCR
1 Vargo SL 41 4.8 2274 27850 2085 5725 641.00 242
2 Lusch RF 31 3.6 2016 244.77 1850 5181 568.23 186
3 Edvardsson B 25 2.9 218 36.74 192 473 79.24 200
4 Gronroos C 14 16 299 60.42 268 654 129.56 122
5 Akaka MA 9 1.0 70 21.67 55 116 35.58 84
6 Frow P 9 1.0 308 4378 289 790 101.79 86
7 Skalen P 9 1.0 56 13.67 42 101 23.83 100
8 Brodie RJ 8 0.9 105 20.29 96 515 107.01 47
9 Gummesson E 8 0.9 107 12.20 97 176 22.15 41
10 Breidbach CF 7 0.8 16 550 6 23 817 75
11 Maglio PP 7 0.8 132 1824 125 406 53.19 33
McColl-Kennedy
12 JR 7 0.8 13 533 10 140 33.67 73
13 Payne A 7 0.8 101 19.00 90 242 40.54 76
14 Tronvoll B 7 0.8 100 18.17 91 221 39.87 59
15 Cova B 6 0.7 106 1493 100 331 43.99 47
16 Gustafsson A 6 0.7 33  6.00 26 114 23.00 45
17 Heinonen K 6 0.7 74 11.98 64 121 19.71 41
18 Kosaka M 6 0.7 1 025 0 0 0.00 14
19 Polese F 6 0.7 21 285 14 43 647 25
20 Richey RG 6 0.7 11 1.67 5 48 7.94 38
21 Tokman M 6 0.7 23 3.67 16 64  9.61 37
22 Witell L 6 0.7 39 6.87 33 96 17.11 40
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Table 3.2 - The main authors by production and influence

Authors
Rank by Records by TLCS by TGCS
1 Vargo SL (41) Vargo SL (2274) Vargo SL (5725)
2 Lusch RF (31) Lusch RF (2016) Lusch RF (5181)
3 Edvardsson B (25) Frow P (308) Frow P (790)
4 Gronroos C (14) Gronroos C (299) I Storbacka K (727) :
5 Akaka MA (9) { Storbacka K (218)JI|| Groénroos C (654)
6 Frow P (9) Edvardsson B (218) IL ayne AF (544)J|
[ [ o o e e o ey
7 Skalen P (9) { Payne AF (187)_’ Brodie RJ (515)

8 Brodie RJ (8) O’Brien M (185) | Edvardsson B (473)

O —————————— —————

Maglio PP (107) Maglio PP (406) :

10 Breidbach CF (7) Ballantyne D (115) Spohrer J (373)

9 Gummesson E (8)

Table 3.3 - Ranking of the top 10 articles in the collection sorted by GCS/t

Rank Author/Year Journal  LCS LCS/t LCSx GCS GCs/t
1 Vargo and Lusch (2004a) M 697 53.62 653 2566 197.38
2 Vargo and Lusch (2008b) JAMS 503 55.89 468 1011 112.33
3 Payne et al. (2008) JAMS 187 20.78 181 544  60.44
4 Gronroos and Voima (2013) JAMS 82 20.50 78 174 4350
Brodie, llic, Juric, and Hollebeek
5 (2013) JBR 14 350 12 153 38.25
6 Vargo and Lusch (2011) IMM 111 18.50 90 215 35.83
7 Lusch et al. (2007) R 185 1850 170 354 35.40
8 Edvardsson et al. (2011) JAMS 82 13.67 75 181 30.17
Brodie, Hollebeek, Juric, and Ilic
9 (2011) ISR 30 5.00 29 181 30.17
10 Vargo and Lusch (2016) JAMS 19 19.00 17 29 29.00
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With regard to understanding which articles play a more relevant role in this field of
research (i.e. RQ2— Which are the seminal articles in the S-D logic literature?), a dual
approach was pursued, first by ranking them according to their total average global
citations received per year (GCS/t) so as to identify the most influential articles published
(c.f. Table 3.3), complemented by an analysis of local citations in the ending (LCSe) to
identify those articles that have received a higher number of citations in more recent years,
providing a clearer view of which articles have been continuously driving this field of
research (c.f. Table 3.4). Nevertheless, other indicators were also included in Tables 3.3
and 3.4 in order to provide a broader perspective of the papers’ relevance to the collection.
We highlight the local citations received within the retrieved articles (LCS), as a

fundamental indicator in the network analysis that follows.

Table 3.4 - Ranking of articles in the collection sorted by LCSe

Rank Author/Year Journal LCSe LCS LCS/t LCSx GCS GCS/t
1 Vargo and Lusch (2004a) M 282 697 53.62 653 2566 197.38
2 Vargo and Lusch (2008b) JAMS 245 503 55.89 468 1011 112.33
3 Payne et al. (2008) JAMS 105 187 20.78 181 544 60.44
4 Vargo and Lusch (2011) IMM 84 111 1850 90 215 35.83
5 Lusch et al. (2007) R 74 185 1850 170 354 35.40
6 Edvardsson et al. (2011) JAMS 67 82 13.67 75 181  30.17
7 Chandler and Vargo (2011) MT 60 77 12.83 62 135 22.50
8 Gronroos (2011) MT 53 71 11.83 65 164 27.33
9 Lusch, Vargo, and Tanniru (2010) JAMS 49 85 12.14 72 186  26.57
10 Maglio and Spohrer (2008) JAMS 41 85 9.44 83 241 26.78

The analysis of the above table reveals several important articles from different authors,
where Vargo and Lusch stand out with their two seminal articles achieving the highest
GCS/t scores (i.e. the 2004 article in the Journal of Marketing and the 2008 article in the

Journal of the Academy of Marketing Science). The influence of these two authors is
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further corroborated by three other articles published by them in 2007, 2011 and 2016 in
the Journal of Retailing, the Industrial Marketing Management and the Journal of the
Academy of Marketing Science, the first one published in co-authorship with Matthew
O’Brien.

Nonetheless, other articles have also proved their preponderance in the development of
S-D logic research. Beginning with Payne, Storbacka, and Frow (2008) article, where the
authors debate about the importance of co-creation of value, one of the FPs (i.e. Axiom
2/FP6) of S-D logic. The other article is from Edvardsson et al. (2011), which addresses
the issue of value co-creation in context. Furthermore, it is important also to mention that
while some of the articles in this table are not mainly centred on the S-D logic theme, as
it is the case with the articles of Gronroos and Voima (2013) and Brodie et al. (2011,
2013). These still present a valuable contribution to this field of marketing, highlighting

once again the multidisciplinary perspective that characterizes research on S-D logic.

Whilst the identification of the most-cited articles in this field of research is a clear
indicator of their relevance and how the S-D logic area has been structured up to now, it
is also important to try and identify those articles that, in more recent years, have gathered
more attention from other authors, a likely indicator of future trends. In view of this, an
analysis based on the LCSe metric was pursued (c.f. Table 3.4), unveiling the relevance
of several of the aforementioned articles, with the exception of four articles (i.e. Brodie
etal., 2011, 2013; Gronroos & Voima, 2013; Vargo & Lusch, 2016) that no longer appear
in the top 10 articles, being replaced by the articles from Chandler and Vargo (2011),
Gronroos (2011), Lusch et al. (2010), and Maglio and Spohrer (2008), which are
positioned in the last four places in the top 10 rank of those research sources that are
continuously setting and dictating the trend in this field of marketing.

3.5.1. Network analysis
To further understand the influence of these authors and their articles in a collective way,

a three-step approach was implemented. First by using the HitsCite™ software to produce

a timeline-based visualization that reveals a network based on the logic of the sharing of
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common links to each other. Through a graphical representation, one can identify the
leading articles and the respective authors chronologically, the numerous citations and
extensive interlinks, providing an undeniable indication of their prestigious status in the
field of S-D logic (i.e. RQ3—How is S-D logic research network structured?). As Kranakis
and Leydesdorff (1989) stated, the algorithmic approach implemented by this software is
much more than a mere historical reconstruction grounded on a single description, thus
providing a more diverse perspective. On the second stage of this approach, the Pajek™
software was used to assist on the analysis and visualization of the main paths and key
route of that particular set. On the third and final stage, the VOSviewer™ software was
implemented to further clarify the fundamental articles and their interconnection but also
to identify the hot-topics in the S-D logic field of research through the visualization of
distance-based maps in a network, overlay and density perspectives. This is in line with
Tu’s (2012) statement that network analysis tools can be used to display the relationships
within a specific collection and identify the strongest links and core areas of interest in a

particular field of research.

By using HistCite™ software, the 68 most highly cited documents with a threshold LCS
value of 15 were identified and mapped (cf. Figure 3.4), surpassing Garfield’s (2003) rec-
ommendation of 25-50 articles when reviewing a new topic, thus avoiding loops in the
citation network, which normally occur by using all the retrieved documents. Therefore,
the resultant historiograph depicts the most influential articles, since the most-often-cited
documents are often perceived to be central to the fruition of further research in a
particular field (Griffith, Small, Stonehill, & Dey, 1974), their historical evolution, and
citation links. Where each article corresponds to a node, sized according to the number
of citations a publication has received, denoting its influential nature on a particular
research topic. Moreover, even though there is a tendency for its algorithm to favour older
publications, given that it is based on total citations of documents, in the particular case
of research concerning S-D logic this is only partially true, due to the fact that the top-10
most-cited documents range from 2004 to 2011, and the number of records with six years

old or older only represent 30.1% of the total dataset.
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From the analysis of Figure 3.4, it can be observed that the years with a greater number
of highly cited articles are 2008, 2009, and 2011, demonstrating not only how prolific
these years were but also the quality of research produced. Challenging the usual pattern
of the publication cycle, which tend to favour publications from the early stages of
research. Furthermore, 6 of the 10 most highly cited articles were published by Vargo and
Lusch, corroborating that these authors still play a considerable part in the momentum of
this research field. However, this role shared with other authors is also responsible for the
publication of pivotal articles, of which we highlight the 4 that complete the top-10 list
of the most-cited articles. The first one, ranked in third position, is from Payne et al.
(2008), followed by Maglio and Spohrer’s (2008) article, ranked in seventh position. The
third one, ranked in ninth position, is from Edvardsson et al. (2011), and finally, ranked
in tenth position, is the article from Grénroos and Voima (2013). All these authors

published in the Journal of the Academy of Marketing Science.

According to Lucio-Arias and Leydesdorff (2008), the citation relationships between
these documents can be exported to other programs for further analysis of networks, such
as the main path analysis (Batagelj, 2003). For this purpose, the option in HistCite’s graph
maker was used to export data to the Pajek™ software (De Nooy, Mrvar, & Batagelj,
2005); this tool came as a natural option in studying and producing the corresponding

visualizations of the main paths and key route path of research in S-D logic.

3.5.2. Main path analysis
Main path analysis follows the rationale that knowledge transports itself through citations

(Calero-Medina & Noyons, 2008), where a citation that is a key protagonist in the paths
between several articles is logically perceived as more significant than a citation with
lesser relevance in the establishment of a link between articles (De Nooy et al., 2005).
However, it is important to highlight that the main path method does not consist of an
arithmetic sum of the determined number of citations received. Instead it is the concurrent
computations of all the possible paths through the entire set, calculating the connectivity
of the links in terms of their degree centrality and outlining the path formed by the nodes
with the highest degree (Mina, Ramlogan, Tampubolon, & Metcalfe, 2007). These main
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path algorithms enable us to establish the structural pillar of a particular stream of
literature (Hummon & Doreian, 1990; Hummon & Carley, 1993; Batagelj, 2003; De

Nooy et al., 2005) (i.e. RQ4— How did S-D logic research evolved since its emergence?)

From the different existing methods of assigning traversal weights (i.e. Search Path Count
(SPC); Search Path Link count; Search Path Node Pair), this study followed Batagelj
(2003) recommendation and implemented the SPC, which computes from source to sink
vertices, where sources are the origins of knowledge while sinks are the end points of
knowledge dissemination (Liu & Lu, 2012).

Following Liu and Lu’s (2012) approach to main path analysis, an integrated logic was
implemented. This provides the opportunity to uncover several paths regarding S-D logic
research, beginning with the analyses of the standard forward local main path and the
single backward local main path (cf. Figure 3.5), combined with the standard global main
path and the key root search path as a way to guarantee that significant top links in the
citation network were included in the main paths (cf. Figure 3.6). Furthermore, the results
obtained were applied in Figures 3.7 and 3.8 to enrich the output of this timeline-based

visualization of publication citation network.

3.5.3. Forward and backward local main paths
Figure 3.5 presents two perspectives of local main paths. The forward main path denotes

the knowledge diffusion from a local dissemination perspective, and the backward main
path discloses the important roots of the current active ideas. An inclusive analysis of
both sets reveals chronological relatively stable structures, with a similar sequence of
connecting nodes and very few alternative relevant paths between 2004 and 2016 articles
(nodes 1 and 793); the exception to this occurs in the initial stage. First, with the direct
link between the foundational article (node 1) and the article from Vargo and Lusch
(2008b). Secondly, with the presence of Lusch, Vargo, and Malter (2006) article in the
local forward main path. This shows that this latter article has an important role in
knowledge diffusion but it is not an important root of the current active ideas, since it did

not appear in the local backward main path.
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The exact opposite occurs concerning more recently published research, with the presence
of Gronroos’ (2011) article in the local forward main path, a paper that critically analyses
the rationality behind value co-creation in S-D logic. This article is replaced by Chandler
and Vargo’s (2011) article in the local backward main path, which focus on the role of
context in service provision and in market co-creation. Demonstrating that although the
latter article does not have as an important role in knowledge diffusion as the former, it
is clearly one of the important roots of the current active ideas in S-D logic research

literature.

Moreover, six more articles (i.e. nodes 9, 42, 52, 65, 212, 430) appear in the middle part
of both main paths, verifying that the grounding of this field is also influenced by other
articles. So, whilst the preponderance of the two founding authors of S-D logic (i.e. Vargo
and Lusch) is evident up to this stage of the research, regarding their role as important
roots of the current active ideas and in knowledge diffusion, other authors are becoming

important players in this field as well.

With regard to more recent years, a split is evident after the article published in the Journal
of Academy Marketing Science from Gronroos and VVoima (2013), on the topic of value
creation and co-creation in a service logic perspective, leading to the appearance of two
streams in the literature. First, with Gronroos and Gummerus (2014) article, which
compared the service perspectives of service logic and S-D logic and critically evaluated
the view of the latter regarding co-creation and value co-creation. Secondly, with the
Vargo and Lusch (2016) article, which addresses some of the critiques made previously
by other authors and corroborates the evolving nature of this topic. This identified split
in the main path analysis presents a clear indication of their importance to referencing in
subsequent works (Yin, Kretschmer, Hanneman, & L1U, 2006), and shows their influence
in the future of S-D logic, even though in a critically manner as it is the case of Christian

Gronroos.
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3.5.4. Global and key route main paths
To further the analysis and address the potential problem that the link with the highest

traversal count may not always be included in the main path, we decided to look at the
global main path as it complements the local main path in an overall-maximum
perspective, followed by a key route search, as this views the main path as an extension
of the most significant link and begin a search from both ends of the key route rather than
from the sources (Liu & Lu, 2012).

Regarding the global main path analysis (cf. Figure 3.6), it reveals quite similar results,
with almost all the same articles as in the backward local main path, with the only
difference consisting in the inclusion of Grénroos (2011) article in substitution of the
Chandler and Vargo (2011) article. Moreover, in comparison to the forward local main
path, this analysis presents an even more stable structure mainly through the elimination
of the two articles from the earlier years of this research field (i.e. nodes 3 and 9).

However, when considering the key root analysis (c.f. Figure 3.6), a wider and more
inclusive perspective emerges, presenting four new articles and several links not evident
in the previous analyses. This analysis presents a similar initial structure as the forward
local main path analysis with the addition of the connection between Lusch, Vargo, and
O’Brien (2007) and the article from Vargo and Lusch (2008a). Two other connections,
not shown in previous analyses, emerge in the middle part of this main path structure: (i)
between the former mentioned article and the article of VVargo (2009); (ii) through a direct
link between the articles of Vargo and Lusch (2008a) and the Vargo (2008).

Furthermore, when considering the last five years of S-D logic research, two major paths
emerge. The first one composed of three articles from Gronroos published in 2011, 2013,
and 2014, where the first two link to VVargo and Lusch (2011) article and to Chandler and
Vargo (2011) article, respectively. This realm of the research focuses more on value
creation and co-creation in service logic, presenting a critical perspective to S-D logic
approach on these aspects. On the other spectrum of the research four articles emerge,
first with two articles from Akaka (i.e. Akaka and Chandler (2011) focusing on roles as
resources, and Akaka, Vargo, and Lusch (2013) focusing on the complexity of context),

and with the article from Lusch and Nambisan (2015) on the topic of service innovation.
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The two latter articles connect then to the end note of this key route analysis, the article
from Vargo and Lusch (2016) which presents changes to its FPs and specification of its
axioms and addresses some of the critiques that have been made to S-D logic regarding
co-creation of value, mainly to FP6. Thus, rendering as logical that a strong link between

this article and that of Grénroos and VVoima (2013) occurs.

Moreover, of the 16 identified documents that constitute the backbone of S-D logic, some
are not necessarily the most highly cited ones. This is due to the fact that whereas the size
of the node is determined in HistCite™ by the number of citations a document received
in the full set, the inclusion of a document in the main path depends on the position of the
article among the selected sample of documents. A clear example of this is illustrated in
Figures 3.7 and 3.8, wherein the analyses previously carried out in this study, the article
from Payne et al. (2008), was cited more times and presented a much higher LCSe value
than the article from Vargo and Lusch (2008a). However, when considering the main
paths and key route analyses (Figures 3.5 and 3.6), Payne et al. (2008) article no longer

appears mainly due to issues of centrality.

3.5.5. Cluster analysis
After the graph-based and timeline-based perspectives were obtained, we considered that

a distance-based overview was of essence to complement the previous analyses and to
identify the existing clusters concerning articles and hot-topics in this field of research in
order to answer our final research question (i.e. RQ5— What are the existing trends in S-
D logic research?). This provides a helpful source of knowledge for researchers, regarding

emerging areas of research and future directions on the topic of S-D logic.

Contrary to Pajek™, where the information of the vertexes and of the edges is required,
the VOSviewer™ software displays only the nodes in a bibliometric network, where the
distance between two nodes defines their degree of connection. This is obtained through
a process of normalization (i.e. association strength normalization)’ for the commonly

existing differences between nodes in bibliometric networks.
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VOSviewer™ by default assigns the nodes in a network to clusters, where the number of
clusters is determined by a resolution parameter; in this study the value of 0.85 was
chosen for the visualization of bibliographic coupling of articles and the visualization of
a term co-occurrence network resulting in six and five clusters, respectively; the higher
the value of this parameter, the larger the number of clusters.® Furthermore, the fractional
counting method was chosen over the full counting method, following Perianes-

Rodriguez, Waltman, and Van Eck (2016) recommendations.®

With regard to the bibliographic coupling of articles, a threshold value of 10 was set as a
minimum number of citations, resulting in the identification of 205 articles, 19,325 links,
and a total link strength of 3638.50 (cf. Figure 3.9), where each circle represents an article,
its size denotes the number of citations, and their position in the map signifies the level
of relatedness they have with each other. Articles that are in the vicinity of each other
typically cite the same articles and will be illustrated in the map by a particular colour,

distinctive from those with which they do not relate, resulting in different clusters.

81



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

— oy

-
Cluster3, ordanw”(ﬂl) / —— 'SUSterZ
/ mcg@- Do @ty \
I ma!mavgw (2008 ‘; oo ®
ettouzal (2012) ' / ’Jjw )08 br@\d'e (2011)
tul T e ie @998

rsmfgi& |emk&011)3(- % brodis 201)
hL' ‘*301 4 0‘ neuxkuu(vqg 1)
“@ ng(2009) Ilndbera.("oﬁy ‘/ choﬂ‘ke'w; Q 17b

matthyss@ns (2010 [ Wec 'OL‘& -\ A %ikkul&}”’mi’)
CIusterS \acolzgm O%Pawg) cova (2009) s J
storvacka (2013) @ gu vallaster (2013)
koot VerdQ 2008

storbacka (20 I'I) g‘hn%w(:m 3)
storbacka (201\ ;fgrd @01%) Sgronr 0719
VOSviewer ~ Lyl o gﬂwﬁ Cluster 6
Cluster 1

ordanini (2011)

chen{(2009), :
flint (2011) ~woodside (2014)
" hogreves(2009) "YU (2013)
madhav E 20 « tronvoll 2011)

7 dongi(2008)brodie (2011
L S f@@m Chathoth(ﬁ:ig)@ o
tuli (2007) coviella)(2006)» xie (2008)
2@ rapd(guo) g =M € progig p013)

hult (2011) walter(2010) y
Iugénﬁ&;llg%)?ﬂ%) chandlen (2015 helkkula (2011)

@@ ng (2009) lindberg)(2008) » mccoﬂ-l\;ennedy(g 12)
matthyssens (2010) Spring/(2009) IUSC 07) galvagno (014) helkkula (2012)
& payn&@ﬂj)S) covall (2009
storhacka (2013) var . arnouldy(2008)
aitkeny(2008)
%r 0l 8) cova (2011)
vargo (2008, Y
edvardss nx~(2014)w eroy (2013)
storbacka (2011) gronroos (2013)
storbacka (2011)ford (201%) o8N o0sIR0 14
#&, vosviewer &
2005 2010 2015

Figure 3.9 - Visualization of bibliographic coupling network of articles (network
perspective and overlay perspective)

Figure 3.9 presents two visualizations — (i) the network perspective; (ii)the overlay
perspective. In the case of the former, the first cluster, located in the centre of the map,
reveals a rather unbalanced structure, since it integrates those articles that have the highest
citation scores, whereas the remaining clusters present a more balanced structure with a
bigger equilibrium regarding the articles that integrate them. Table 3.5 identifies the
contents of each cluster, highlighting the most important articles and main topics in each
cluster. With regard to the overlay visualization, shown in the bottom part of Figure 3.9,
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this perspective presents a yearly spectrum, from early publications in dark blue to more
recent articles in red, and corroborates previous findings of our study that although the
older articles have a higher preponderance in terms of citations, there is a myriad of
articles from different authors from 2010 onwards, revealing the prospering nature of the
S-D logic research (cf. figure 3.10).

Table 3.5 - Network of articles” summary of contents

Number of
) Important ] ]
Clusters articles articles Main topics
Vargo and Lusch (2004a, 2008b, 2011); Payne et al.
(2008); Lusch et al. (2007; 2010); Edvardsson et al.
(2011); Chandler and Vargo (2011); Service, Service-dominant logic,
1 59 Gummesson (2008) Systems, Co- creation
Red
McColl-Kennedy, \_/argo, Dagger, Sweeney, and ~ Value co-creation, Customer
Kasteren (2012); Xie, Bagozzi, and Troye (2008); Yi experience in different
2 49 and Gong (2013) contexts
Green
Tuli, Kohli, and Bharadwaj (2007); Ordanini )
and Parasuraman (2010); Madhavaram and Innovation, Operant resources,
3 40 Hunt (2008) Relational processes
Dark
blue
Brodie et al. (2011, 2013); Cova and Dalli Consumers, Engagement,
4 24 (2009); Merz, He, and Vargo (2009) Brand logic
Yellow
Cova and Salle (2008); Jacob and Ulaga ) )
2008); Aarikka-Stenroos and Jaakkola Value co-creation, Business
5 22 2012 markets, Models
Purple
) Service logic and critical approach
Gronroos (2011); Grénroos and Voima to S-D logic on value co-
6 1 (2013) creation
Light
blue

83



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

flmt(2011) woodside (2074
2009) yi (2013}
na havaram (2008)
esper (2010) dong (2003brodie (2011
tuli (2007) chathoth (2013)  yie (2008)
read|(2009). ., [Ske (2011)
hult (2011)  moeller (2008)

ng (2009) lindberg (2008) : mecol-kennedy (2012)
S ™ %%&%;’h (2007) @albaano (2014) '
e (2008) cova (2009)

ol ab

Var9° (2908} Vargo (20@831Iantyne (2008

g& VVOSviewer

Figure 3.10 - Visualization of bibliographic coupling network of articles (item density
perspective)

Furthermore, the density visualization identifies three dense areas, the biggest one around
the VVargo and Lusch (2004a) foundational article, followed by the area around the VVargo
and Lusch (2008b) article, and finally the third one around the Payne et al. (2008) article,
in line with the bibliometric analyses presented previously. Revealing that although this
field of research is still understandably strongly attached to its roots, there is also a clear

indication of the relevance regarding citations of more recent articles.

Finally, we consider the construction and visualization of a co-occurrence network of
terms extracted from all keywords in the articles. By applying a threshold of 5 (default
value), 279 terms were identified, with 9017 links and a total link strength of 2803.50,
where the same rationale as before concerning location, size, and proximity between
nodes in the map applies. Terms that co-occur frequently will be located close to each
other and the size of the node will indicate the number of publications that share the same

term.

Figure 3.11 presents two visualizations of our term co-occurrence network — first the
network perspective, which followed by the overlay perspective, showing that VOS-

viewer™ has grouped the terms in five clusters. In the case of the former we can observe
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that the cluster with the higher number of terms is cluster 1, with 99 occurrences, located
on the top of the image. However, the cluster that integrates terms with the highest values
of occurrences is cluster 5, located at the centre of the image, this is mostly due to the fact
that this cluster incorporates the ‘service-dominant logic’ term. The remaining three
clusters all encompass terms of high preponderance in the network, with the difference
being that in clusters 2 and 4, the top terms in each of these two clusters reach a frequency
value of 112 and 115, respectively, whereas in cluster 3 the term that has the highest
occurrence value is ‘competitive advantage’, an integral term of the FP4 which has been

substituted by ‘strategic benefit’ in Vargo and Lusch (2016) reclassification of their FPs.

Table 3.6 identifies the contents of each cluster, highlighting the main terms in each
cluster, their respective number of occurrences, average publication year, and
corresponding colour. These two last elements were gathered based on the overlay
visualization (c.f. bottom part of Figure 3.11), which offers the possibility to visualize the
year when these terms emerged, with the older terms illustrated in dark blue and the most
recent ones in red. This image also reinforces previous findings in our study, by revealing
that some of the topics from early stages of research on S-D logic are still prevalent (e.g.
value co-creation and S-D logic) but also that newer topics are gaining momentum (e.g.

service ecosystems, institutions, context, social media).
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Figure 3.11 - Visualization of term co-occurrence network (network perspective and

overlay perspective)

86



Consumer brand relationships — The determinants of brand loyalty in the context of

football clubs

Table 3.6 - Network of terms’ summary of contents

Clusters No. of terms Main terms Occurrences Average publication Year  Year Colour

1 99 Value co-creation 281 2013.89 Orange

Red Customer satisfaction 121 2012.97 Green
Models 98 2012.99 Green
Quality 94 2012.33 Light blue
Customer value 56 2013.66 Yellow
Service 56 2012.52 Light blue
Customers 53 2012.98 Green
Consumption 52 2012.54 Light blue
Experience 51 2013.57 Yellow

2 63 Innovation 112 2013.69 Orange

Green Management 101 201351 Yellow
Systems 63 2013.54 Yellow
Organizations 53 2012.47 Light blue
Evolution 50 2012.66 Light blue

3 50 Competitive advantage 61 2012.28 Light blue

Blue Market orientation 56 2012.43 Light blue
Knowledge 55 2012.93 Green

4 34 Value creation 115 2013.21 Green

Yellow Performance 106 2012.54 Light blue
Networks 54 2013.39 Yellow

5 33 Service-dominant logic 453 2013.50 Yellow

Purple Perspective 164 2013.72 Orange
Strategy 60 2012.60 Light blue
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Furthermore, the observation of the density visualization reveals that the areas with
highest density, located in the centre and illustrated in red and yellow, encompasses
‘service-dominant logic’, ‘value co-Creation’, ‘innovation’, ‘customer satisfaction’,
‘quality’, whereas in the green area we can identify some other fairly relevant terms (e.g.

networks, systems, competitive advantage, consumption, and experience).

Additionally, the fringes of this density cloud require significant consideration as they
provide relevant hints regarding existing trends in the research or areas that require further
exploration from interested researchers in this field of research. Such is the case of:
‘institutions’, ‘research and development’, ‘organizational innovation’ and ‘open
innovation’; ‘conceptualisation’, ‘presumption’ and ‘self-service’; ‘value in context’ and
‘social-exchange’; ‘knowledge management’ and ‘knowledge transfer’; ‘service system’,
‘service ecosystems’ and ‘information systems’; ‘consumer behaviour’, ‘customer
loyalty’ and ‘emotions’. Moreover, in terms of methodological approaches, ‘qualitative
research’ and ‘case studies’ appear as potential avenues, whereas, concerning its

managerial application, ‘tourism’ and ‘financial services’ appear as two relevant sectors

(cf. Figure 3.12).
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Figure 3.12 - Visualization of term co-occurrence network (item density perspective)
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3.6. Conclusions and contributions

Our work is based on a retrospective empirical analysis of thirteen years of research on
S-D logic-related literature, where the overall goal was not only to shed light on the
research area of S-D logic but also to determine the process of knowledge diffusion, what
have been the important roots over the last decades, identifying the current active areas
of research and potential future directions of this research field. In view of this, we
followed a multi-step interdisciplinary approach to the bibliometric study of S-D logic
research field, incorporating three complementary analytical procedures —the graph-
based, the timeline-based, and the distance-based methods, utilizing the HistCite™,
Pajek™, and VosViewer™ software tools in the analysis of the dataset retrieved from

Web of Science, to answer five research questions (RQ).

We conducted a bibliometric citation analysis as this method has the power to recognize
which authors are the most-cited ones (RQ1) and which are the seminal articles (RQ2)
responsible for the advancement of S-D logic. Moreover, this technique allowed for the
unveiling of the S-D logic research network structure (RQ3) and how it has evolved since
its first publication (RQ4). Finally, our approach also revealed what are existing trends in

the research carried out (RQ5).

The results of the bibliometric analysis helped in answering the first research question,
from the 1610 authors identified in the collection, a threshold of 5 articles published,
which revealed 22 authors (c.f. Table 3.1). Where an initial analysis, based on the number
of publications, showed that 8.4% of research is from Stephen Vargo and Robert Lusch,
which combined have published 72 articles. This is followed by 8 other authors, thus
completing the top-10 authors’ list. However, the combination of these results with the
level of influence these authors have had, concerning the totals of local and global
citations their work has received, allowed for the identification of sixteen top authors
divided in three distinct groups (c.f. Table 3.2). First, those authors that have managed to
combine a prolific amount of publications with a high level of impact. Second, those that
although having a rather low number of publications have produced highly influential
articles. Third, those authors that have published a relatively considerable number of

articles on the S-D logic topic but have not yet reached an influential position, this can be
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associated to the somewhat recent nature of these authors’ research. This categorization
of authors is a useful guide for researchers to ascertain which are the key authors to

consider when approaching this field of research literature.

With regard to our second research question, the outcome of the bibliometric analysis
enabled detailed references not only of articles that are pivotal in the literature (c.f. Table
3.3) but also of those articles that received most attention in recent years (c.f. Table 3.4).
Demonstrating that whilst the research carried out by the foundational authors still have
a preeminent role, several other influential articles have been published by other authors,
revealing a co-created effort of numerous scholars across disciplines, who share the
common goal of contributing to the understanding of S-D logic. This is corroborated by
the network analysis carried out, presenting a timeline-based visualization using the
HitsCite™ software (cf. Figure 3.4), as to answer our third research question regarding
the S-D logic network structure. Revealing a cluster of highly significant articles
published between the years 2006 and 2008 and disclosing the meritocratic trait of this
research field, with three historical marks in 2004, 2008, and 2011 regarding highly cited
articles (c.f. Figure 3.4), thus defying the typical publication cycle pattern, which favours

publications from early stages of research.

With respect to our fourth research question, regarding how the S-D logic research
evolved. The analysis shows that research on S-D logic evolved out of necessity,
considering that previous to the emergence of this topic, the then existing literature
professed a dichotomy between goods and services. Additionally, the need for an
alternative to traditional logics of exchange led to the appearance of Vargo and Lusch
(2004a) foundational article. This is followed by a constant increase since 2004 up to
2016, in which the number of publications with six years and older represent 30.1% of
the total research in this area, with the vast majority of records being either, articles or
proceedings papers, whereas the remaining types of documents totalizes less than 8% of
the overall research. Furthermore, the implementation of a main path integrated analysis
allowed us to establish 4 different perspectives of the structural pillar of S-D logic
research field, composed of 12 articles in the forward local main path, 11 articles in the

backward local main path and global main path, and 16 articles in the key route main
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path. This reinforces the multidisciplinary nature of S-D logic and the importance of

different authors and articles to the growth of this topic in the field of marketing.

Finally, our fifth research question was addressed by considering a distance-based
approach using the VOSviewer™ software, conducting a bibliographic coupling of
articles analysis (cf. Figures 3.9 and 3.10) and a term co-occurrence network analysis (cf.
Figures 3.11 and 3.12). Unveiling three visual perspectives (i.e. network, overlay, and
density) with six clusters in the former and five in the latter. The bibliographic coupling
of articles analysis provided a further understanding of how the articles in the collection
are connected according to the similarity of articles they have cited, and corresponding
main topics (c.f. Table 3.5). Unveiling one particular cluster that is composed mostly by
the previously identified key articles that focused on the topics of ‘systems’ and ‘co-
creation’, and on S-D logic in general. Moreover, this stage of analysis has shown that
the S-D logic research field is thriving mainly due to the ongoing publication of relevant

articles.

In addition, the term co-occurrence network analysis disclosed 279 terms portrayed in a
chronological manner, denoting their current relevance in this research field. Allowing
for the realization of five research subdomains and several potential future research topics
located in the fringes of the density visualization perspective. This offers valuable
knowledge for those interested in conducting research in this field, allowing them to more
clearly ascertain which are the upcoming research streams (c.f. Table 6).

3.7. Limitations and future research

This bibliometric analysis makes an important contribution to the literature, as it offers
valuable insights into the intellectual structure of the S-D logic field, its scholars, and
their resultant studies as well as research streams and clusters. Nevertheless, it is of crucial
importance to highlight the inherent limitations of the approach chosen for this research
since they will lead to opportunities for future research. First, although the dataset is quite
vast taking into consideration the multidisciplinary approach implemented. It cannot be

claimed to be an all-inclusive dataset of this field of research, since other articles might
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not be included in the Web of Science database. Hence the obtained results are valid
within these considerations. Secondly, despite the inherent high degree of objectivity in
bibliometric analysis there is inevitably a certain degree of subjectivity associated with it
(Van Raan, 2003) where certain judgement calls needed to be made in the selection stage
regarding the search terms used and the abstract content analysis (McCain, 1990).
Thirdly, this study followed an approach commonly used in citation analysis and did not
exclude self-citations in the analysis. This might present a potential shortcoming when
studying a particular field of research since some problems, such as the motivation for
self-citations, citations to particular journals and omission of references might occur
(Giannakis, 2012). Hence, future research might consider the exclusion of self-citations
to yield a more accurate assessment of an article’s significance. Furthermore, in so to
capture the dynamic nature of this field of research a periodic replication of this study
should be considered. Finally, the inherent quantitative nature of this study could be

complemented with a qualitative deeper understanding as a future research path.

Notes

1. The Vargo and Lusch (2004a) seminal article was published in the Journal of Marketing, being its
most-cited article since 2000 and winner of AMA Maynard Award for Best Theoretical Contribution
in Marketing.

2. Including the following citation databases (Science Citation Index Expanded (SCI-EXPANDED)
—1900-present; Social Sciences Citation Index (SSCI) —1900—present; Arts & Humanities Citation
Index (A&HCI) — 1975—present; Conference Proceedings Citation Index- Science (CPCI-S) — 1990—
present and Conference Proceedings Citation Index—Social Science & Humanities (CPCI-SSH) —
1990-present).

3. In so to exclude any bias in the data considered for analysis regarding the database chosen (i.e.
Thomson Reuter Web of science), a research was conducted using the Scopus database with the same
search parameters used previously, where the initial results indicated 1267 publications. However,
after following the same multi-stage approach for data selection, and after reviewing and analysing
these, the final total results were 693 publications, revealing a lower number of results than that
obtained by using Web of Science database. Furthermore, the identified records revealed a high level
of similarity, leading to the conclusion that no significant changes in the findings would occur if a
different database was chosen and if these articles were considered in the analysis.

4. KeyWords Plus is the result of Thomson Reuters editorial expertise in Science. What the editors do
is to review the titles of all references and highlight additional relevant but overlooked key-words
that were not listed by the author or publisher. With KeyWords Plus, more papers are uncovered that
may not have appeared in the search due to changes in scientific keywords over time.

5. The h-index or Hirsch index is a metric that quantifies the amount of research conducted and the
relative impact of a researcher in a particular research field based on the set of the researcher’s most-
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cited papers together with the number of citations that they have received (Alonso, Cabrerizo,
Herrera-Viedma, & Herrera, 2009).

6. LCS is the number of times a paper is cited by other papers in the local collection, whilst GCS
provides the Citation Frequency based on the full Web of Science count at the time the data was
downloaded (Garfield & Pudovkin, 2004).

7. The process of normalization is discussed in detail by van Eck and Waltman (2009).

8. We refer to Waltman, Van Eck, and Noyons (2010) for more information about the clustering
technique used by VOSviewer™.,

9. We refer to Perianes-Rodriguez et al. (2016) for more information about this counting method.

10. We refer to Van Eck and Waltman (2010) for a discussion of the technical details of the density
visualization.
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Chapter 4. A critical review and framework proposal

4.1. Introduction

The commercial importance of services has increased in the last two decades and with it
the relevance and need for understanding service brands and their meaning to consumers.
However, until recently the focus of much of research conducted on branding has been
highly on product brands in detriment of service brands, and even though there are some
links between both there are aspects where they clearly diverge (Cowell, 1991; Berry,
2000). For instance, the core offering for services is quite different from that for products,
given that the core service offering is vastly intricate and for the most part comprises
processes, people and physical evidence (Tax and Stuart, 1997). Up until now, most of
the branding models developed were derived from the perspective of brand practitioners
and very little is known from the customer’s perspective. Furthermore, the work that
exists also lacks empirical testing (Grace and O’Cass, 2002). A review of the existent
literature reveals that the various models which address the issue of service brands reveal
a clear gap in the sense that none of them presents an integrative approach or they neglect

relevant constructs when considering service brand loyalty building.

Since the main aim of this research is to develop a model that look at how different
constructs interact with each other and impact on the level of loyalty consumers develop
with a brand. More specifically evaluating how the levels of emotional attachment
determine their decision-making in a complex and intangible context, such is the case of
the football clubs. In so reach this realisation it is essential to look at it in the context of
service brands since what is being valued by those consumers is characterised has a
service brand, although having some tangible characteristics that we normally attribute to
product brands. This might somehow appear contradictory; however, in tune with the S-
D logic marketing theory introduced by Vargo and Lusch (2004a) the service is

‘dominant’ in the sense that all businesses are perceived as service businesses.
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4.2. Service-Dominant Logic

The debate of products versus services has been going on for rather a lengthy period,
Shostack (1977) proposed a new definition that looked at to what extent the two
demarcated of each other. She stated that there might exist either elements of tangibility

(13

or intangibility, however “...the whole can only be described as having a certain
dominance” (p. 74). More recently this debate re-emerged with the appearance of the S-
D logic initiated by Vargo and Lusch (2004a). One may argue that this logic is mainly a
restatement of already existent theories in the development of marketing, in the areas of
relationship marketing, services marketing, and integrated marketing communications.
Conversely, what VVargo and Lusch suggest in their theory is that since all businesses are
perceived as service businesses, the service becomes ‘dominant’. So contrary to Shostack
(1977) Vargo and Lusch advocate that product dominant logic needs to let go of its grip
on the marketing discipline. They based this reshaping of the marketing theory initially
on eight foundational premises, to which two more were added later on (VVargo and Lusch,
2008b), and more recently further modifications resulted in the current 11 FPs

consolidated in 5 axioms (Vargo and Lusch, 2016).

Collectively, these FPs state that whatever customer-value that is created it occurs
through service experiences and relationships, mainly in the co-creation and sharing of
resources, including skills and knowledge of the various stakeholders (i.e. customers at a
micro-level perspective and economic and social networks at a macro-level perspective)
(Vargo & Lusch, 2016), instead of a one-way process it is more of an interaction. This
shift in the paradigm where firms no longer market to customers but now they market
with their customers makes the customer a determinant variable when dictating the value
received or co-created in service interaction, and afterwards in the value-in-use of

whichever is sold.

Since S-D logic perceives marketing as social and economic processes (Lusch and Vargo,
2006), focusing on examining interactive processes and establishing continuous flows, it
brings marketing innovation to the forefront through the sharing of knowledge and new
ideas within the firm, and between the firm and key customers and suppliers.

Furthermore, mass customization brought the possibility for customers using the internet
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to interact with the firms and to collaborate in some way or the other in the production
process, adding value to the brand. Some evidence of this can be found in the literature,
Hékansson and Prenkert (2004), state that . . . all exchange activities are conducted in
order to realize services . . . [I]t is through exchange that the potential services of resources
are released, and value arises. In other words, the outcome of the business exchange
activity is the services rendered and the goal of business activity is to actualize the
potential services buried in the innermost recesses of the included resources. . .” (p. 91-
92).

Both the services, and the value that is associated with it, are wrought by merging
resources acquired in a trade with other resources, existent in internal and external
exchanges. This network notion is strongly in tune with the resource-integration concept
of S-D logic. In fact, since the mid-seventies up to recently there has been an abundance
of research on service marketing and relationship marketing, where service-based
concepts and models were produced, and in several cases, the potential for a service-logic

impact mainstream marketing has been discussed.

4.3. Services and Service Brands

Branding overall, has been the subject of various approaches and has been a point of
interest from marketing academics in the last three decades. However, most of this interest
has been focused more in terms of product brands (Brodie, 2009; Brodie et al., 2009; de
Chernatony and Segal-Horn, 2003; Berry, 2000; Kapferer, 1997; Turley and Moore,
1995; Berry and Parasuraman, 1991). Up until the last decade or so, research specifically
related to service brands has been very scarce. In fact, to date, research from only a
handful of scholars give emphasis to service brands (e.g. Brodie, 2009; Brodie et al.,
2009; Berry and Seltman, 2007; Morrison and Crane, 2007; Grace and O’Cass, 2003,
2005; de Chernatony et al., 2004; de Chernatony and Segal-Horne, 2003; Lampo, 2001;
Berry, 1999, 2000; de Chernatony and McDonald, 1998; Turley and Moore, 1995; Berry
and Parasuraman, 1991). These studies are important because they help illuminate

branding challenges created by the unique characteristics of services and confirm these
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challenges with qualitative research based on practitioner comments in their clear

majority.

Nevertheless, beyond these fundamental issues, service brands research remains very
much on its early stages. As mentioned before, there are fundamentally different aspects
between products and services, the first one being their intangibility “a good is in essence
an object; a service is in essence a performance” (Berry and Parasuraman, 1991, p. 93).
Often, when experiencing a service, the issue of trying it before purchase is simply not
possible. However, there are certain elements that are tangible in a service, for example
in the context of a football club a consumer can experience the stadium facilities or view
the team players. These attributes although tangible they are not subject to the same
procedures used in products, in terms of the way they are packaged, and the brand is
developed. So, most of these attributes that are usually related to a service brand is what
is called the service experience, the perceptions in peoples’ mind that emerge when using
the service (Berry, 2000; Berry and Parasuraman, 1991). There are clear indications in
the literature that services branding can be perceived as being much more about people
in the organisation than about products branding due to its heterogeneity characteristic
since production and consumption are inseparable (de Chernatony and Riley, 1999).
Whilst products are mainly produced, then sold and finally consumed, this process occurs
inversely when looking at services, where they are first sold, and only then simultaneously

produced and consumed (Parasuraman et al., 1985).

The other important aspect to consider in services and service brands is the
consumer/employee relationship. This is what creates the service itself and ultimately is
what consumers perceive the service to be. However, for this to occur, both service
providers and consumers must realise what their own responsibilities are during the
service experience (de Chernatony and McDonald, 1998). Whilst the former must be very
aware, obliging and on the ball to ensure that the service is produced up to the consumer’s
expectations. The later must be responsive and attentive solely because their actions will

determine the service delivery, as well as their own perception of the services brand.

With respect to heterogeneity it is impossible to replicate the same standard of service in

a consistent way (Parasuraman et al., 1985) “the brand deliverer, or indeed the brand,
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walks around on two legs and is, as we all know, of inherently variable quality and mood”
(de Charnatony and Riley, 1999, p. 188). A football club is not a tangible product that can
be produced in a factory, it is the cumulative impression of how the customer is treated,
ranging from how long it takes to enter the stadium, the place he sits, the quality of the
game attended, how well the team plays, or the coach manages the players, the
entertainment provided at half-time, quality of the food provided at the bar, safety issues,
and so on. However, it is important to clarify that service brand is a slightly different
concept from that of branding of services (Brodie et al., 2009). As mentioned before,
Vargo and Lusch (2004b) consider their S-D logic philosophy inclusive to all marketing
offerings, even those relating to products and the process of service provision. Thus “the
concept of service brand is integrative where service is super-ordinate to the branding of
goods and or services” (Brodie et al., 2009, p. 345).

Brodie et al. (2006, p. 373) provides a definition of the service brand where it functions

as both an entity and a process:

“Service brands facilitate and mediate the marketing processes used to
realize the experiences that drive co-creation of value. They provide sign
systems that symbolize meaning in the marketing, and hence are a
fundamental asset or resource that a marketing organisation uses in

developing service-based competency and hence competitive advantage.”

Perhaps the clearest attempts to understand the uniqueness of service brands have been
the exploratory research from de Chernatony and Riley (1999), Berry’s (2000) work, and
Davis et al., (2000) expand on Berry’s (2000) model. What comes out from these
researches is that there seems to be an agreement that the branding principles are mostly
the same for physical goods and services, taking into consideration the fact that when
applying branding strategies necessary adaptations are needed to meet the specific aspects
of certain service features (Berry, 2000; de Chernatony and Riley, 1999; Kapferer, 1997).
Nevertheless, it is important to highlight that a mere straightforward application of the
marketing principles normally used for products in services would limit the emergence

of new theory but more important it would simply be a mistake (Lampo, 2001).
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4.4. The Role of Emotion in Service Brands

Previous research in the literature suggests that consumers don’t just buy products or
services anymore. What they mainly seek, nowadays, when going through the buying
process are the fantastic and emotional experiences present during that process together
with a sense of efficiency, reliability and trustworthiness (Gobe, 2001; Brodie, 2009), in
so far that in terms of the customers’ perceptions, the emotional experience with the
service brand is just as relevant as the service itself (Crane et al., 2007). So, the creation
of an emotional connection between the consumer and the brand is a key factor when
attempting to build a strong brand (e.g., Aaker (1996), Keller (1998) and de Chernatony
and Riley, (1997)). This becomes more evident when looking at services (Njite et al.,
2008; Pullman and Gross, 2004) since it is in the arena of services marketing where
emotions play a critical role in decision-making and buying behaviours of consumers
(Morrison and Crane, 2007). However, curiously enough, in its clear majority the
discussion of emotional branding has been mostly focused on product brands (Keller,
1998).

The achievement of this emotional status of a brand by a consumer can lead to service
brand differentiation, an increase in sales, trust, and ultimately consumer loyalty and
evangelical promotion of the service brand. A variety of examples of this successful
emotional branding has occurred (e.g. McDonalds, Microsoft, Google, Facebook, and so
on) that have produced loyal and dedicated followers by using of emotional branding.
However, there is a thin line between getting it right or wrong in achieving these effective
emotional branding experiences, and its dependent on an integrated and coordinated
organisational endeavour so that the customer, more than being satisfied, always feels
good about the consumption experience. It is unquestionable that services, in some way
or another, produce an impact on those that experience them, mainly due to the intimate
nature normally associated with the service experience, which according to Morrison and

Crane (2007) will result in the generation of emotions.
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4.4.1. Emotions and Emotional Branding
Both Gobe (2001) and Morrison and Crane (2007, p. 410) define emotional branding as

a concept that surpasses the straightforward emotional benefits approach frequently

encountered in the traditional branding literature (Keller, 1998), and as:

“Engaging the consumer on the level of senses and emotions; forging a deep,
lasting, intimate emotional connection to the brand that transcends material
satisfaction; it involves creating an holistic experience that delivers an
emotional fulfilment so that the customer develops a special bond with and

unique trust in the brand.”

But what are these emotions, what role do they play in the consumption of service brands,
how do they occur, and how can emotional brand experiences be built and managed
successfully in so that it leads to higher levels of loyalty by the consumers of a service
brand? To understand these issues, it is important first to understand what emotion is, the

author followed (Morrison and Crane, 2007, p. 412) characterisation of emotion:

“A state of physical and mental readiness that involves valence
(directional force), evaluative appraisal, a target (or object or stimulus)

’

and behavioural tendencies.’

Literature around the accurate nature of emotion itself is divided in two main schools of
thought. One being those that defend, from a cognitive processing perspective, that
emotion is the result of the cognitive evaluation of a stimulus, an evaluation embodied in
a person’s history and cognitive mind set (Anderson, 1983; Wyer and Srull, 1989;
Lazarus, 1984), whereas the second school of thought state that emotion is purely
physiological. Within this school of thought another realm has emerged known as,
cognitive neuroscience, a cross-disciplinary field that incorporates neuroscience,
cognitive psychology, and engineering, among others, that deals with the understanding
of the interaction between human processes, thoughts, and behaviours with their
underlying brain processes (Dimoka et al., 2007), focusing on the individual and social
perception, cognition, attention, memory, emotion, consciousness, executive function and

decision making. A clear majority of research conducted on this area has focused on
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identifying the functional characteristics of specific brain areas that are triggered by a
stimulus and process (see table 4.1), and where it is undoubtedly verified that cognitions
and emotions are processed in different parts of the brain LeDoux (2003). (see appendix
A)

Nevertheless, the fact that emotions might be either primarily physical reactions or
primarily pre-conscious cognitive evaluations that result in a physical reaction is not
actually the fundamental issue here. What is relevant is the general agreement that
emotions are present, and they play an important role in determining people’s perceptions,
and that they stimulate behaviour. Those social scientists, in the literature, that defend the
cognitive evaluation theory state that appraisal (the pre-conscious cognition) is necessary
for emotion to occur, and it interprets evocative stimuli in terms of significance for oneself
comfort. Whilst those social scientists that defend the physiological school of thought
state that emotion is merely the physiological response to a stimulus, with the outcome of
several cognitions that are, however, totally separate from the cognitive process.
Furthermore, Schachter and Singer (1962) state that diffuse physiological arousal
consequential of a stimulus instigates cognitive interpretation, but that no emotions are

mediated by cognitions or appraisals.
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Table 4.1 — Brain Areas Activated for Focal Processes

Brain Area

Process

Decision
Risk
Uncertainty
Ambiguity
Loss
Rewards
Consumer
Theory of
Trust
Distrust
Cooperation

Competition

Dorsolateral
Prefrontal
Cortex

X

Ventromedial
Prefrontal

Cortex

Source: Dimoka et al. (2007, p. 8)

Orbitofrontal

Cortex

Medial Limbic
Prefrontal System
Cortex

X
X

X
X
X

Amygdala Anterior Nucleus Caudate Insular
Cingulate Accumbens Nucleus Cortex
Cortex
X X
X
X
X X X
X
X
X X

Inferior
Parietal

Cortices
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4.4.2. Emotions and Consumer Behaviour

In line with was previously said, an inherent part of emotion is a composite of behavioural

tendencies that can be perceived of as social scripts that consist of expressions, actions

and other behaviours that result from the emotion (Shaver et al., 1987). Thus, it is

important to know and understand the nature of the behaviours that will emerge with

various emotions, and the probability that the consumer will act on those behavioural

tendencies. According to O’Shaughnessy and O’Shaughnessy (2002) the production of

emotions in a consumer service experience is the result of a quasi-causal chain of five

stages (see table 4.2). In situations where there is insufficiency of reason when making

choice decisions, and where the options of choice appear to be otherwise equal, emotion

plays a determining role in the decision-making process.

Table 4.2 — Consumer Encounter Stages of Emotion Generation

Stages

Description

1. Value System

2. Emotive

Stimuli
3. Appraisal
4. Beliefs

5. Emotional

Responses

the consumer’s value system or key concerns, whether of

evolutionary origin or cultural;

the emotive stimuli (typically the object of emotion, whether an

event, action or attribute);
the appraisal of the emotive stimuli;
beliefs or imaginings and wishes / wants /desires;

emotional responses (cognitive effects, arousal of feelings,
behavioural expressions / displays and affect-driven consumer

action and the choice processes themselves);

Source: O’'Shaughnessy and O’'Shaughnessy (2002)

The draw up of that emotion relates to two main aspects (product/service characteristics

and the specific context). The way a brand is advertised, past experiences with a given
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brand, the packaging of the product, together with the physical and relational qualities of
the setting that incorporates the product or service and prior exposure to marketing
communications will make the consumer choose one brand amongst many other different
brands. According to Ajzen and Fishbein (1975, 1977) research on the relationship
between emotion and behaviour, attitudes (emotions) were initially perceived as mere
intentions to act in a specific manner. It was sufficient to know that a person was happy
or sad to realise the resultant behaviour. Later research from Ajzen and Madden (1986)
and Ajzen (1988) developed this view, and in addition to knowing a person’s subjective
norms, attitudes and behavioural intentions related to a given behaviour, it is necessary
to understand the consumer perceived behavioural control over that behaviour. In other
words, to have a behavioural intention is not sufficient, it is also necessary to have the
feeling of being able to accomplish the action.

Understanding what other people think and how other people will behave is known, in
the neuroscience school of thought, as the “theory of mind”. According to this theory,
there are two main areas that are consistently triggered in neuro-imaging studies that
require subjects to infer the intentions, thoughts, and beliefs of human beings (Frith and
Frith, 2003), those being the medial prefrontal cortex (McCabe, et al., 2001; Siegal and
Varley, 2002), it is in this brain area that the executive control about understanding other
people’s intentions is enabled (Cole and Mitchell, 2000), and the anterior paracingulate
cortex (Gallagher, et al., 2002; McCabe, et al., 2001), responsible for social inferences
(Rilling et al., 2004). Whilst some of the traditional theories suggest that a person’s utility
is solely based on consumption levels, the cognitive neuroscience using neuro-imaging
techniques have questioned these theories. Research in this field has shown that a
consumer’s first choice brand is mainly associated with social rather than rational
decision making, this meaning that it is more of an impulse buying rather than planned,
since that the areas of the brain triggered during consumer purchasing procedures are
primarily the ventromedial prefrontal cortex Deppe et al. (2005), responsible for making
preference judgments and social decision making, and the limbic system (McClure et al.,
2004a; Paulus and Frank, 2003). Furthermore, it is also shown in neuro-imaging studies
that during this process of first choice brand there is a lower triggering of the dorsolateral
prefrontal cortex, a brain area linked with higher cognitive functions. This is in line with

recent studies about the impact of affect on reacting to advertising, validating that emotion
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plays a crucial part in consumer reactions to marketing messages. Affect spawn by an ad
is a strong indicator of purchase intent, stronger than either cognition or brand interest
(Morris et al., 2002). The way a consumer feels about an ad will impact on his attitudes
toward the ad itself, but more important it will impact on his beliefs about the brand being
advertised. This impact will be greater when the message portrayed in the ad induces the

experience of brand consumption (transformational) (Edell and Burke, 1987).

McClure et al. (2004a) found in their research that immediate rewards (e.g. discounts,
buy one get one free, gift certificates, etc) mainly activate the limbic system (posterior
cingulate cortex, nucleus accumbent), while delayed rewards activate the lateral
prefrontal and inferior parietal cortices. The authors argued that there is a constant conflict
between the limbic system that is triggered in reaction to instant rewards (impulse
purchases) whilst the lateral prefrontal and inferior parietal cortices cognitively consider
inter-temporal trade-offs (planned spending) when deciding between immediate and
delayed rewards. This presents some support to the idea that marketing messages need to
be tailored to fit the specific emotional state that will result in buying a product or

choosing a specific service.

4.5. Decision-Making and Criteria Evaluation

Not only is it important to understand the logic and rational behind service brands but
likewise i1t’s important to realise the reasons behind determining the way consumers go
about deciding on a service brand, this leads us to the subject of decision making and
criteria evaluation. People must make decisions all the time in their life, some of them in
a more ‘conscious’, rational and straightforward way, as Ajzen and Fishbein (1980, p.5)
states, "Human beings are usually quite rational and make systematic use of the
information available to them...People consider the implications of their actions before
they decide to engage or not to engage in a given behaviour." At times these decisions
may not be so straightforward mainly due to the fact that the decision-making process is
characterised by a wide range of determinants, the importance or relevance of the matters
in hand, the time available to take a decision, the lack or excess of information available

to make that decision, the wide range of implications, both in the short and in the long
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term, these decisions may bring (e.g. the decision of moving abroad to study might
implicate leaving your family but it also might implicate increasing the probability of
getting a better job in the future and being able to provide a better life for your family),
the features that characterise the issue being selected in terms of their complexity (e.g.
choosing a house to buy is clearly not the same thing as choosing which pair of socks to
use), or in terms of the fact that the decision is about a novelty (e.g. choosing a newly

launched product).

When exploring decision making, there are two pertinent aspects to consider, those being
the decision-making process or the decision itself. In relation to the later, it is valuable to
appreciate the variety of definitions for the term decision. According to Ofstad (1961, p.
5) definition, for example, he states that “to make a decision means to make a judgment
regarding what one ought to do in a certain situation after having deliberated on some
alternative course of action”. A great deal of consumer behaviour research has
demonstrated that decision-making incorporates several stages, normally starting with
need recognition, followed by information gathering, evaluation of the alternatives,
purchase and finally the outcomes, although not always following this order. It can vary
depending on the situation. According to Engel et al., (1995) decision making processes
can be characterised in two kinds (Extended Problem Solving and Limited Problem
Solving). When considering extended problem solving, thinking will lead to feeling,
which is then followed by action. The actual constitute of the decision frequently requires
the compilation of information that is then incorporated, where several of the product or
services attributes are weighed and assessed. Whilst in limited problem solving, the
process is notably more straightforward with consumers considering a lesser amount and
multiplicity of information options. This dual nature of the decision-making processes
reveals that brand images have a somewhat irrelevant influence on the consumer's buying
decision if the service or product entails extended problem solving. However, in brand
images of services or products that uses limited problem solving the effect on the

consumer's buying decision will be way more significant.

In his research on the science of management decision making, Simon (1960) suggests a
decision method divided in three stages (intelligence, design and choice) that remains as
the groundwork for several subsequent decision-making theoretical approaches. The first
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stage is intelligence and it entails the assessment if, in fact, a decision is required when a
certain problem occurs, which subsequently requires collecting an amount of information.
Following the recognition of this need, the second stage takes place, the design stage —
which is referred as decision problem structuring — with the identification of the criteria,
attributes and alternatives. The final stage is the actual decision or choice, supported by
the previously evaluation of identified criteria, and in actual terms is the action of deciding
on the most adequate alternative to pursue. Since the emphasis in this research is on
multiple criteria, it is crucial to detect the criteria and understand its role in the design
stage. Regardless of the existence of an array of models that represents the formation of
decision problems; decision-making is still a combination of skills and knowledge. Where
a single characterization of this central feature of the decision-making procedure does not

exist, but examples include:
e The rational procedure where a problem becomes explicit (Majone, 1980),
e The quest for evidence (Thierauf, 1978), or a causal pattern (Rivett, 1968),

e The procedure where a problem situation is converted into a facilitating structure of
selection (Dillon, 2000)

e A method for addressing problems (Taket and White, 1997), and

e The identification of the features, options, and environmental circumstances that
will assess the alternatives available (Keller and Ho, 1988).

Except for the last classification from Keller and Ho (1988), most often applied in multi-
criteria decision-making, all the above characterizations offer broad classifications of
problem formation. In fact, most of decision modelling/structuring, multi-criteria decision
making, is founded on the notion of options and a set of criteria available (Keeney and
Raiffa, 1976). These two concepts are crucial elements of every multi-criteria decision
problem, and are jointly defined, where the later contemplates the way available options
can be distinguished as well as casting back the standards of the decision maker. As Crane
and Clarke states (1988, p. 54) “All products possess characteristics or features which are
referred to as attributes. Evaluative criteria are those attributes that are salient or important

to the consumer in measuring or assessing the product offering.” The available choices
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that a consumer pursues are avenues which will lead results calculated in terms of the
criteria. Buchanan et al., (1998) present the notion of the multi-criteria decision problem
framework based on these two issues (alternatives and criteria), where attributes plays a
connecting role between them (see model in figure 4.1). More specifically, attributes are
the quantifiable characteristics of the choices available. Consequently, following the
objective of enhancing the decision process, the decision problem is prearranged to detach
the objective components (attributes and alternatives) from the subjective components

(preferences, criteria, and values).

Figure 4.1 — Mapping Between Criteria and Attributes, Attributes and Alternatives

Obyjective Mapping

'e

CRITERIA

ALTERNATIVES

O "

Subjective Mapping

ATTRIBUTES

Source: Buchanan et al., (1998)

Figure 4.1 typifies Woolley and Pidd’s (1981) conceptual approach representing a static

image of a decision problem, showing a structure that encompasses the three fundamental
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elements that constitute this process but also the interactions amongst them, and where it

is suggested that a separation between the objective and subjective characteristics occurs.

The main conclusions that can be drawn from earlier work on decision-making process

are as follows:

e The multi-criteria decision problem is constituted by objective and subjective

components.

e The decision making is influenced by many factors, including personal attributes of
the decision maker and the context where the decision is made, and these will
determine, in the view of the decision maker, the evaluation and relevance of certain

criteria over others.

As shown before, consumer research has long been geared toward explaining certain
behaviours using classical models of information processing (Scott et al., 1979).
Although most of these studies provide accurate descriptions of the cognitive processes
at play, they often fail to recognise the influence of feelings, sensations, and pleasure. In
doing so, these studies neglect an important aspect of the consumption experience. This
important aspect is taken into consideration on the framework developed by
O’Shaughnessy and O’Shaughnessy (2002) integrating six categories of consumer choice
criteria, based on Ajzen’s approach, for understanding how consumers perceive products

and services in terms of choice behaviour (see table 4.3).

Table 4.3 — Consumer Choice Criteria

Criteria Description

Technical The primary purpose for which the product was designed;
Economic/Sacrifice Benefits set against price paid and effort expended;

Legalistic Choices guided by what others demand and want (the kids, the

spouse, the neighbours, the boss);
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Integrative Social acceptance, status, visibility, fashion, standing within one’s
milieu;

Adaptive Desire to minimise risk, reduce anxiety of uncertainty or fear of
regret;

Intrinsic How the product looks, feels, tastes, smells, sounds;

Source: O’'Shaughnessy and O’Shaughnessy (2002)

They state that emotion helps consumers in making decisions along these criteria when
logic and information is not fully available, which is the norm in most cases in the
selection of service offerings. The challenge is to understand the exact nature of how each
criterion affects consumer choice behaviour in so to create very specific messages,
tailored to bring forth very specific emotions to result in specific buying behaviours. Since
each of these criteria has a different level of emotional potential, and a different level to

which emotional messages will be effective marketing devices.

As previously mentioned, cognitive neuroscience has also focused its attention on
understanding the brain bases of decision making in so far to supply accurate models of
decision making to the literature (Sanfey et al., 2006). Research on this subject has
examined the cognitive and emotional facets of decision-making by means of neuro-
imaging techniques in which people were invited to get involved in decision-making
actions, such as the lowa gambling task®. By using this kind of experiential games
Bechara et al. (1994) could demonstrate that the prefrontal cortex (mainly the
orbitofrontal and dorsolateral regions) (Ernst and Paulus, 2005) and the limbic system
(mainly the anterior cingulate cortex and the amygdala) (McClure et al., 2004b) are the
major decision-making brain areas. The prefrontal cortex is accountable for the cognitive
reward, in other words the thinking and calculation, as well as for the punishment aspects
of decision-making, whilst the limbic system is accountable for the emotional aspects of

decision-making (Sharot et al., 2004), acknowledging that decision making has both a

% In the lowa gambling task, the goal of is to win as much money as possible. Participants are introduced to four
virtual decks of cards, and are told they might win or lose some money each time the select a card. Two of those
decks are "bad decks", which means that, over a long enough time, they will make a net loss, while the other two
are “good decks” that over time will make a net gain.
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cognitive and an emotional component. According to Bhatt and Camerer (2005) those
whose brain activations showed good collaboration between the prefrontal cortex and the
limbic system were the ones that achieved higher levels of success in this kind of decision-

making experiential games.

In their discussion of hedonistic consumption, Holbrook and Hirschman (1982) brought
the multi-sensorial, imaginary, and emotional aspects of the consumption experience to
the forefront of research on consumer behaviour. The sports marketing literature
considers these elements (i.e., the multi-sensorial, imaginary, and emotional aspects of
consumption) as essential determinants of consumer emotional attachment. Wann (1995),
claims that motives such as the entertainment value, the ability to escape from reality, and
the ‘eustress’ (mix between euphoria and stress) lead to increased consumer identification

with a given team or sport.

4.5.1. Emotions and the Decision Making in Service Brands
Research on customer emotion was initially mainly focused on the purchasing of branded

products (Aaker, 1996), and only just more recently have we started to see an emergence
of research that is specific to services. Wich seems logical since that services possess
unique characteristics that certainly will influence on how differently the impact of
emotion will be when considering services against products consumption. The fact that
services are characterised by their intangibility doesn’t allow a consumer to choose a
service brand based on an evaluation prior to consumption, it is simply not possible to
pre-test a service like one would pre-test a car. However, since service experience to occur
is dependent upon the customer interaction and its level of investment in it, emotions will

be predominant (Price et al., 1995).

Based on the assumption that there isn’t enough information when choosing amongst
different alternative brands (very often that is the case) emotion will play a role in the
decision-making process. In line with the O’Shaughnessy and O’Shaughnessy (2002)
model, presented previously, potential service consumers will evaluate a service brand
based on six criteria: technical, economic, legalistic, integrative, adaptive and intrinsic
(see table 2.4). This leads us to Crane’s (1993) research about consumer perceptions of
service brand quality, in which he suggests that there are two main dimensions of service
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brand evaluation, one being the functional quality and the other the technical quality. The
functional quality is the “how” of the service encounter and it refers to the service
providers’ attitudes, behaviours, and interactions with others, pretty much the same as a
grouping of the intrinsic and adaptive criteria from O’Shaughnessy and O’Shaughnessy’s
framework. Whilst the technical quality is the “what” of the service encounter, the basic
functioning of the service provider and the service setting. This dimension is essential in
so far to achieve customer satisfaction, but it is far from sufficient. To reach high levels
of customer satisfaction and loyalty, it is crucial that service providers do well on the
functional quality dimension (Crane, 1993). Since that the observed performance on the
functional quality dimension will determine how consumers perceive the service brand.
Furthermore, functional quality of services is the evaluative dimension in which the
consumer is more prone to sense the risk since it is this dimension that lends itself to
emotion-based consumer decisions. Consumers can try to rely on reassuring aspects (e.g.
degrees, certifications and reputation) as a replacement for knowledge along the technical
dimension. However, for evaluations of adaptive and intrinsic criteria consumers have
very little information available. This lack of information may draw out feelings of
uncertainty and inherent risk in making the wrong decision. Because people tend to avoid
risk the evaluative appraisal of emotion is often a replacement for risk. Creating positive
feelings in the consumer may boost the chances that they will choose a specific service

provider.

There is much higher risk involved in the decision-making process of a service than a
product. This is evident in the fact that most of the times there is very little knowledge
about the technical capabilities of a service provider, or there is an inherent difficulty
from the consumer on evaluating the service along the adaptive dimension, or in simply
knowing how they feel about the service until the completion of the decision-making
process, an evaluation of the intrinsic criteria. This becomes even more obvious in the
case of high-risk and high personal involvement services, such as physicians, dentists and
lawyers. Thus, as a result, consumers are forced to mainly rely on their emotional
evaluations and perceptions of service provider, the characteristics of the service brand,
and the circumstances in which the service occurs for selection and satisfaction.
O’Shaughnessy and O’Shaughnessy (2002) state that the mere fact of reduced

information together with the adaptive, technical, and intrinsic criteria enhances the
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impact of emotions in generating buying decisions, independently if the purchase is of a
service or a product. What makes consumers be drawn toward service brands is not
founded on estimates of technical quality, but is founded on emotionally laden incidents
(Crane, 1993). Thus, real value-added can be delivered by the service provider by
generating positive emotional cues, these messages can diminish the fears along the
adaptive and intrinsic dimension. Following the same line of thought O’Shaughnessy and
O’Shaughnessy (2002) state that emotions such as that of predilection for a specific
physician for no apparent reason can override the sense of logic, when that fails. This
suggests that the role that emotion plays in establishing behaviour where a consumer is
strained into a low-information decision is highly crucial and has long been

underestimated by a clear majority of social scientists.

4.6. Service Brands in the Proposed Study Context

The subject of branding in sports organisations and more specifically football clubs, and
the way it has been perceived by all the stakeholders involved in this industry has suffered
a lot of changes. The history of football has been as diverse as one can expect since we
are dealing with a sport that is really embedded in people’s emotions and society itself,
so it is with no surprise that we find that sports organisations are becoming more and
more concerned with the image that their brands portray to the market and what are the
dimensions that consumers might consider to be relevant and to which they more closely
identify themselves. Moreover, it becomes relevant to comprehend what benefits a
consumer get from experiencing any of the service elements related to a specific football
club brand, and brand associations (Gladeen and Funk, 2002). However, this task of
understanding the benefits can be somehow daunting and puzzling since these benefits
tend to be more of an intangible nature (Mullin et al., 2000).

There is an increasing understanding that the image that a brand of a sports organisation
portrays has the power to influence the behaviour of all the stakeholders involved with a
sports organisation, ranging from those that work in the organisation, those responsible
for the brand, the spectators, sponsors, up to the journalists and commentators, and that it

leads to change in brand value. Aaker (1991, p.15) states that “brand equity is a set of

120



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract
from the value provided by a product or service to a firm and/or to that firm’s customers”.
The question that rises is why is realising the brand value of football clubs so crucial in
today’s football? The answer lies in a mixture of reasons, the recent acquisition of several
UK football clubs by financial tycoons with no past involvement in the sports arena has
shown that these investors have identified some sort of potential and are determined to
pay premium prices for these football clubs. Even though business valuation is a
combination of knowledge and skills, the fact that football clubs commonly present
negative financial results makes this business model unique. Demonstrating that although
football clubs have several valuable fixed assets, such as football players (transfer market
value), the several facilities (e.g. football ground) it is in the hidden undisclosed intangible
assets that these financial tycoons are mainly interest in. At the centre of this undisclosed
intangible asset base is a club’s brand, where the brand incorporates both the trademark
and associated intellectual property. With increasingly more Premier League clubs
belonging to foreign ownership, it is the brand that plays the crucial role in the decision-
making process.

To provide insight into this debate and demonstrate the building blocks making up a
club’s overall value, Brand Finance (2009) present an overview of Arsenal’s asset mix,
with an overall enterprise value (market capitalisation + debt), which was set at around
£800m at the end of January 2009. As the table 4.4 shows the brand represents 26 per
cent of Arsenal’s overall value and for this reason it must be managed and developed in
line with the clubs other tangible and intangible assets. Where clubs have dedicated teams
who look after servicing, upgrading and maximising the use of the club’s fixed assets
(stadium) and keeping its declared intangible assets (players) in marketable health it is
expected comparable investments to be made in tuning a club’s brand asset. Some clubs
are a step ahead in this game and have made the necessary initial investments to bolster
their marketing and commercial expertise to obtain greater brand returns. The emergence
of this commercial view of football has raised the question of the relevance of these
financial measures and to what extent might they undercut pitch performances. This is
mostly evident in the top European football leagues where teams have been faced with
the duality of pursuing a commercial approach to financial management, trying their best

not to incur on major financial losses, in the best-case scenario, trying to reach break-
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even. Whilst at the same time faced with the constrains of an inflationary labour market,
in which football organisations are forced to highly invest on player acquisition and

remuneration in order to successfully compete.

Table 4.4 — Arsenal Overall Asset

Arsenal FC: Asset mix
900
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€
« 500
1
< 400
>
300
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0
Enterprise Value Fixed Assests Disclosed Brand and Other
(Stadium and Intangible Assets Associated IP Undisclosed
other P&M) (Player Intangible Assets
Registrations) and Goodwill

Source: Brand Finance (2009, p. 23)

Studies and surveys such as those from, Brand Finance plc, Sport+Mark, Delloite, etc.,
have over the years been showing the increasing importance of the football industry and
the brand value in the arena of sports, more specifically of football (see appendix B). The
latest report from Brand Finance about the most valuable european football brands 2017
revealed that Manchester United, Real Madrid and Barcelona are the three top tier football
clubs, representing a combined brand value of more than £3.500 million, a value
accomplished mostly by an increasingly off-pitch marketing know-how (see table 4.5).
These three clubs are a clear example of how such professional and dedicated teams they
have working on managing, building, extending and protecting the club’s brand. With

promotional activities implemented ranging from pre-season tours to prospective markets
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(e.g. U.S.A, Asia, Middle East, and Africa), merchandising, websites and mobile
marketing in multiple languages, to club television channels, with the primary purpose of
attracting fans and developing a higher level of emotional connection in so far to obtain
greater commercial returns through higher levels of loyalty from their fans.

Table 4.5 — The Most Valuable European Football Club Brands 2017

Ranl | Rank = Brand Value | Brand
2017 | 2016 (GBPm) | rafing
2016 2017

1 1 Manchester United FC United Kingdom 1354 71% 793 ABAA+  AAA+
2 2  Real Madrid CF Spain 1109 43% 778 AAA+ AAA+
3 3 | FC Barcelona Spain 1108 65% 672 AAA+ AAA+
4 & Chelsea FC United Kingdom a75 B6% 525 AAA  AAA-
] 5 | FC Bayern Munich Germany 955 63% 287 AAA+ AAA+
& 4  Manchester City FC United Kingdom 798 30% 613 BAA  AAA-
[ 7 Paris Saint-Germain France T90 47% 336 AAA-  AAA-
8 6 Arszenal FC United Kingdom Ta6 27% 581 AAA  AAA
9 9 Liverpool FC United Kingdom 710 40% 207 AAA  AAA
10 10  Tottenham Hotzpur FC United Kingdom 544 B2% 299 AR+  AA+
11 11  Borussia Dortmund Germany 406 61% 251 AAA-  AAA-
12 13 Juventus FC Italy 384 88% 194 AAA+ AAA
13 16 Ewverton FC United Kingdom 269 43% 189 AA  AA+
14 14 FC Schalke 04 Germany 265 39% 191 AR+ AA+
15 12 Bayer (4 Loverkusan Germany 259 32% 197 AA AL
16 18  Club Atlético de Madrid Spain 254 1% 180 AAA-  AA+
17 17 West Ham United FC United Kingdom 237 28% 185 AA AA
18 22 AC Milan Italy 224 60% 140 AAA-  AAA-
19 20  Southampton FC United Kingdom 219 45% 131 AA AA-
20 19 Leicester City United Kingdom 201 25% 160 AA- AL
P4 | 15  ViL Wolfsburg Germany 200 3% 180 AA AA
22 33 Newcastle United FC United Kingdom 193 121% 87 AA AA
23 21 | Stoke City FC United Kingdom 178 23% 144 AA-  AA-
29 26 Swansea City United Kingdom 177 49% 119 AA- A+
25 23 West Bromwich Albion United Kingdom 173 39% 125 AA- | AA-
26 New Bournemouth FC United Kingdom 172 A+
27 30  Olympigue Lyonnais France 1M Ba% a4 AA AA
28 29 FC Internazionale Milano ltaby 170 67% 102 AAR- AA+
29 27 Borussia Monchengladbach Germany 163 39% 17 AA- | AA-
30 New 1899 Hoffenheim Germany 152 AA-

Source: Brand Finance (2017, p. 15)

The latest figures show an exponential increase in brand value since 2011, in some cases
tripling their value, mainly due to the continued impressive revenue growth of Europe’s
top football clubs in the 2007/08 season, based on broadcasting, season tickets and
sponsorship, most of these being annually contractual. So, with the economic crisis now
football clubs are faced with a major task ahead. The Italian football industry is a good
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example of this. Up until recently it had developed at a rate that was never seen
previously, mainly enhanced by the appearance of pay television channels into the
business. Nevertheless, the Italian football clubs couldn’t avoid serious financial crisis,
which has led some football clubs into bankruptcy and severe restrictions for others.
During the 2002-2003 football season the combined net loss for “Serie A” reached almost
£350 million, more than one third of the total turnover. The reason for this lies mainly in
the fact that Italian football clubs haven’t been able to convince fans to attend the football
matches in the stadiums, combined with their lack of ability to promote successfully their
league “Serie A” to external markets and, it explains why there isn’t any Italian football

club brand in the first six places amongst the most valuable European football brands.

Supporters are, without a doubt, the main building block of any football club. They are
one of the biggest revenues, directly or indirectly, and without them no club can achieve
financial and sporting growth. Research conducted by several football associations and
organisations that works with football statistics over eleven countries relating the number
of supporters in their own countries of the leading football clubs in the world, as well as
the percentage according to the U.S. Census Bureau in 2008 (see table 4.6), shows who
are the biggest football clubs across these countries but more importantly it shows the
dimension of football clubs fan base and what this might represent in terms of brand value

of these clubs.

Table 4.6 — Football Clubs Supporters Base in their Own Countries

Country Football Club Number of % of
Supporters Country
Population
(millions)
Brazil (Pesquisa Datafolha, 2007) Flamengo 32.6 17 %
Corinthians 23 13 %
Sao Paulo 15.3 8 %
Argentina (Equis Instigacion Social, 2006) Boca Juniors 16.4 40.4 %
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Spain  (Centro

Sociol6gicas, 2007)

Germany (Sportfive, 2007)

de

Investigationes

Italy (Instituto Demos-Eurisko, 2007)

Japan (Video Research Ltd., 2006)

Mexico (Group Reforma, 2007)

England (Roy Morgan International, 2006)

Portugal (Liga Portuguesa de Futebol

Profissional, 2003)

River Plate

Independiente

Real Madrid

F. C. Barcelona

Valencia

Bayern Munich

Werder Bremen

Schalke 04

Juventus

A. C. Milan

Inter Milan

Kashima Antlers

Gamba Osaka

Jubilo Iwata

Chivas

America

Cruz Azul e Pumas

Manchester United

Liverpool F. C.

Arsenal

S. L. Benfica

Porto F. C.

Sporting C. P.

13.2

2.2

13.2

10.4

2.1

10.5

5.7

4.3

16.3
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9.3

12.3

11.9

11.7

30.8

26.4

13.2

4.2

3.1

2.6

4.1

2.6

2.1

32.6 %

5.5%

32.7 %

25.7%

5.3%

12.8 %

6.9 %

52%

28 %

23 %

16 %

9.7 %

9.4 %

9.2%

28 %

24 %

12 %

6.9 %

51%

4.35%

38.8 %

244 %

20.2 %
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France (Institut National de la Statistique Olympique Marseille  10.2 16 %
et dés Etudes Economiques, 2006)
Lyon F. C. 9.6 15 %
Paris Saint-Germain 3.2 5%
Holland (TNS-NIPO, 2007) Ajax 4.3 26 %
Feyenoord 3.8 23 %
PSV 2.1 13 %

Source: Football Finance (March 2008) in www.footballfinance.com

However, according to another survey conducted by Sport+Market (2008) with 9.600
football fans in 16 European countries F. C. Barcelona turns out to be the football club
with the biggest supporter fan base, with around 50.3 million supporters worldwide,
followed up by Real Madrid, with 45.9 million, Manchester United, with 32.8 million,
and Arsenal FC with 22.9 million supporters. Showing that these football clubs fan base
is much bigger outside their own countries, perhaps the clearest example of that is
Barcelona F. C. whilst being second to Real Madrid in Spain it is number one worldwide.
This research also states that the Spanish League and Spanish clubs are at the leading
hedge in terms of followers, being followed by 103.5 million supporters with the English
clubs coming in a close second place, followed by 99.2 million. Another two interesting
aspects of this research is that, in the recent years, the club that has grown more support
base has been Chelsea by fivefold, whilst Real Madrid has been on the losing end, with a
decrease of 11 per cent of its support base. The vitality of the European football industry
seems to be intact with a prediction of growth margin of four to five times its present size
in the next twenty years, with almost 225 million potential new football supporters,
showing that although there are some dark clouds ahead there is still much potential in
this industry. However, this potential can only be achieved if the leading football clubs
are able to face their biggest challenge of managing the emotional attachment that fans
hold with them and converting positive emotions in to commercial revenues. To achieve
this, football clubs need to be able to turn an aware fan to one who is allegiant by

increasing the level at which the fan identifies with the club (fans move from aware to
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attracted, to attached, to allegiant). The allegiant or attached fan dedicates a significant
part of his life to his club becoming a central part of their lives, more than family and
friends and therefore has a larger propensity to purchase products and services relating to
the club and their sponsors. The relationship of an allegiant fan with their football club
goes further beyond the match day experience (Tapp, 2004). A perfect example of this is
that of Charles McLeod a fan of Reading F. C., a football club competing in the English
Championship League. He has attended every single game at the Madejski stadium
travelling from Toronto-Canada during the season of 2008/2009, a total of 193 thousand
kilometres and spending more than £14.000 pounds in total. Although many of the leading
football clubs have been attempting to achieve this kind of relationship with their fans,
the ones that have been consistently getting it right have been Manchester United,
Barcelona F. C. and Real Madrid. Being the core of Manchester United’s strategy in the
last two decades as well as Barcelona’s and Real Madrid, personified in Real Madrid’s
President Perez’s renowned “Galacticos” policy, with the acquisitions of football
superstar players like Kaka and Ronaldo, together costing the club an astonish £140
million pounds. Nevertheless, expensive player acquisitions do not grant brand loyalty
per se, a recent example of this was the transfer of Neymar from Barcelona to Paris Saint

Germain.

4.6.1. The Uniqueness of Sport and Football Clubs Service Brands
The underlining reasons for the specificity of football, and sports in general, relate to the

way in which customers (supporters, spectators) relates and acquire this specific service
brand and eventually what drives them to do so. According to Williams (2007) the
increasingly academic interest in sports fandom is most probably a reaction to a more
general idea that modern spectator’s allegiances are quickly converting into less
straightforward and more original structures of ‘late-modern’ sporting affiliation. Based
on Maffesoli’s (1996) concept of ‘neo tribes’ to describe today’s more active and vibrant
sports fan cultures, Crawford (2004: p. 4) goes further on to state that: “being a [sports]
fan is primarily a consumer act and, hence, fans can be seen, first and foremost, as
consumers”. A statement that still rises some controversy although making increasingly

more sense, even though one must concur that fans don’t just change teams if their
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football club fails to perform, in and off the pitch, and therefore their role is far bigger

than other consumers in most other areas in terms of the critical input they have.

With the sports market following a similar trend of fragmentation into several distinct
segments, a need for understanding and identifying these mega-shifts is required by the
part of academic researchers and sport managers in so to understand the uniqueness that
characterises the sporting environment and identify future opportunities. Tapp and
Clowes (2002) research about segmentation strategy in sport management revealed that
supporters can be characterised in a multiplicity segments, where three of them come
forward as being the most relevant (“professional wanderers”, “carefree casuals” and
“repertoire fans”) revealing that this segmentation approach can produce high benefits in
the management of football clubs if taken into consideration the uniqueness of this
industry and its consumers. With evidence showing that football fans will be receptive to
this strategic approach (Tapp and Clowes, 1999) (see figure 4.2). However, remarkably
very little has been done academically in terms of identifying under-served customer
groups and profiling football supporters utilising adequate variables specific to the
context of sport apart from the most common and conventional variables of gender, age,

income, and so on.

128



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Figure 4.2 — Linking Together Sub Groups of “Casuals”, “Regular” and “Fanatic”
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In their research on Coventry FC supporters Tapp and Clowes (2002) identified these
segments according to customer value, where this variable was perceived as a proxy for
other variables. Illustrating how these segments position and link to each other according
to their attitudes to winning and entertainment, commitment to the football club and
evaluation of alternatives available. Their research goes further deep in terms of
identifying how supporters can be characterised and distinguished according to their
match day behaviour, before, during and after the experience (see figure 4.3). Presenting

the following typology of supporters:
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Mine’s a pint — Described as supporters that usually arrive earlier to the match and enjoy
a drink or two before and after the game engaging in social conversation about football

and the club in the bar.

Juggling the kids — Characterised as families that spend alot in merchandise and on
snacks on half time, and that try to fit in their busy weekend schedule the attendance of

the match, usually arriving at the stadium at the last minute.

Thermos at Row D — These are supporters that usually arrive late at the ground, thus don’t
spend much, and are mainly focused on watching the match.

Season tickets friendlier — Since they own a season ticket and sit always in the same
place they develop a social connection with fellow supporters that sit around them in the

stadium, serving as proxy for their friends.

Loyal cash and chanters — They enjoy the match mostly because it allows them to release
the day-to-day stress by having a shout at the referee and the football players. They
normally buy tickets with cash when they get paid.

Dads and sons — They are characterised as being much more loyal to the club itself and
not so much to football in general. They don’t get involved in group activities and tend

to assume a passive position in the stands, not expressing much as supporters.

130



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Figure 4.3 — Behaviour-based Segments Mapped Against Level of Attendance and

Lifestage
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Although this research from Tapp and Clowes (2002) presents a clear contribution to the

understanding of the distinctiveness of management of football clubs, mainly in terms of

the opportunities that might rise from pursuing a segmentation strategy, one must bear in

mind that strategies of segmentation are not straightforward becoming complicated to

implement (Dibb and Simkin, 1997) mainly in an industry as unique as football, making

the job of sport managers even more complex. A good example of this can be found in

European football, where the way sports fandom has been perceived has been mostly

based on criteria such as match attendance and residual working-class family relations

and place. However, it appears that these connections are being gradually substituted by

an emphasis on the more TV-mediated, customer (sports fans) characteristics of late-
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modernity (Robson, 2000; Giuilianotti, 2002). In these new social conditions of late-
modernity, Crawford (2004), believes that individuals are increasingly drawn to sport,
both for identity construction and for opportunities for social performance. As the more
‘traditional’ sources of community identity (i.e. family, work, the church, and
neighbourhood networks) start to become less important currently, so the sense of
community and ‘primary group’ belonging offered by contemporary sport gains more
importance. Thus, making it a sellable service to eager consumers but essentially a way
for people to find a new sense of identification through their sporting connections.

The issue of sport management and marketing strategies for sports clubs and its unique
characteristics has started to gather some attention in the last decade or so by several
researchers (e.g. Kolyperas and Sparks (2017); Shilling and Mellor (2014); Mullin et al.,
2000; Szymanski, 1998). Football distinguishes itself from other industries by the way it
integrates a wide, socio-cultural, economic and commercial congregation. Thus,
producing a profound impact on communities, and being responsible for identity and self-
esteem, social cohesion, health, and lifestyles. In some respects, leading the way in how
it conducts itself, for instance, its community relations. Since football is socio-culturally
embedded, football club and sport management are faced with the duality of great
commercial opportunities and limitations inherent to the heritage and historical
background associated with the football club and its brand. This duality is evident in the
fact that football is substantially different from most businesses, since no one requests, as
their last will, for their ashes to be scattered down the aisle of a supermarket (Taylor,
1998) showing the intensity of fan loyalty towards certain sports brands that brand
managers in other industries could only wish and dream of achieving. Yet at the same
time, sport managers are in the business of uncertainty, where two teams compete for
success, but no one knows what is going to be the result in the end. One might even argue
that this element of uncertainty is, at the same time, key for football success and what
make its distinct from other industries making it somehow unreasonable to apply generic

management theory/ practice into this industry.

The dispute about the degree to which sport should base its theoretical framework from
the existing management literature or chase its own course, by creating a specific sports

management literature, is crucial for the future of sport management and the industry
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itself. From one point of view the utilisation of existing management literature would
mean that the uniqueness of this industry and the specificity that characterises it would
be denied and most certainly the importance of managing in the essential context of
uncertainty would be lost, only counterbalanced by the fact that it would create the
opportunity to anyone with a concern in sport to become involved in the process of
applying established management theory to sport (Chadwick, 2009). However, as
Chadwick (2009) also stated, a third approach rises as seeming the most plausible and
sensible way to pursue, one that incorporates a more intertwined and integrated
relationship between the mainstream and the sport management literatures, employing
both sport management and more broad literature in a conjoined way. Thus, revealing the
fact that the opportunity subsists for a truly convincing case demonstrating that the
utilisation of both literatures can yield higher benefits for both sides.

4.7. Conclusion

It becomes clear from the review of the literature in service branding, that the vast
majority of research conducted in this area has been, first mainly based on the views of
practitioners and with the exception of few, very little has been done in terms of looking
at the perspective of the consumer; second very few empirical testing has been done; and
finally the research conducted up to now has focused on the views and perceptions of
those that have somehow experienced the service previously nevertheless very little
consideration has been given to the role of emotional attachment in determining loyalty
towards a particular service brand. As consumers continuously spend more of their money
on services than tangible goods, it would only seem reasonable and sensible to recognize
the role that emotion plays when consumers choose and consider investing in a service
brand. This becomes even more crucial since more and more services are becoming
commoditised, it is the consumer’s emotional experience with the service brand that can
create brand differentiation. Consequently, exploratory research that identifies the key
elements and provides an overall picture of these aspects is fundamental in so far to
understand how to create and manage customer emotion throughout the service

experience.
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5.1. Abstract

Purpose — This paper aims to provide an exploratory step into the understanding of
consumer brand relationships with highly emotion-laden brands in the context of one
European football league (i.e. Portugal). This is a country that stands outside the realm of
the ‘big five’ market of European football leagues and for that matter allows for the
attainment of results more in tune with the general reality of European football. The
objective of this research is to obtain an overall network system of consumer brand
relationships from which key constructs and salient connections can be quickly observed.

Presenting itself as a useful tool for incrementing consumers’ levels of brand loyalty.

Design/methodology/approach - Data was collected from 46 football club supporters
from three Portuguese football clubs (i.e. Sporting Clube de Portugal, Sport Lisboa e
Benfica, Futebol Clube do Porto) and analysed through the utilisation of the CIT and
Laddering methods. Respondents were interviewed individually keeping in mind their

preferred brand.

Findings — Seventy-two categories were initially derived of which twenty-nine were
subsequently identified as being key in the brand relationship process (i.e. six concrete
attributes, six abstract attributes, three functional consequences, four psycho-social
consequences, five instrumental values, and five terminal values). Also, ten salient chains
were identified highlighting the relevance of level of involvement and emotional
attachment as constructs that brand managers should pay special attention to when
developing the brand, and when wanting to improve the relationship level with its
consumers. Also, six direct predictors of brand loyalty were identified responsible for the
establishment of this higher-level consumer brand relationship with football club brands.

Finally, self-identity/ devotion was found to be a predictor of brand loyalty.

Research limitations/implications — The option for the implementation of an
exploratory research, using a purposive non-probabilistic sample to collect the data. Gives
rise for the possibility that other constructs responsible for brand loyalty building might
emerge if a different sampling approach and quantitative method is pursued. Something
that might also occur if the context of the research shifts from football club brands. As so

it was recognised that the relationships in our network system of consumer brand
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relationships needed reiteration by other studies in different contexts and also by applying

a quantitative approach.

Practical implications - This study provides an in-depth understanding of what are the
key elements of consumer brand relationships with football club brands, presenting a
network system where the most salient connections can be identified. This is of relevance
for managers allowing them for a more efficient way to allocate resources and for more
tailored managerial practices and strategic approach to get higher levels of brand loyalty

from their consumers.

Originality/value - The uniqueness of this study resides in the implementation of the
means-end theoretical approach to a S-D logic framework. Taking into consideration its
pertinent research trajectories, brands, value co-creation, customer satisfaction as well as
some of the emerging ones, emotions, consumer behaviour, loyalty. Leading to the
establishment of an overall view of consumer brand relationships in the context of football
club brands. The selection of the Portuguese league, as the chosen research setting, is also
unique and provides contribution for academia and practice since the clear majority of
research in this field was carried out with European football leagues that belong to the

‘big five’ markets of the football industry.
Keywords: Service brands, Consumer brand relationships, S-D logic, Laddering

Paper type — Research paper

5.2. Introduction

The identification of the underlining reasons for a consumer choosing a certain brand and
how certain factors impact in the decision-making process has long been a major concern
in research regarding consumer behaviour, the ability to understand what is going on in
the consumers’ mind (Reynolds and Olson, 2001; Martinez, 2012; Parsons, 2013). Brand
managers strongly quest for this critical information, which will allow them not only to
know what the most important attributes in the buyer judgement are, but also how these
carry different weights with regards to their relevance. Furthermore, by understanding

what the key attributes are one can realise to what extent these impact in the consumers’
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attitude formation. Since as previous research as shown, attitude is a function of the

importance that the consumer gives to the attributes of a product (Allen, et al., 2002).

With the emergence of the subject area of services marketing during what Mertz et al.
(2009) defined as the relationship-focus brand era, marketing broadened its perspective
to include the exchange of more than manufactured products (Fisk et al., 1993). Moving
away from the goods dominant perspective, in which “services” were conceptualized as
having relatively little to none similarities to tangible goods, in fact “services” were
distinctly characterized mostly based on their intangible nature “a good is in essence an
object; a service is in essence a performance” (Berry and Parasuraman 1991, p. 93), and
their perishable feature, often when experiencing a service the issue of trying it before
purchase is simply not possible. However, concomitant to the Service dominant logic (S-
D logic), there are certain elements that are tangible in a service (Vargo and Lusch, 2004).
The context of a football club is a good example where a consumer can experience the
stadium facilities, or view the team players, but this certainly cannot be perceived in the
same way as a mere tangible good that is produced in a factory. Since these attributes,
although tangible, are not subject to the same procedures considered in the Goods-
Dominant logic (G-D logic), either in terms of its nature or the way brand is developed.
Most of these attributes usually related to a service brand, commonly named as the service
experience, are indeed the perceptions in peoples’ mind that emerge when using the
service (Berry, 2000; Berry and Parasuraman, 1991), being more reasonable to interpret
it as the cumulative impression of how the customer is treated. In the context of this study
it might range from how long it takes to enter the stadium, the place where he sits, the
quality of the game attended, how well the team plays, or the coach manages the players,
the entertainment provided at half-time, the quality of the food provided at the bar, all the
way to prestige, sympathy, respect, or achievements. Furthermore, former discussions in
the literature also reveal that the new evolving brand logic mirrors and corresponds to the
new evolving service-dominant logic in marketing. Since this progression in the logic of
marketing in overall is reflected in the branding literature one can then infer that the S-D
logic and the brand literature can support and provide enlightenment to each other.
Namely, the logic of brand and branding is also progressing and is suffering a change
from its conceptualization of brand as an organisation-provided property of goods to

brand as a collaborative, value co-creation activity of organisations and all their
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stakeholders (Mertz et al., 2009). This progress in brand logic encapsulates a new
realisation of brand value that can be characterised in terms of the observed use value
established by all intervening stakeholders as an all, in a wider social context. A
realisation long existent in the phenomenon of sports, more particularly in the context of
football.

5.3. Domain
5.3.1. Consumer brand relationship

The issue of relationships has received considerable attention by consumer behaviourists,
exploring the phenomenon in several angles. Either by focusing on a dyad approach to
relationships, with particular emphasis on Fournier’s (1998) theory of consumer-brand
relationships or by focusing on a collective approach to relationships, with particular
emphasis on brand communities (e.g. Matzler et al.; 2011; Stokburger-Sauer, 2010;
Wiegandt, 2009; Mufiiz and O’Guinn, 2001; McAlexander et al., 2002; Mufiiz and Schau,
2005; Von Loewenfeld, 2006), but also on other forms of collective relationships such as
brand tribes (e.g. Cova, 1997; Cova and Cova, 2002; Cova and Pace, 2006) and other
subcultures of consumption such as virtual communities (e.g. Bagozzi and Dholakia,
2002; 2006; Schouten and McAlexander, 1995). According to Arnhold (2010) and Cova
and Pace (2006) brand communities differ from subcultures of consumption and
consumer tribes mostly due to their intrinsic characteristics. Where brand communities
may emerge for any brand but mostly for brands that present distinct characteristics (e.g.
history, strong image, etc.) (Mufiiz and O’Guinn, 2001). The underlying aspect to
research conducted on this subject is that members of a brand community tend to associate
with others that share similar interests in terms of their devotion, lifestyle demarcation,
and patriotic connotations with a specific brand (Luedicke et al., 2010; Mufiz and
O’Guinn, 2001). IHlustrating that brand communities, and its inherent relationships,
present more predictable characteristics regarding their practices, than those found in
subcultures of consumption. Therefore, practices of these brand communities can be
clustered into four main types: social networking; impression management; community

engagement; and brand use.
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Ringberg and Bjerregaard (2012) argue that the focal point of consumer relationships is
shifting towards an higher emphasis on brand personality and brand narratives intended
to “demonstrate an empathetic understanding of customers’ inspirations, aspirations, and
life circumstances” (Thompson et al. 2006, p.50) which have been complemented through
the development of more tangible processes designed to stimulate rich interaction with
and among consumers within the range of the brand, and thereby more proactively
encouraging relationship bonds to occur (Cova and Cova, 2002; McAlexander et al.,
2002; Mufiz and Schau, 2011; Schau et al., 2009). As such, marketers are now
proactively trying to create emotional bonds with and among consumers. Furthermore,
whilst issues such as satisfaction, trust and commitment to the brand are constructs that
have been widely researched in the past, according to Vlachos et al. (2010; Vlachos and
Vrechopoulos, 2012) another approach to studying consumer relationships with
organisations and their brands has emerged, focusing on feelings of attachment and love
(e.g., Carroll and Ahuvia, 2006; Thomson, 2006). According to Vlachos et al. (2010)
increasingly more evidence is emerging in the literature with several authors (e.g. Carroll
and Ahuvia, 2006; Thomson, 2006; Roberts, 2006) demonstrating the positive effects of
creating an emotional attachment with consumers. Nevertheless, according to Batra et al.
(2012), exploratory work is needed to determine the boundaries and contents of this key
construct and more research is deemed necessary to correctly establish the potential effect
of emotional attachment regarding behavioural outcomes beyond those of loyalty and
word of mouth (Zeithaml and Bitter, 1996). Furthermore, these researchers have claimed
for more research which takes into consideration the function of consumers’

heterogeneity as a modifier of the conventional consumer brand relationship paradigm.

Fournier’s (1998) seminal work in the literature of consumer-brand relationships suggests
that consumers experience passion, obsession and dependency on particular brands,
mirrored on a feeling of “something was missing” (p. 364) when the brand is not used.
She developed a comprehensive framework for understanding why and in which forms
consumers engage in relationships with brands “reminiscent of the concepts of love in the
interpersonal domain” (Fournier, 1998, p. 363), more precisely presenting a typology of
brand relationships comprising of 15 types of relationships. One of the fundamental
notions in this regard is that of meaning provision, where consumers are conceptualised

as active meaning makers and co-creators of brand meaning and brand value throughout
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their emotional attachment with the brand, and where as Fournier (1998, p. 363) found

“at the core of all brand relationships was a rich affective grounding”.

According to Poulsen and Wooliscroft (2012) a reflection on the adequacy of the current
perspective on brand relationships is needed. Brands are a focal part of consumer culture
and society and capture their meaning in a social context. However, the major emphasis
of research on brand relationships has been on a dyadic micro focused view, through the
application of social psychology frameworks and concepts. See table 1 for an overview
of the different research approaches pursued in investigating the phenomenon of
relationships, as well as a list of related authors and short descriptions regarding this
phenomenon. Given that different underlying dynamics were found to apply for
corresponding relationships in the two contexts, further consideration of the perspective
applied to brand relationships is encouraged. Revealing the need for exploring the
phenomenon of the brand relationship from additional perspectives; a broader framework
that acknowledges the social context in which brands operate appears as a likely starting
point. An argument in line with Edvardsson et al. (2011) claim for more empirical studies
on how service structures and systems form the basis for value co-creation in different

social contexts, both at the collective and individual level.

Table 5.1 — Major Research Streams Investigating the Phenomenon of Relationships

Discipline Context Authors Terms used Short description
Psychology Interpersonal Sternberg (1986),  Adult-pair Conceptualises
relationships Bartholomew and  attachment, the propensity of
Horowitz (1991), infant-caregiver human beings to
Hazan and Shaver attachment make strong
(1994), Bowlby affectional bonds
(1979) to particular
others
Consumer Consumer-brand Fournier (1998), Emotional Investigates the
behaviour relationships Thomson et al. attachment, brand  importance of

(2005), Carroll
and Ahuvia
(2006), Park and
Mclnnis (2006),
Albert et al.
(2008). Paulssen
and Fournier
(2007), Yim et al.
(2008)

love, affectionate
ties

affectionate bonds
in consumers’
long-term
relationships with
brands

140



Consumer brand relationships — The determinants of brand loyalty in the context of

football clubs

Consumer-object
relationships

Leisure sciences
surroundings

Relationship with

Possession
attachment

Belk (1988),
Shimp and
Madden (1988),
Ball and Tasaki
(1992), Kleine
and Baker (2004),
Ahuvia (2005)
Moore and Graefe
(1994), Bricker
and Kerstetter
(2000), Williams
and Vaske (2003),
Kyle et al. (2005)

Place attachment

Investigates
consumers’ ability
to love objects
and consumption
activities

Investigates
emotional ties
individuals form
with their
surroundings,
providing insight

into the meaning

people assign to

outdoor settings
Source: Adapted from Vlachos (2010, p. 1480)

In fact, brands have been in many occasions identified as relationship partners (Keh et
al., 2007) with many different relationship constructs (Fournier, 1998) which can take a
spectrum of intensity (Ashworth and Kavaratzis, 2009). Terms such as brand loyalty
(Jacoby and Chestnut, 1978), brand trust (Chaudhuri and Holbrook, 2001), brand passion
(Bauer et al., 2009), brand emotional attachment (Park et al., 2010; Thomson et al., 2005)
and brand devotion (Pimentel and Reynolds, 2004) have been employed to differentiate
among various types and intensities of emotions and relationships consumers have with
brands (Carroll and Ahuvia, 2006). Moreover, when considering research regarding
devotion, this construct has been portrayed as a transcendent experience, which according
to the literature is characterised as an expression of identity, an increased motivation, and
an attachment to an object that isn’t restricted to geographic or temporal boundaries (Hunt
et al., 1999). Moreover, Ortiz (2008) defines consumer devotion as an enduring state of
passionate dedication to a product, brand, or experience through which the consumer in
part defines himself. This definition implies that longer durations, self-identification are
key in consumer devotion. Hence, distancing consumer devotion from consumer

involvement, which is not necessarily an enduring behaviour.

5.4. Research Problem

As this study considers the consumer relationships with a brand, in a service dominant

logic theoretical framework. It is then important to proceed towards a further
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comprehension of this phenomenon that occurs between consumers and the clubs they
are passionately emotionally attached with. In the light of this it is claimed that there are
underlying characteristics/factors or brand associations responsible for the development
of consequent causal effects, either functional or psycho-social, that leads to the
establishment of a set of values towards a preferred brand that corresponds to a typology
of consumer/brand relationships. Whilst some studies have considered some of these
factors on a dyadic micro focused approach, its identification considering football club
brands in a holistic way, that gives rise to a network system of consumer brand

relationships is novel. This leads to the following research questions:

RQ 1 - What are the key attributes, consequences, and values in the consumer brand

relationship with a football club brand?

RQ 2 — What are the core linkages consumers value in a brand relationship network

system regarding football clubs?

Answering these research questions is of relevance and novelty not only to understand
how the brands are viewed by its consumers in the context of football clubs. As well as
for a deeper understanding of supporters’ consequent behaviours and the values that these
brands achieve, corroborating the realisation that football clubs are in fact emotion-laden

brands.

Moreover, when considering the construct of brand loyalty, consumers who develop an
emotional connection with a brand become inherently loyal to the brand, however not all
loyal consumers possess emotional connection with the brands, as loyalty might occur
simply because consumers purchase a certain brand regularly out of convenience, or due
to lack of alternatives, or even due to contractual commitments. Examples of these occur
in many business areas (e.g. universities, banks, and so on), where the customers may be
loyal customers for many years due to inertia to change but in fact do not possess any
emotional connection with the brand. The same logic applies to the construct of word of
mouth, as consumers usually engage in this process without any highly affective
connection at all with the brand, since it might simply occur due to positive evaluations
of the experience based on contentment and satisfaction. As Busacca and Castaldo (2003)

suggested, is the lowest intensity of a relationship between a consumer and its brands and
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whilst being “a necessary step in loyalty formation [it] becomes less significant as loyalty
begins to set through other mechanisms” (Oliver 1999, p. 33). Thus, when consumers
develop such an affective connection, the inherent consumer behaviours cannot be
restrained by such rationality in their acts, and other constructs (e.g. consumer brand
devotion, brand evangelism), characterised as being highly emotion-laden will certainly
reflect more accurately these consumer behaviours, as it is illustrated by those brands
where the occurrence of these kind of relationships occurs (e.g. Apple, Harley-Davidson,
and so on), leading to the next research question:

RQ3 — What behavioural acts are directly responsible for consumer of brand loyalty with
football clubs?

Finally, when considering the literature about consumer brand devotion, Pimentel and
Reynolds (2004) research present a model where consumer devotion occurs when product
significance surpasses the utilitarian and commercial value, and this devotion towards a
brand is accompanied by proactive sustaining behaviours (i.e. positive word of mouth), a
somehow surprising argument has one would expect a much high emotion driven
outcome, such as brand evangelism, due to the highly affective nature of this construct.
According to Lukas (cited in Nekich, 2009) “Brand devotion goes beyond average loyalty
— it is when a consumer develops a complete assimilation with the brand... An example
is people queuing all night for the release of a Harry Potter book.” (p. 22). For those
customers that are characterised as being extreme devotees or fanatics, possession
attachment (Ball and Tasaki, 1992; Kleine and Baker, 2004) can assume a sacred
meaning, being described in an almost religious manner, and becoming a reflection of
personal identity (Belk, 1988; Belk and Costa, 1998; Holbrook, 2006; Hunt et al., 1999;
Pimentel and Reynolds, 2004). This is the phenomenon of a brand assuming a ‘religion’
status, addressed in Pederson (2004) research where he correlates the perceived value of
brand and the level of involvement. Where the value that the brand acquires in the mind
of the consumer reaches levels so high that they will always be devoted to it,

autonomously of the less positive results, those being sports or financial results.

However, the research carried out by Pimentel and Reynolds (2004) regarding the
phenomenon of consumer brand devotion in the context of football clubs was conducted

in the North American sports context. Posing some relevant questions and issues about
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its validity and applicability to the European context since they are in many respects two
clearly different phenomena’s (e.g. the cultural impact, the way it is structured, its
business proposition, just to mention a few). Furthermore, as the authors, themselves have
mentioned their research ended up drifting way from brands not focusing on this aspect,
hence revealing the need for a deeper understanding is required regarding consumer
devotion with brands, and the evident lack of understanding about the causal relation
between these concepts (i.e. brand devotion, and brand loyalty), leading to the final
research question:

RQ4 — What is the causal relationship between devotion and loyalty in the context of
football club brands?

5.5. Context Justification
5.5.1. Football club brands

Although the focal point of this research is not football club brands per se, since it utilises
it as contextual example of high emotion-laden brands it is then fundamental to clarify
the argument of why football clubs are indeed considered to be brands. The ongoing
discussion if football clubs are brands or not have now become in many ways somewhat
outgunned by several evident facts, the first one being that football clubs as organisations
have, for some years know, increasingly put a big emphasis in the management of their
brands. Apart from the previous, other clear indicators reveal that we are dealing with
brands and that a lot has changed in the realm of football since the early days of its first
appearance as a sport. In this football era, these organisations are no longer mere football
teams playing a match of eleven aside, and in fact in some cases strategic brand decisions
have been made that have surpassed the sporting aspect of the club. Several examples
exist of football clubs like Real Madrid, Manchester United doing their pre-season in
countries like the U.S.A. and in China in so to promote their brand in these markets, or
even the extreme example of Cardiff City which decided to change the team colours from
blue to red and changed the team symbol from the bluebird to a dragon based on the
argument that it would attract more television audiences in Asia). These decisions can
only be justified by managerial decisions to further expand the football club brand to new
markets emerging to the phenomenon of football. The other clear indicator comes from

several organisations that have acknowledged the importance of football club brands by
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carrying out continuous research (e.g. Deloitte, Brand finance, Forbes, Football finance,
Interbrand) that on a yearly basis present the results achieved by each football club in
terms of their brand value. According to the report published by Brand Finance in the
Marketing Week (2011) Manchester United more than doubled its brand value in less than
ten years, from 197 million pounds to 412 million pounds since 2005, becoming the 6™
biggest brand worldwide, behind Google, Apple, BBC, Dyson, and Facebook, and
surpassing the iconic brand Coca-Cola (Zhang, 2011).However, the clearer indicator
comes from academia itself, in which an increasingly amount of research has emerged in
the last decade highlighting the importance of football clubs brand management (e.g.
Couvelaere, and Richelieu, 2005; Pache and Paturel, 2008; Stefani, 2010; Schade and
Burmann, 2011; Cantergi, 2011). In fact, several authors have extensively carried out
research about football clubs as brands and their brand equity (e.g. Biscaia et al., 2014;
Richelieu, 2003) demonstrating that football club supporters do not condemn the fact that
their favourite football club is perceived as a brand. The fact is that when considering the
several existent definitions of brand, it becomes evident that football club brands fit all
the criteria of what a brand is, and in more recent years this perception became more
obvious with the millions of pounds involved and the industrialization of the
phenomenon, which in real terms is diluting the uniqueness of this consumer brand
relationship. Nevertheless, it must be recognised that in some ways supporters perceive
their clubs as something that is much more than a brand. It is an extension of their
personality and self-identity, it is a way to escape from the present harsh reality or to
relate to previous playful memories. For some it is a way to establish a sense of legacy
through their progenies whilst for others it is a form of belongness and realisation, a way
to express their alter-ego, and although all of these appear to be corroborative arguments
against the perspective of addressing football clubs as brands, in fact, when considering
the epistemological nature of the word brand or branding, it is intrinsically related to the
aspect of identification and in that sense we reach the realisation of this reality, the brand
associations that one establish, that being a football club brand or any other type of brand

outside the realm of sports.

Smith and Stewart (2010) presented a detail review on the specific characteristics of
sports as well as its similarities with other businesses. Where according to them, sport is

still characterised by determined, loyal and passionate supporters whom experience a
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strong, vicarious identification with their favourite players and teams, remaining one of
the few products that delivers engaging experiences that become part of our collective
memory. Similarly, Healy and McDonagh (2013) research argues that there are subtle but
significant differences regarding the consumption practices of football fans, mostly due
to the strong sense of co-creation of brands that occurs within the professional football
context. An argument that does not totally convey with reality since the same
characterisation certainly applies to those brands that have moved up in the spectrum in
terms of how brands are meaningful to their consumers and thus no longer can be viewed
as mere conventional brands. In fact, these emotion-laden brands resemble more, in many
respects, to football club brands than they do with brands that haven’t had the ability to
establish and elicit a degree of emotional attachment with their customers (e.g. in the way
they relate with the customer, their brand identity). Concomitant with this is the argument
presented by Smith and Stewart (2010), where they consider that even the fiercest sport
fans are also motivated by other benefits of the sport product, including aesthetic appeal,
entertainment, and social interaction. Because of this, the needs of sport fans are like those
sought by consumers for a range of other discretionary leisure products like the cinema,
the art gallery and the theatre, amongst many others. Corroborating the fact that when
football brand managers are considering and establishing their branding strategies, they
are faced with the task of dealing with a wider competitive spectrum not restricted to the
realm of sports. In addition to this, Smith and Stewart (2010) state that even some of those
conventional distinctive features of sport have been eroded because of the pressures for
homogenisation arising from commercial development, global expansion and cultural
marginalisation. Traditionally, the major difference between business and sport was the
importance of profit and return-on-investment for business, and the preference for

winning and on-field success for sport.

Based on the previous arguments one posits that there seems to be more that unites them
than what indeed separates them. Where in the case of the former, brand managers are
trying to convert their customers into fans, whilst in the case of the later brand managers
are trying to convert their fans into customers. As Pedro Afra, former brand manager of
‘Sporting Clube de Portugal’, stated "for several years | worked in marketing of consumer
goods. Whilst that period, all my efforts were towards transforming our consumers in fans

of the brand. Since | went to Sporting, I still work in marketing, but my effort now is
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exactly the opposite. Now my struggle is to make fans become consumers..." (Sa and S3,
2008 cited in Stefani 2010). The same way that football fans are no longer simply viewed
as just fans, also customers of highly emotion-laden brands are no longer simply
customers for those organisations (e.g. Apple, Harley-Davidson), has so a more correct
denomination seemed necessary to better describe them. In fact some authors claim that
the future for successful brand management lies on organisations managing their brand
in such a way that their customers don’t really perceive or even care if it as a brand, going
beyond the brand and turning them into brands that consumers are highly emotionally
attached (i.e. lovemarks) ((Roberts, 2006; Batra et al., 2012), which allows to surpass any
potential dissatisfactions resulting in acts and behaviours reflective of the consumers’
highly emotional connection with the brand. A phenomenon that can be observed in some
famous iconic brands (e.g. Apple, Harley-Davidson) but also in some less known and not
so iconic ones (e.g. Marmite, Justin boots) as well as with football clubs, and where
research regarding this phenomenon is still lacking. Therefore, the onus here does not
rely on the iconicity of the brands or even on the brands themselves as much as it lies on
the way consumers relate with the brands, creating different levels of affective bonds, in

line with Fournier’s typology of consumer-brand relationships.

5.5.2. Rational for conducting research in the Portuguese scenario

Although it is becoming clearer that branding issues have gained major relevance in the
sports industry, research is still lagging this growth, at least in the European context
(Smith and Stewart, 2010; Ferrand and Pages, 1999). Moreover, much of the existent
research regarding the branding of professional football in this context has mainly focused
on the ‘big five’ markets (i.e. England, Germany, Spain, France and Italy) (e.g. Brown
and Walsh, 2000; Bauer et al., 2005; Couvelaere and Richelieu, 2005; Ferrand and Pages,
1999; Guenzi and Nocco, 2006; Hill and Vincent, 2006). The fact remains that these
leagues, and the football clubs that compete on them, only reflect a partial picture of what
is the European football reality, particularly in terms of its commercialisation, raising the
issue of its applicability and the need for research on the context of clubs competing
outside the successful and renowned major European leagues. It is then the purpose of

this study to present an element of novelty by conducting an exploratory research in the
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context of a European football league outside the ‘big five’ that is still very much a market
in which the phenomenon of football has a huge sociologic and financial impact, such is
the case of the Portuguese football context. Which is presently ranked 7" in the UEFA
association club European rankings, and where 9 million fans follow the clubs in
Facebook, with 88% of people demonstrating interest or very interested in the football
phenomenon (UEFA, 2012).

This study specifically focuses on three clubs (i.e. FC Porto, SL Benfica, Sporting CP)
based on the rationale that these clubs incorporate most of the football supporters in
Portugal, thus representative of the research subject population. This is in line with the
Bespoke study performed by Repucom for UEFA in November 2012 covering a sample
of more than 18,000 representative European citizens between the ages of 18 and 69.
Showing that Portugal has the highest concentration of people supporting the most
popular club. Moreover, according to Sa and Malveiro (2011) study about the average
attendances during the period of 2006/2011 in Portuguese football, revealed that SL
Benfica is the leading club in Portugal in terms of attendance with an average of 40.089
spectators in a five-year period, followed by FC Porto (37.325) and Sporting CP (27.729).
The average attendance of the Portuguese championship is very uneven, with these three
clubs together representing the average attendance of 105.143 which corresponds to more
than 62% of the total average attendances (i.e. 169.162) of all the clubs playing in the
Portuguese premiership. Furthermore, according to the research conducted by the German
marketing research company SPORT+MARKT (2009), 4.7 million Portuguese, between
the ages of 15 to 69, showed interest on football, corresponding to 61.43% of the
country’s population on that age range. Of those identified in the research, 2.2 million
claimed to support SL Benfica; 1.3 million Porto FC; and 1.1 million Sporting CP. When
considering the supporters in the rest of Europe the figures were as follows: 2.9 million,

1.9 million and 1.8 million supporters respectively.

5.6. Methodology

The various gaps identified in the literature review reiterated the need to carry out this

study by conducting an exploratory research, where 60 individual interviews were defined
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as the proposed target to be conducted, following (Reynolds et al., 2001) rule of thumb
of twenty respondents for each single homogeneous subgroup. Using a purposive non-
probabilistic sample commonly applied in exploratory research (Etikan et al., 2016;
Malhotra et al., 2010).

When each respondent typically provides about 3 ladders, with an average of 5 elements
each. Hence, 20 respondents can produce a minimum of 225 data points, resulting that
a relatively small sample size can provide considerable detail. Since in the case of this
study each interview produced an average of 15.33 ladders per respondents with 4.69
elements in average per ladder resulting in a total of 6936 links, theoretical saturation was
reached after carrying out 46 interviews. Leading to the conclusion that at this point the
categories and the linkages between them were well established and no new or relevant
data was expected to emerge that could identify other relevant categories or linkages
(Corbin and Strauss, 2015). Moreover, this sample size fits the recommended
requirements and is in line with prior similar studies (Pai and Arnott, 2013) and its
demographic and sociographic characterisation reflects the population of the
phenomenon investigated in the study (see table 5.2). Where the average age was 34.72
years and a predominance of the male gender with 80% of the interviews. Reflecting the
relevant target group of the phenomenon of football and the connection with this kind of
sport which is still predominantly dominated by male supporters. While it seems that this
paradigm is changing with the increasing number of women attending matches (Fink et
al., 2002). However, when considering team identification, men are usually more team-
identified than women. Men frequently define fandom as a crucial personality trait, whilst
women do not consider fandom essential to their personality (James and Ridinger, 2001).
Regarding the respondent’s present occupation, they were mainly in managerial or
professional jobs as well as students. With respect to their level of education, 15% does
not have a formal education, whereas almost 40% had concluded high school and the
other 40% has higher degrees (e.g. MA or a PhD). In terms of income very few
interviewees earned more than €2249 and below that range half of the respondents had
an income below €900 and the other 40% had an income between €1000 and €2249,
which is in line with the employment and economic reality in Portugal. In terms of level

of expenditure with the club in the last year it shows that 41% of respondents spent less

10 Considering that one-fourth of respondents generally does not go beyond one ladder.
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than €100, 26% between €100 and €299, and only 33% spent more significant amounts

of money with their club in the last year. Mostly in the acquisition of merchandising and

tickets, 85% and 50% respectively.

Table 5.2 — Socio-demographic overview of the sample

Measure Item N Percentage
Gender Male 37 80%
Female 9 20%
Age 18 to 24 15 33%
25to 34 5 11%
35to 44 13 28%
45 to 54 9 20%
Above 54 4 9%
Education No formal education 7 15%
High School/Secondary School 18 39%
Diploma certificates 2 1%
First degree/Undergraduate 3 7%
Prof. or Higher degree/Postgraduates (e.g.
MA, PhD) 18 39%
Current Occupation Student 12 26%
Professional (e.g. doctors, engineers) 9 20%
Managerial (e.g. managers level) 10 22%
Skilled non-manual (e.g. clerical,
secretarial) 8 17%
Skilled manual (e.g. electrical, plumber) 4 9%
Semi/Party skilled (e.g. drivers, security) 1 2%
Unskilled (e.g. cleaner) 2 4%
Income Below 500€ 13 28%
Between 500 - 999€ 10 22%
Between 1000 - 1499€ 9 20%
Between 1500 - 2249€ 9 20%
Between 2250 - 2999€ 3 7%
Between 3000 - 4449€ 2 4%
Above 4500€ 0 0%
Expenditure with club in
the last year Less than 100€ 20 41%
Between 100€ and 299€ 12 26%
Between 300€ and 499€ 5 10%
Between 500€ and 749€ 3 7%
Between 750€ and 1250€ 2 4%
More than 1250€ 6 12%
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Areas of Expenditure Ticket Game 23 50%
Season Ticket 14 30%
Merchandising/Products (e.g. scarfs, kit,
etc) 39 85%
Others, please specify 16 35%

Club supported Futebol Clube do Porto 13 28%
Sport Lisboa e Benfica 17 37%
Sporting Clube de Portugal 16 35%

Two techniques were used during the interview stage, the Critical incident technique and
the hard-laddering technique. All the interviews were audio recorded and lasted in
average 30 minutes, with the longest being of 59 minutes and the shortest 19 minutes,
these were then transcribed verbatim using the Express Scribe Transcription software ™

resulting in a total of over 91 hours of transcription and 493 transcribed pages.

5.6.1. Critical Incident Technique (CIT)

The critical incident technique (CIT) was first introduced to the social sciences by
Flanagan (1954) and subsequently applied in a myriad of disciplines. It is a qualitative
technique that relies on a set of procedures (i.e. collection, content analysis, and
classification of observations of human behaviour) (Gremler, 2004), that can be modified
to meet the requirements of the topic being studied (Burns et al., 2000; Hopkinson and
Hogarth-Scott, 2001; Neuhaus, 1996). Several authors (e.g. Bogdan and Biklen, 1998;
Flanagan, 1954; Sharoff, 2008) have acknowledged various benefits associated with the
utilisation of this technique. Amongst others, the rich source of data collected from the
respondent’s personal recall (Edvardsson, 1992), and is particularly useful as an
exploratory method when thorough understanding is required for describing or explaining
a phenomenon (Bitner et al., 1990) due to its inductive nature (Edvardsson, 1992).
Furthermore, it can be an empirical starting point for generating new research evidence
about the phenomenon of interest and, given its regular usage in a content analytic
manner, it has the potential to be used in association with other research methods (i.e.
multi-method studies) (Kolbe and Burnett, 1991). In the case of this research it was of
benefit as the initial step for the subsequent implementation of the laddering technique to

establish the ‘grounding in context’, as Reynolds and Olson (2001) emphasized, by asking
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participants to recall memories of their interaction with the football club. Showing
pictures of the three football club brands, applying the ‘triadic sorting technique
recommend by Reynolds and Gutman (1988) where three distinct products or brands are
presented, and the respondent is asked to indicate differences and similarities that two of
them have in relation to the third one.

Furthermore, since this technique was applied in combination with the laddering
technique during the initial stage of the interviews and utilising the same respondents.
The rationale for the sample size will follow the rule of thumb used in the laddering
technique, whilst complying with that of CIT. According to the study carried out by
Gremler (2004) regarding the usage of this method in service research, the distribution of
sample sizes varies considerably, ranging from 9 to 3,852. Moreover, Serenko and Stach
(2009) state that the minimum sample size requirements in CIT studies depend on the

complexity of the phenomenon researched.

5.6.2. Laddering technigue

Laddering method is “an in-depth, one-on-one interviewing technique used to develop an
understanding of how consumers translate the attributes of brands into meaningful
associations with respect to self, following Means-End Theory” (Reynolds and Gutman
1988, p.12). The underlying assumption of this theory is that consumers’ brand
knowledge is organised in a hierarchy with concrete thoughts linked to more abstract
ones, in a chain progressing from a means to an end. Allowing for the sequential link of
brand attributes (A) to consequences of usage of the brand (C) and to individuals’ values
(V), forming a chain named ladder. In this study it was considered of relevance to follow
Walker and Olson (1991) proposed six levels as further detail can be achieved. In which
the three lower levels (concrete attributes, abstract attributes and functional
consequences) form the consumer’s brand knowledge, while the three upper levels
(psycho-social consequences, instrumental values and terminal values) relates to the
consumer’s self-knowledge. This method has been employed specially in marketing to
explore individuals’ opinions, attitudes and beliefs, as it is advantageous for
understanding behaviours, providing a deeper understanding on how respondents

evaluate a brand and make decisions regarding competing brands (Veludo-de-Oliveira
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and Campomar, 2006). It is highly recommended in researches that approach customer
value according to the models of the Means-End Theory (Botschen et al., 1999; Gengler
et al., 1999; Gengler and Reynolds, 1995; Reynolds and Gutman, 1988).

According to Wansink (2003) there are seven key aspects to consider when conducting a
laddering interview: (a) ask questions that can reveal personal reasons, (b) ask questions
that lead the respondent to think and answer with a sentence, avoiding “yes” or “no”
answers, (c) keep asking “why,” (d) probe deeper about the respondent’s reasons for their
answers, (e) allow the questioning to flow, (f) ask questions that allow respondents’ a
total freedom to answer as they feel is more suitable, and (g) pay attention to other
indicators (e.g. the respondent’s facial expressions and tone of the voice as they answer
the questions). In line with the previous, a laddering question sequence was employed by
initially asking the respondents why the football club brand is their most preferred brand
(following the Preference-Consumption Differences procedures) (Reynolds and Gutman,
1988). The goal of this first step is to get respondents to mention the main attributes or
characteristics. From this stage, the line of questioning proceeds from brand
characteristics to user characteristics (Durgee, 1986), which is associated to the second
level of the sequence A-C-V. The subsequent question is about the feature’s functional
consequences, and then followed by questions about the emotional consequences and how
these result in higher benefits or values. Repeating this sequence for other features after
the previous one has been exhausted. Towards the end of the interview a few questions
were placed to determine the respondents’ socio-demographic characterisation. This will
allow for a systematic exploration of the links between the basic football club attributes

and the meanings, feelings and association they convey via one-on-one interviewing.

5.7. Analysis

The analysis of the data followed a four-step procedure, starting with the data entry of the
raw data and content analysis using the MAXQDA™ software (version 18.0.2) as
recommended in the literature (Boreus and Bergstrom, 2017), followed by a summation
of relations in content codes, which resulted in an implication/matrix of all paired

relationships. Leading to the creation of a diagram, the hierarchical value map (HVM),
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that reveals the main relationships among all elements identified. This was developed
with the help of the LadderUX™ software to grant more reliability and validity to this
stage of the research than the traditional laddering data analysis approach (VVanden Abeele
etal., 2012).

Coding was conducted following the grounded theory method, applying a substantive
open coding procedure. Which resulted in coded segments (i.e., line-by-line) in the initial
coding and theory building, and key concepts being derived through the interpretation of
these segments into different conceptual realms (Charmaz, 2006). After several key
concepts emerged, a constant comparative method was pursued, taking into consideration
the relation between existing concepts and newly emerging ones in so to assess which
were the resultant categories (Strauss and Corbin, 1998, Saldafa, 2015). This method
does not rest after coding and retrieval at description and interpretation but continues the
coding by providing the opportunity to collapse, expand, and create new, broader, even
more inclusive categories (Emerson et al., 2011). This focused coding approach allowed
for a more conceptual organization of data as it followed an interpretative logic (Charmaz,
2006). This coding process was carried out in two rounds. First, the transcripts of the
interviews were analysed to establish the core elements from the interviews, from which
2305 codifications and 148 codes were initially identified from the first coder. This was
then confronted with the results obtained from a parallel independent coding conducted
by a second blind coder (Grunert et al., 2001), resulting in 2707 codifications and 136
codes. Based on these two datasets, the intercoder reliability could be assessed, Cohen’s
Kappa was 0.767 (p <.001), which is an acceptable level of agreement between coders
(Subramony, 2002). These codes were discussed in a session among the two coders and
concepts with similar meaning were summarized under a common code, which resulted
in a final set of 72 codes (see table 5.3), with 18 concrete attributes, 18 abstract attributes,
11 functional consequences, 8 psycho-social consequences, 8 instrumental values, and 9
terminal values. Which is in line with Friese (2014) recommendations for a final number
of codes, between 50 and 300.

The translation of the identified codes followed Brislin (1986) “decentring” method for
translation. Whereby a professional translator independently translated these codes into
the English language followed by an assessment of the translation. The translated version

was then assessed and translated back by another professional translator into the
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Portuguese language. This reverse translation allowed for the identification of any
potential discrepancies and ensured that the final version was conveying the same

information as the original.

Table 5.3 — List of categories considered for the HVM

II Concrete Attributes ] IV Functional Consequences 4|
4 Socially responsible (8/0) 40 Legacy (7/0)
5 Prewvious managers/presidents (22/0) 41 Unites people/supporters (30/0)
6 Corruption (24/0) 42 Resilient supporters (22/0)
7 Winner (45/0) 43 Level of Involvement (305/0)
8 Intense stadium atmosphere (45/0) 44 Tattoo the symbaol (3/0)
9 Competitive (17/0) 45 Celebrate (53/0)
10 Incompetence (29/0) 46 Cry (17/0)
11 Anti-system (2/0) 47 Sacrifices (22/0)
12 Not able to get titlesfwins (57/0) 43 Devaluation of criticism (20/0)
13 Representative (229/0) 49 Defend the club (54/0)
14 Ecletic (46/0) 50 Socialize (35/0)
15 CD':Ijmlttedeard workers (28/0) V Psycho-social Consequences +
16 Achievements (81/0) R
o ) 51 Sadness (532/0)
17 Good management/Leadership (51/0) 53 Frugration (43/0)
ay well (23/0) . . e e
i . i . 53 Anguishflitters (23/0)
19 Appealing logo design (23/0) Sa Esc.g'lape P
20 Fighters and warriors (42/0) cc Satisfact;l;n. ?—:--*‘.
.. 107 ) = A ) .
21 Young talents training/Academy (16/0) 56 Emotional attachment (174/0)
II1 Abstract Attributes 4| 57 Adrenaline (16/0)
22 Friendly (21/0) 58 Trustworthy/reliable (14/0)
23 Magical (3/0) - VI Instrumental Values  +|
2; :':'”E;t"’ff?'_rf"“ LA 59 Belief/Faith (22/0)
e Stra” L 60 Powerful (3/0)
rong L1=/U) s ey e
i o i 61 Ownership (21,/0)
27 Represents the region/city (16/0) P i

62 Reciprocity/Sense of duty (32/0)
63 Self-directionfcontrol (30,/0)
30 Heritage/Histarical (32/0) 64 Pride (36/0)
= agE. Istanca i "‘;;"'_ i 65 Feeling Unique/Different (13/0)

31 International prestige (32/0) P

. o 66 Shame (4/0)
32 Ambition (13/0)

. Fa I, m

33 Frenetic (4/0

28 Family (31/0)

Y WII Terminal Values

34 Underdogs (7/0) 67 Belongness (£0/0)

35 Unigue/Exclusive (41,00 68 Happiness (51/0)

36 Quality (159/0) 69 Religious state/Evangelism (10/0)
37 Less aggressive (4/0) 70 Self-actualization (24/0)

38 Humility (25/0) 71 Hedonism (59/0)

39 Arrogant (3/0) 72 Self-esteem (22/0)

-

73 Feeling Balanced (3/0)
74 Self-Identity/Devotion (85/0)
75 Loyalty (58/0)

All elements were classified according to their position in the Means-End chain by

considering previous theoretical approaches. With regards to the attributes categorisation,
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Snelders and Schoormans (2004) viewpoint was followed to distinguish and determine
which ones were abstract and which ones were concrete. In terms of the consequences
characterisation, the rationale from Veludo-de-Oliveira et al. (2006) and Botschen et al.,
(1999) was followed as to differentiate those that were functional and those that were
phyco-social, and finally, the characterisation of those values that were instrumental and
those that were terminal was based on Rokeach’s (1973) seminal work, The Nature of
Human Values. In which a fundamental distinction is made between the two types of
values.

After the content to category assignment was defined, the next step of the analysis focused
on the construction of the implication matrix. Which illustrates the 705 retrieved ladders
listed in a table, leading to the construction of a matrix of A-C-V associations (see Table
A.1 in the appendix) (Reynolds and Gutman, 1988). Where the number of relations is
observed through numbers in a fractional form, (i.e. the direct relations appear to the left
of the decimal point and the indirect relations to the right). This provides the basis to
reveal the dominant ladders for the HVM, obtained out of the 6936 linkages (2599 direct
and 4337 indirect) and 3304 data points.

The cut-off levels for these link strengths were set at four for all elements, implying that
all link strengths above four are kept. This cut-off level of four follows (Reynolds and
Gutman, 1980) recommendation for samples of around 50 respondents and resulted in a
concentration index of 0.74 and 69.43% of all links retained. Which is also in line with
these authors advise on selecting a cut-off level that keeps approximately two thirds of
all links. Linkages whose associated weights are above the cut-off value illustrates the
strong relationships (Gurnert and Gurnert, 1995) in the HVM from which the dominant

perceptual orientations can be derived (see Figure 5.1).
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Figure 5.1 - Hierarchical Value Map with a cut-off level at 4. Arrow thickness represents the relative strength, as compared to the link strength
between other elements
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5.8. Findings

Table 5.4 illustrates a summary of each level of the HVM with a 7.5% cut-off of citations
defined, revealing the most relevant categories in each level regarding the amount of
citations and respondents who mentioned each category. For a full analysis table A.2 in
the appendix presents all the categories identified in the interviews. Revealing 29
categories mentioned by at least 50% of respondents. In which it is evident the
preponderance of notions such as: level of involvement (mentioned by 100% of
respondents), followed by satisfaction with 95.65% of respondents mentioning this
notion, emotional attachment (mentioned by 86.96% of respondents), sadness (mentioned
by 78.26% of respondents), defend the club (mentioned by 76.09% of respondents), pride,
self-identity/devotion, happiness both mentioned by 73.91% of respondents. Regarding
the amount of citations, it is evident the preponderance of notions such as: level of
involvement (mentioned 305 times), emotional attachment (mentioned 174 times),
satisfaction (mentioned 164 times), pride (86 times), self-identity/devotion (85 times),
and achievements (81 times). Furthermore, when considering each level of the HVM
separately, the notions most time mentioned were: achievements (concrete attribute),
grand (abstract attribute), level of involvement (functional consequence), emotional
attachment (psycho-social consequence), pride (instrumental value), and self-

identity/devotion (terminal value).

Table 5.4 — Overview of categories according to citations and respondents’ frequency

Concrete Attributes Citations Percentage A Respondents Percentage B
Achievements 81 13.57% 31 67.39%
Good management/Leadership 61 10.22% 25 54.35%
Not able to get titles/wins 57 9.55% 22 47.83%
Intense stadium atmosphere 48 8.04% 19 41.30%
Eclectic 46 7.71% 23 50.00%
Winner 45 7.54% 30 65.22%
Abstract Attributes Citations Percentage A Respondents Percentage B
Grand 51 13.42% 27 58.70%
Honesty/fair play 44 11.58% 15 32.61%
Unique/Exclusive 41 10.79% 26 56.52%
International prestige 32 8.42% 19 41.30%
Heritage/Historical 32 8.42% 15 32.61%
Family 31 8.16% 10 21.74%
Functional Consequences Citations Percentage A Respondents Percentage B
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Level of Involvement 305 53.04% 46 100%

Defend the club 54 9.39% 35 76.09%
Celebrate 53 9.22% 29 63.04%
Psycho-social Consequences Citations Percentage A Respondents Percentage B
Emotional attachment 174 32.77% 40 86.96%
Satisfaction 164 30.89% 44 95.65%
Sadness 63 11.86% 36 78.26%
Frustration 43 8.10% 26 56.52%
Instrumental Values Citations Percentage A Respondents Percentage B
Pride 86 39.81% 34 73.91%
Reciprocity/Sense of duty 32 14.81% 19 41.30%
Self-direction/control 30 13.89% 15 32.61%
Belief/Faith 22 10.19% 11 23.91%
Ownership 21 9.72% 18 39.13%
Terminal Values Citations Percentage A Respondents Percentage B
Self-identity/Devotion 85 21.68% 34 73.91%
Hedonism 69 17.60% 32 69.57%
Happiness 61 15.56% 34 73.91%
Belongness 60 15.31% 33 71.74%
Loyalty 58 14.80% 23 50.00%

Notes

Percentage A corresponds to the percentage within the respective level (e.g. concrete attributes) and
percentage B is a percentage of the total number of respondents (i.e. N = 46).

5.8.1. Concrete attributes

When considering the concrete attributes, it is obvious the relevance that achievements
have when characterising the football club brand both in terms of number of citations as
well as in terms of the number of respondents that have mentioned this attribute. In the
HVM it is evident the influential power of this attribute on the way supporters perceive
how the brand is managed and shows strong leadership capabilities. Furthermore, in the
case of Sporting Clube de Portugal (SCP) brand this perception of achievements is closely
related to the fact that it is perceived as an eclectic club an attribute that was mainly
ascribed to SCP whilst in the case of the other two clubs (i.e. Sport Lisboa e Benfica
(SLB) and Futebol Clube do Porto (FCP)) this perception derives mainly from their
football achievements.

Another concrete attribute that was identified was the fact that supporters view the brand
as being one that is not able to get titles and wins, mostly referring to SCP brand, which

is in line with the recent history of the club, mostly due to the perception of incompetence
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from previous presidents and managers. Nevertheless, supporters of SLB have also
recognised this fact of not being able to get titles and wins in association to their brand
when considering the not so recent club history, in part due to previous managers and
presidents that were responsible for a less successful era. With regards to the other
concrete attribute (i.e. intense stadium atmosphere) this was associated with both SCP
and SLB brands, although more evident in the latter brand, and impacts directly on the
level of adrenaline supporters experience with the brand. When considering the
circumstance of being a winner brand this concrete attribute was recognised in all the
three brands, which in the case of SCP rises a quite interesting argument since it has
simultaneously been perceived as a football club which is not able to get titles and wins.
This occurs mostly due to the mitigating factor of the level of involvement supporters
develop with the brand, a functional consequence which is clearly linked with this winner
attribute. Finally, after analysing the HVM two other pertinent concrete attributes emerge
(i.e. committed/hard workers and fighters and warriors), the former mainly identified in
the SCP and SLB brand and which influences the establishment of the latter attribute.

5.8.2. Abstract attributes

With regards to the next level of the HVM six abstract attributes surpassed the 7.5% cut-
off of citations. Of which the perception from the respondents of the three football clubs
was that these are all grand brands, which influences the heritage/historical assessment
and consequently the international prestige associated with these brands. When
considering the second most cited abstract attribute (i.e. honesty/fair play) this derives
mainly from the perception of the strong leadership and the good management skills
identified with these brands. With regards to the sense of being a unique and exclusive
brand, this feeling is present across the three clubs but more evident in SCP. Similarly,
the sense of being a family brand is also more intensely observed in SCP brand. Although,
in this respect, the SLB brand has also been perceived as having a sense of family
associated with it albeit to a less extent when compared to SCP. Furthermore, four of the
most cited abstract attributes (i.e. grand, honesty/fair play, unique/exclusive, and family)
determine the level of involvement supporters have with their brand, mostly derived from
the sense of family they establish with it and only marginally influenced by the fact that

they consider it to be a grand brand. Finally, when considering the heritage/historical and
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international prestige attributes, these are more closely related with the levels of

satisfaction with the brands.

5.8.3. Functional conseguences

With regards to the functional consequences only three surpass the 7.5% cut-off level (i.e.
level of involvement, defend the club and celebrate) nevertheless this level is the one that
presents the category with the highest value in terms of number of citations and
respondents frequency, with level of involvement being mentioned by all the respondents
and cited 305 times, more than 50% than all the other functional consequences. Moreover,
in addition to the four previously mentioned abstract attributes influencing the level of
involvement supporters establish with the football club. This functional consequence is
also strongly derived from the resilience of the supporters, the perception that the club
plays well and is a winner football club brand, and to a lesser extent that it is a fighter and
warrior brand and a way to unite people/supporters. This last one mostly due to the
competitive nature identified mainly by SCP supporters. Additionally, level of
involvement is also marginally impacted by the fact that supporters perceive the brand to
have an appealing logo design, a concrete attribute mainly identified in the SLB brand.
Finally, level of involvement contributes to several situations of celebration, and of
defending the club, but also to a sense of constant sacrifices. In the case of celebration,
this functional consequence is strongly linked to the feeling of escape that supporters
achieve by attending football matches or other types of sports, in the stadium or at home.
By buying and using merchandising of the club or by following and supporting the club

abroad.

5.8.4. Psycho-social consequences

When considering the psycho-social consequences, four categories emerge as those with
more than 50% of respondents (i.e. emotional attachment, satisfaction, sadness and
frustration), of which the two first categories reached a quite relevant percentage of
citations, above the 30% threshold. Moreover, when looking in more detail about these
categories it evident the fact that supporters are faced with the need of frequently defend
the club which gives rise to a feeling of sadness and leads to the establishment of a degree
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of frustration. This is somehow balanced by the level of satisfaction achieved due to the
commitment that supporters put on how they defend the club, the sacrifices that
supporters make in name of their club, the sense of escape they experience when being
involved with the brand, the international prestige that the club has achieved and
marginally by perceiving that the football club brand that they support is a strong brand.
Finally, when considering the emotional attachment that supporters establish with their
brand, it is obvious that satisfaction plays a quintessential role in the occurrence of this
category, complemented to a much less extent with the feeling of frustration,

anguish/jitters, and socialization experienced in the involvement with the brand.

5.8.5. Instrumental values

With regards to instrumental values, only five surpassed the 7.5% cut-off of citations.
Those being, pride, reciprocity/sense of duty, self-direction/control, belief/faith, and
ownership. Where a common denominator emerges regarding the impact that emotional
attachment has on these four instrumental values, more evident in the sense of pride that
supporters develop with the brand. This value is also influenced by the fact that they
consider their football club as being one that is respected in the realm of sports, although
to a less extent. Furthermore, the opportunities that supporters have had to celebrate the
successes of the club gives rise to a feeling of reciprocity and sense of duty that they
experience with the brand. When considering self-direction/control, this value is also
derived marginally by two opposed aspects. On one hand by the moments of celebration
and on the other hand by the sacrifices that the supporters have handled throughout their
relationship with the brand.

Finally, both the sense of ownership that supporters develop and the belief/faith that they
deposit in their brand is influenced by the emotional attachment they establish with the
football club. The former instrumental value is more evident in SLB, were its supporters
reported a strong sense of possession of the brand, most probably related to the general
ethos associated with this club of being a ‘people’s club’. Whilst the latter instrumental
value is more evident within SCP supporters and it might be related to the fact that this
club has not conquered any relevant trophies in football in more than a decade (i.e. last
time they won the Portuguese league was 15 years ago). Combined with the fact that they
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are quite resilient supporters, an attribute more evident in this club when compared with

the other two.

5.8.6. Terminal values

When considering the final level of the HVM, five terminal values surpassed the
established 7.5% cut-off of citations, all of them were mentioned by more than 50% of
respondents. Where the most cited category (i.e. self-identity/devotion) is strongly
influenced by hedonism, and to a less extent by self-direction, and marginally by
trustworthy/reliable, humility and represents the region/city. This last category mainly
related to FCP as it is commonly recognised to be a club that is strongly related to the city
of Oporto and the northern region. An aspect that the club management took advantage
off to differentiate and potentiate the brand during its early stages of implementation and
the growth. The second most cited terminal value was hedonism, a value that logically
was influenced by the level of happiness that supporters experience with the club. Which,
in turn, was influenced by a sense of belongness, ownership, and the moments where the
supporters have had the opportunity to socialize amongst each other, and marginally
influenced by the intense stadium atmosphere experienced and the opportunity to enjoy
the achievements that the club have obtained.

With regards to the sense of belongness, this is strongly influenced by the feeling of pride
with club and to a less extent by the various moments that involved celebrating wins and
titles. The last category identified in the HVM was loyalty, this instrumental value is
strongly influenced by self-identity/devotion, and to a less extent by the sense of
belongness and emotional attachment. It is also interesting the fact that loyalty is
marginally influenced by the achievements obtained by the club, the intense stadium
atmosphere experienced and curiously by the fact that the club is not able to win/titles.
This reiterates the fact that loyalty with a football club brand although influenced by
several positive brand relationship aspects, such as satisfaction and achievements, will
still be present even if these do not occur or if negative brand relationship aspects such as
the fact of the club not winning or obtaining desired success.

For the sake of clarity an overall view of the findings is illustrated in figure 5.2 allowing
for the understanding of what are the most relevant categories and linkages in an
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integrated way. The main categories identified in table 5.3 are in bold and the main

linkages are represented by the arrow thickness highlighting their relative strength.
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Figure 5.2 - Consumer brand relationships main path. Arrow thickness represents the relative strength, as compared to the link strength between
other elements
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5.9. Conclusions and Contributions

It is obvious from the findings presented in this study that consumer brand relationships
with football club brands is far from being a linear process. In fact, it is a complex and
rich process, where several factors contribute to how the supporter views his football
club brand, how he interacts with it and how this impacts on him along with the
resulting values a supporter establishes. An important contribution to theoretical
knowledge.

In order to respond to the initially stated research questions this study has shown that,
regarding the first research question (RQ 1 - What are the key attributes, consequences,
and values in the consumer brand relationship with a football club brand?), twelve
attributes (six concrete and six abstract), seven consequences (three functional and four
psycho-social, and ten values (five instrumental and five terminal) were identified as the
main categories in each level of the HVM. Furthermore, by considering each level of the
HVM separately, the most considered concrete attribute was achievements. This outcome
shows that even though these are emotion-driven brands, an element of performance
assessment is still present when supporters associate to their preferred brand. An aspect
reiterated by the fact that the other key concrete attribute identified was that supporters
normally consider their brand to have a winning capability, even in situations where
reality does not entirely concur with this fact. Which gives rise to the argument that brand
managers must be mindful that the mere perceived performance goes a long way on how
consumers relate to this type of brands. This is even more evident in the case of SCP
brand where its supporters tend to value more strongly its eclectic nature as it enhances
the brand value of the club since it is from this fact that most of its achievements have
derived in the most recent years. The relevance of the eclectic construct provides an
opportunity for brand managers to deal with the uncertainty regarding the club sporting
results by enticing involvement with the club utilising other sport modalities. By doing
this one can dilute the negative impact on brand value and establish new forms of affective
connection with the brand. This is corroborated by the relevance respondents gave to the
intense atmosphere they experience in the stadium, in line with several other key
constructs identified in this study. Where the driving force resides not on the result per se
but on the fact that one is part of the experience and of the process. In other words, an

operant resource (Lusch et al., 2010) and an active contributor to brand meaning making
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(Allen et al., 2008). An aspect reiterated by the fact that the other main concrete attribute
was not able to get titles/wins. This reveals that supporters surpass this fact by leveraging
this attribute with others, resulting in a balanced feeling towards the brand. This is
expressed mainly through the fact that supporters perceive that the brand has good
management and leadership skills, the second most relevant concrete attribute identified
by respondents.

With regards to abstract attributes, the most considered one was the vision of the brand
as being grand, revealing that supporters allocate a high degree of relevance on how the
brand is perceived, its brand image. A notion that is not far from the remaining key
identified abstract attributes (i.e. honesty/fair play, unique/exclusive, international
prestige, heritage/historical, and a sense of being a family). All the previous contribute
favourably towards the enhancement of brand image and its consequently brand value.
Leading to the conclusion that brand managers must reiterate and highlight these aspects
in their marketing communication. Which, in actual truth most of the football club brands
already exploit in their institutional marketing campaigns, but more importantly several
consumers consubstantiate by proactively creating and exposing videos in different online
platforms eliciting the key abstract attributes identified, another clear evidence of brand
co-creation.

When considering the functional consequences, the level of involvement construct
emerges as the most central one, being mentioned by all the respondents. This is also in
line with the co-creation theory. Where brand value is achieved through an interactive
process between consumers and the brands, requiring a continuous contact between
consumers and their brand, in a wide array of forms leading to a tangible presence in the
consumers’ life (Ramaswamy and Ozcan, 2016). This fact is corroborated by the other
two key functional consequences identified (i.e. defend the club and celebrate) These will
provide consumers with a sense of empowerment and will elicit higher levels of affective
relationships with the brand. An aspect that brand managers must facilitate and encourage
if they want to achieve higher levels of brand value.

With regards to the psycho-social consequences, emotional attachment stands out has the
most referred construct in this stage of the HVM. With a citation score of 32.77% and a
frequency score of 86.96% of respondents mentioning this construct, which makes this
the third most mentioned construct in overall. Such outcome does not entirely constitute

a surprise as brands of this nature are highly emotionally-laden. Nevertheless, it reiterates
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the fact that brand managers must pay a special attention to this construct since it is the
main gateway for the establishment of a higher level of relationship with the preferred
brand, an issue that will be discussed subsequently when addressing our second research
question regarding the characterization of the derived brand relationship network system
for football club brands.

Furthermore, the strong presence of this construct brings an incremental return for brands
since it restrains consumers from pursuing a more rational and straightforward decision-
making process and gives rise to the occurrence of less quantifiable criteria. Nevertheless,
it is crucial that brand managers realise that such advantageous realisation does not come
without some perils, mainly since it might impact on the level of involvement a consumer
establishes with the brand. This becomes even more obvious when one considers the
importance that respondents gave to the other three key psycho-social consequences (i.e.
satisfaction, sadness and frustration). Suggesting that brand managers must be subtle in
the way they build a rapport with their consumers as they might feel kind of betrayed
when promises are not materialised, even though the impact of emotional attachment
might be sufficient to surpass this cognitive dissonance.

When considering the next level of the HVM, the sense of pride towards a brand exceled
as the most relevant instrumental value, mentioned by almost 75% of the respondents of
this study. This suggests that consumers establish a high degree of proximity and place a
great deal of importance on their preferred brand. An argument corroborated by the other
four key instrumental values identified (i.e. reciprocity/sense of duty, self-
direction/control, belief/faith, and ownership). All of these are clear indicators that brand
managers are presented with an open field of opportunities, allowing them to exploit the
benefits of such enticing relationship constructs. Since these are willing supporters of the
brand, or as Fuller et al. (2013) stated, consumers inexpensively turned into brand

ambassadors.

Finally, when considering the last stage of the HVM (i.e. terminal values), self-
identity/devotion emerges as the most important construct at this level. Followed by
hedonism, happiness, belongness and loyalty. All of which report a very positive stance,
signifying that the established high-end relationships with a brand presents its consumers
with an alluring sense of gratification. Mainly because these are highly emotional-laden

brands that supporters adopt without sometimes even knowing why they do it, surpassing
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by far the realm of rationally, and where less positive issues are quickly overshadowed
by more fulfilling ones, such is the case of the five key instrumental values identified in
this study. This gives rise to the realisation that brand managers should try to potentiate
the previous lower levels of brand relationships to reach such favourable and positive
consequences in an integrated way. This leads us to our second research question (RQ 2
— What are the core linkages consumers value in a brand relationship network system

regarding football clubs?).

In fact, taking into consideration these categories per se does not suffices the overall
purpose of this study. For that reason, it is important to grasp a holistic understanding of
how these integrate with each other. With that in mind, a bottom-up approach was pursued
beginning with the attributes at the bottom of the HVM and then following the most
representative links upwards until reaching the identified values resulting in the
emergence of eight more attributes (twenty in total), and eight more consequences (fifteen
in total). Which, although to a lesser extent when compared to the previously discussed
constructs, also play a relevant role in this consumer brand relationship network with
football club brands.

e Firstly, the strongest link identified emerges from the satisfaction obtained with
the football club which highly impacts on the level of emotional attachment
supporters develop with the brand.

e The 2" strongest link identified arises between the level of involvement and the
consequent opportunities for supporters to celebrate

e The 3" strongest link relates to the specific football club brand (i.e. SCP) and
the fact that it is viewed as a highly eclectic club.

e The 4™ strongest link emerges from the moments of socialization that supporters
have amongst each other when experiencing the brand and the consequently
sensation of escape they derive from it.

e The 5" strongest link occurs between the level of involvement and the need that
supporters must defend the club.

e The 6" strongest link emerges from the level of involvement and the sacrifices that
this sometimes entails to consumers.

e The 7" strongest link relates to the resilience of supporters and the level of

involvement that this generates.
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e The 8" strongest link is between the various moments of sadness that supporters
experience with the brand and the frustration that this creates on them.
e The 9" strongest link occurs between the emotional attachment developed and the
pride that supporters have of their preferred football club brand.
e Thefinal and 10" strongest link identified is the pride that supporters take on their
brand and a sense of belongness they develop.
This again highlights the importance of these constructs, mainly the level of involvement
and emotional attachment, to which brand managers should pay a special attention when
dealing with the main reasons of why and when consumers choose their brand, or as
Gengler et al. (1998) stated, their motivational patterns, a relevant contribution also to the
existent theory on this brand area.
Our third research question relate to the identification of the behavioural acts that are
directly responsible for the establishment of consumer brand loyalty towards football
clubs. This study as identified three main contributing factors, of which the strongest one
was self-identity/devotion, followed by belongness, and emotional attachment. In the case
of having a feeling of belongness with the brand plays a direct role on the establishment
of brand loyalty. But also, indirectly through the happiness, hedonism and self-identity/
devotion path mediating role. Moreover, three more constructs appear, although to a less
extent, to impact on brand loyalty (i.e. level of involvement, achievements, and intense
stadium atmosphere)
Apart from the relevant contribution this provides to theoretical knowledge on brand
loyalty. It offers a clear indication to brand managers on which factors they should
focus when attempting to elicit higher levels of brand loyalty on their consumers in
detriment of lesser relevant existent constructs. Resulting in a more efficient allocation
of resources and a more suitable approach of brands with their consumers.
Finally, our fourth research question (RQ4 — What is the causal relationship between
devotion and loyalty in the context of football club brands?) evaluates to what extent these
two constructs relate to each other in the research context of this study. To this respect it
was identified that brand devotion, mainly derived from the self-identity that respondents
have mentioned to establish with their football club brand, which is in line with Ortiz
(2008) definition of consumer devotion, leads to the establishment of brand loyalty, and

not the other way around. It is in fact, as previously discussed, the main influencer for the
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emergence of brand loyalty. This contributes to the theoretical discussion on this subject
as there are divergent approaches. Whilst some authors (e.g. Chen, 2006) concur with the
conclusion reached in this study, others (Nekich, 2009) state that it is in fact brand loyalty
that leads to the establishment of brand devotion, or even those authors (e. g. Ortiz et al.,

2013) that consider these two constructs not to be associated.

5.10. Limitations and Future research

The realisation of the research limitations is of crucial importance when interpreting and
generalising the achieved results. For that reason, one presents some of the limitations
identified, starting with the representativeness of the data due to the choice of a qualitative
approach. Although the sample size used in this study satisfied the criteria for the means-
end approach, providing an exploratory step into consumer brand relationships with high
emotion-driven brands. One recognises the need to reiterate some of the notions identified
in this study by following a quantitative approach. This will allow for the development
and testing of propositions related to the relationships in our network system of consumer
brand relationships. For example, the strength of the relationship between satisfaction and
emotional attachment, or emotional attachment and loyalty and the various outcomes
should be examined. As Grunert and Grunert, (1995) stated, an increase of the sample
could easily change the outlook of the identified network system and the related salient
connections in it. A notion corroborated by Maxwell (2012) who stated that, in
exploratory research, other variables might be identified, and further research questions
can be considered for a subsequent experimental investigation. For example, future
research should be conducted to investigate brand devotion and religious state/evangelism
of brands, two constructs that have emerged in this study. Empirical research conducted
on these has been scarce up to now. Therefore, the framework provided in this study can
be the starting point for future research, intended to disclose the various specific factors
that contribute to brand devotion and brand evangelism.

Furthermore, a quantitative approach should be carried out by previously taking into
consideration a critical review of the existent theory regarding the identified constructs
and how these interrelate. Leading to the achievement of higher degree of generalisation
of findings and the development of a more reliable model of service brand loyalty. In
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addition, generalisation of the findings might have also been hindered by the fact that this
study focused on a single sector, (i.e. football club brands). Thus, similar exploratory
studies are necessary as to establish degrees of similarity in cross contexts regarding the
identified constructs. This might be presented with some challenges as how to generalise

findings, due to the particularities researchers will encounter.

As it was beyond the scope of the present study it would be of interest for future research
to conduct a more in-depth separate analysis considering an individual interpretation of
each of the club’s brands. Allowing for the understanding of the outcomes that are specific
to each football club. Taking in consideration aspects such as gender, rationale for
choosing a football club. This is viewed as a relevant next step to further academic and
managerial knowledge on this research subject.
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Table A.1 — Implication Matrix (cont.)
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Table A.2 — Overview of categories according to citations and respondents’ frequency

Category Concrete Attributes Citations Percentage Respondents Percentage
Achievements 81 13.57% 31 67.39%
Good management/Leadership 61 10.22% 25 54.35%
Not able to get titles/wins 57 9.55% 22 47.83%
Intense stadium atmosphere 48 8.04% 19 41.30%
Eclectic 46 7.71% 23 50.00%
Winner 45 7.54% 30 65.22%
Fighters and warriors 42 6.85% 18 39.13%
Incompetence 29 4.73% 9 19.57%
Representative 29 4.73% 17 36.96%
Play well 28 4.57% 16 34.78%
Committed/Hard workers 28 4.57% 16 34.78%
Corruption 24 3.92% 15 32.61%
Appealing logo design 23 3.75% 15 32.61%
Previous managers/presidents 22 3.59% 13 28.26%
Competitive 17 2.77% 10 21.74%
Young talents training/Academy 16 2.61% 9 19.57%
Anti-system 9 1.47% 4 8.70%
Socially responsible 8 1.31% 6 13.04%
Sub total 613 100.00%
Category Abstract Attributes Citations Percentage Respondents Percentage2
Frequency Frequency
Grand 51 13.42% 27 58.70%
Honesty/fair play 44 11.58% 15 32.61%
Unique/Exclusive 41 10.79% 26 56.52%
International prestige 32 8.42% 19 41.30%
Heritage/Historical 32 8.42% 15 32.61%
Family 31 8.16% 10 21.74%
Humility 25 6.58% 11 23.91%
Friendly 21 5.53% 12 26.09%
Respected 20 5.26% 8 17.39%
Quality 19 5.00% 16 34.78%
Represents the region/city 16 4.21% 9 19.57%
Strong 14 3.68% 5 10.87%
Ambition 13 3.42% 8 17.39%
Underdogs 7 1.84% 3 6.52%
Less aggressive 4 1.05% 4 8.70%
Frenetic 4 1.05% 3 6.52%
Arrogant 3 0.79% 2 4.35%
Magical 3 0.79% 2 4.35%
Sub total 380 100.00%
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Category Functional Consequences Citations Percentage Respondents Percentage2

Frequency Frequency
Level of Involvement 305 53.04% 46 100%
Defend the club 54 9.39% 35 76.09%
Celebrate 53 9.22% 29 63.04%
Socialize 35 6.09% 20 43.48%
Unites people/supporters 30 5.22% 19 41.30%
Sacrifices 29 5.04% 10 21.74%
Resilient supporters 22 3.83% 12 26.09%
Devaluation of criticism 20 3.48% 13 28.26%
Cry 17 2.96% 12 26.09%
Legacy 7 1.22% 7 15.22%
Tattoo the symbol 3 0.52% 3 6.52%
Sub total 575 100.00%
Category Psycho-social Citations Percentage Respondents Percentage2
Consequences Frequency Frequency
Emotional attachment 174 32.77% 40 86.96%
Satisfaction 164 30.89% 44 95.65%
Sadness 63 11.86% 36 78.26%
Frustration 43 8.10% 26 56.52%
Escape 34 6.40% 17 36.96%
Anguish/litters 23 4.33% 16 34.78%
Adrenaline 16 3.01% 6 13.04%
Trustworthy/reliable 14 2.64% 6 13.04%
Sub total 531 100.00%
Category Instrumental Values Citations Percentage Respondents Percentage2

Frequency Frequency
Pride 86 39.81% 34 73.91%
Reciprocity/Sense of duty 32 14.81% 19 41.30%
Self-direction/control 30 13.89% 15 32.61%
Belief/Faith 22 10.19% 11 23.91%
Ownership 21 9.72% 18 39.13%
Feeling unique/Different 13 6.02% 10 21.74%
Powerful 8 3.70% 5 10.87%
Shame 4 1.85% 3 6.52%
Sub total 216 100.00%
Category Terminal Values Citations Percentage Respondents Percentage2

Frequency Frequency
Self-identity/Devotion 85 21.68% 34 73.91%
Hedonism 69 17.60% 32 69.57%
Happiness 61 15.56% 34 73.91%
Belongness 60 15.31% 33 71.74%
Loyalty 58 14.80% 23 50.00%
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self-actualization
Self-esteem
Religious state/Evangelism
Felling balanced
Sub total
TOTAL

Notes

Percentage A corresponds to the percentage within the respective level (e.g. concrete attributes) and
percentage B is a percentage of the total number of respondents (i.e. N = 46).

24

22

10

3

392
2707

6.12%
5.61%
2.55%
0.77%
100.00%

11
12

23.91%
26.09%
17.39%
6.52%
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6.1. Abstract

Purpose — This paper aims to provide insights into brand loyalty and the impact of
emotional attachment in service brands within a new context. The objectives of this
research are thus twofold. Firstly, the development of this area through a theoretical
model that encompasses constructs that haven’t been researched in an integrated and
related way. Secondly, given that the theoretical models in the field of brand loyalty with
European football clubs are limited, the current study will contribute to the development
of this area through the testing of a theoretical model in a geography where similar

research has not yet been conducted.

Design/methodology/approach - Data was collected from 842 football club supporters
from six European football leagues (i.e. Spain, England, France, Germany, Italy,
Portugal) and analysed through the utilisation of Partial Least Square (PLS) statistical
techniques. Respondents were asked to answer a questionnaire keeping in mind their
preferred brand.

Findings - The conclusions from the research include that of brand loyalty being built
from the interaction of the six constructs identified (brand image associations,
involvement, satisfaction, emotional attachment, trust, and brand loyalty), with emotional
attachment representing a crucial construct, revealing that brand managers need to pay
special attention to this construct when developing the brand, and when wanting to

improve the relationship level with its consumers.

Research limitations/implications — Due to the dynamic nature of the subject of research
other constructs might become relevant on brand loyalty building, mainly if the context
of the research shifts from the football club’s brands. A non-probabilistic sampling was
used to collect the data and experts in the field such as football club managers, marketers

and other key informants were not considered.

Practical implications - This study provides greater understanding of the significance of
the brand and brand loyalty building for football clubs, putting forward a model that

integrates the constructs that presents a valuable support to predict consumer’s attitudes
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and behaviour towards such a kind of service brand allowing for the achievement of better

and more tailored managerial practices and strategic approach

Originality/value - The work is unique in its attempt to combine three main bodies of
literature, that on service brands, co-creation of value, and emotional impact on brand
loyalty building, leading to the development of a model of service brand loyalty building
based on empirical evidence to explain the relationships that exist between constructs that
affect brand loyalty in a holistic approach. The unique context of sports and more
specifically the focus on the football industry in Europe is another contribution for

academia and practice.

Keywords: Service brands, Brand relationships, S-D logic, Emotional attachment, Brand

loyalty

Paper type: Research paper

6.2. Introduction

This study focuses on service brands and the co-creation of brand value integrating the
determinants and key drivers for the development of consumer’s brand loyalty. Taking as
the starting point the service dominant logic (S-D logic) and its propositions on value, a
theory introduced by Vargo and Lusch (2004a) where service is ‘dominant’ in the sense
that all businesses are service businesses. S-D logic perceives marketing as social and
economic processes (Lusch and Vargo, 2006; Vargo and Lusch, 2016), in which the
concept of interaction is central. It incorporates the principle that value creation is a
process of integrating and transforming resources, which requires interaction and implies
networks. In addition, it deems the central S-D logic notion of co-creation of value as an
interactive concept. A football club brand is not a tangible product that can be produced
in a factory, it is the cumulative impression based on how the customer experiences and
interacts with the brand, ranging from how long it takes to enter the stadium, the place he
sits or with whom he attends the match, the quality of the game attended, the

entertainment provided at half-time, the quality of the food provided at the bar, safety
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issues, all the way to how the brand relates to the consumer identity, leading to attitudes

of brand evangelism and of a self-proclaimed brand ambassador.

A review of previous research shows that the existent models in the literature which
attempt to deal with the issue of service brands, reveal that they lack an integrative
approach, or they omit important constructs when taking into consideration a service
brand. As so a deeper understanding is pursued in terms of the service brands in the
context of football clubs. Highlighting the relevance of this industry, whilst
consubstantiating the argument of football clubs as brands and the consequent perception
of football fans as consumers, like what one finds in brands like Harley Davison, Apple,
Mini, Justin cowboy boots, or even Marmite. Revealing that the difference between
football clubs and the above brands is eroding in terms of how they are perceived and
how they strategically deal with their consumers.

This paper is structured in accordance to the concepts and the research areas of relevance
considering brand loyalty in general and contextualised in terms of sports, more
specifically football clubs. Thus, by establishing a clear rationale for the relevance of
these concepts and their relatedness to the subject of interest of this research (i.e. brand
loyalty towards highly emotional attachment brands, such as football clubs), one
considers that this will allow us to answer the research questions identified in the literature
review and which led to the subsequent devise of a service brand loyalty model sustained
on ten hypotheses, providing academic and managerial contributions to this area of

research,:
RQ 1 — What are the determinants for developing emotional attachment with a brand?
RQ 2 - What is the role of emotional attachment in determining service brand loyalty?

RQ 3 - What are the key constructs that lead to higher levels of loyalty towards a

service brand such as the case of football clubs?
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6.3. Definition and domain: empirical study variables
6.3.1. Brand Loyalty
The relevance of brand loyalty is reiterated by the vast existing literature on this construct
(El-Manstrly and Harrison, 2013) with several studies examining its antecedents and
consequences (e.g. Doney and Cannon, 1997; Mgller Jensen and Hansen, 2006; Ferreira
and Coelho, 2015). A recognition that extends to the managerial realm since brand loyalty
is a key element on establishing a favourable brand image (Veloutsou, 2015) and brand
equity (Veloutsou et al., 2013). Furthermore, there is a consensual perception amongst
researchers that brand loyalty has a multifaceted nature (Javalgi and Moberg, 1997). It is
largely recognised by researchers (Jacoby and Chestnut, 1978; Mellens et al., 1996; Farr
and Hollis, 1997; Bandyopadhyay and Martell, 2007) that most of the measures that this
construct utilize can be perceived as being either attitudinal, behavioural, or a conjunction
of both, thus reiterating the assumption that the loyalty construct is multi-dimensional.
This study also considers attitudinal and behavioural components to conceptualise and

measure brand loyalty.

6.3.2. Brand Image Associations, Involvement and Emotional Attachment
Brand image associations have long been considered in the literature as an essential

element for consumer’s interaction with a service brand, being the starting point of this
interaction, it represents the consumers’ views and perceptions of the brand and can be
interpreted as the brand DNA. The relationship between brand image associations and
involvement has been previously recognized in the literature, studies in attitude—
behavioural relationships (Beatty and Kahle, 1988; Cooke and Sheeran, 2004; Kokkinaki
and Lunt, 1997) have proposed that involvement mediates how consumers perceive the
image of a brand and the level of emotional attachment they develop with it. Brands create
thoughts and can direct behaviour patterns amongst customers and consumers.
Furthermore, Olins (2003) describes that branding is developed mainly around
involvement and association; it is the noticeable and visible demonstration of private and
personal affiliation. According to Manson (1999) the consumers of sports identify

themselves so strongly with their favourite football club that they declare affiliation with
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a successful club, without even having had any kind of influence in the team’s success.
These studies provided a starting ground for understanding consumer attendance
behaviour, although lacking a theoretical framework to guide the research questions or
hypotheses. Slack (1998) voiced similar concerns in relation to the sport management. As
Kerlinger and Lee (2000) suggest, “The ultimately most usable and satisfying relations,
are those that are the most generalised, those that are tied to other relations in a theory”

(p. 13). This leads to the following hypothesis:

H1. The level of involvement with a sports service brand is positively influenced by the

brand image associations consumers have with a service brand.

Furthermore, emotional attachment should be conceptually differentiated from
involvement. Whilst involvement is a state of mental readiness that usually determines
the allocation of cognitive resources when the consumption decision or action occurs
(Park and Mittal, 1985), the concept of emotional attachment is much more than simple
resource allocation, mental readiness, or even, one’s volitional control. Moreover, whilst
involvement tends to diverge towards the sphere of cognition, the emotional attachment
Is a concept that is associated with the realm of emotions (e.g. season tickets for football
clubs such as Barcelona FC, Manchester United FC are sold years in advance, sometimes
there are waiting lists of more than 5 years). This is the phenomenon of a brand becoming
a ‘religion’, in which the value that the brand acquires in the mind of the consumer reaches
levels so high that they will always be emotionally attached to it. This leads us to the

following hypothesis:

H2. Brand image associations determine the level of emotional attachment consumers

have with a service brand.

6.3.3. Involvement, Emotional Attachment and Satisfaction
Several authors demonstrated that involvement is perceived as being a critical antecedent

to consumer commitment, and commitment is often recognised as being a conceptual and
empirical part of loyalty (Beatty and Kale, 1988). Furthermore, this predecessor role of

involvement has been identified has responsible for the shaping in developing emotional
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attachment to a brand. Iwasaki and Havitz (1998) suggested that the customer level of
involvement mediates the levels of psychological commitment to service alternatives, and
that in turn, mediates resistance to change leading to behavioural loyalty. Moreover,
examples of brands assuming almost a religious status emerges in a wide variety of
situations in peoples’ life when they connect themselves with objects, places, in a way
that very little scope is left for rationality, but none is so clear as the connection with the
football club brand. People can form an emotional attachment with a variety of objects,
including places (Rubinstein and Parmelee, 1992), and celebrities (Adams-Price and
Greene, 1990; Alperstein, 1991). Concurrently, research in marketing suggests that
consumers can also develop the same type of relationship towards collectibles (Slater,
2000), other types of special or favourite objects (Ball and Tasaki, 1992; Kleine et al.,
1995; Price et al., 2000), and brands (Schouten and McAlexander, 1995). The concept
that such connections reflect an emotional attachment is also referred in research in
consumer behaviour (Shimp and Madden, 1988). The emotional meaning of ownership
is the aggregate strength of associations that a person develops with others or with
significant events. In a marketing perspective with products or service brands that exist
in the person’s life being them perceived in either a positive or negative way. This leads

to the following hypothesis:

H3. There is a direct correlation between involvement and emotional attachment. The
more a customer is involved with a sports organisation and its brand the more he or she

will be emotionally attached with that brand;

The concept of customer satisfaction has been subject of interest by several researchers
since the early 1970s and a wide array of definitions and measurements have risen since
then showing it to be a construct that is distinct from service quality, product quality or
customer attitudes (Oliver, 1981, 2006; Westbrook and Oliver, 1981; Churchill and
Supernant, 1982; Spreng et al., 1996; Johnson et al., 2001; Shukla, 2004; Olsen, 2007).
Satisfaction has been characterised as “the customer’s psychological response to his
positive evaluation of the consumption outcome in relation to his expectation” (Oliver,
1981, Kirstensen et al., 1999, in Shulka, 2004, p. 85) or in a less restrictive

conceptualisation, recent studies argue for defining satisfaction as the customer’s overall
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experiences to date as cumulative satisfaction, like attitudes (Johnson et al., 2001; Olsen,
2007). According to Ganesh et al. (2000) few published studies have examined the
relationship between involvement and satisfaction. This leads to the following
hypothesis:

H4. Involvement has a direct positive influence over how satisfied one is with a sports

service brand

6.3.4. Satisfaction and Emotional Attachment
Thomson et al. (2005) stated that being satisfied does not indicate behavioural

manifestations such as proximity maintenance and separation distress. Satisfaction tends
to occur immediately after consumption and it can be a single situation, whereas
emotional attachment relates more to a developing over time interaction. The core
significant benefit of the cumulative satisfaction construct over a more transaction-
specific perspective is that it is better able to foresee subsequent behaviours and economic
performance (Johnson et al., 2001). There are also several aspects about which a
consumer may carry out his/her satisfaction assessment, e.g., brands, products, services,
persons, stores or institutions (Bloemer and Kasper, 1995; Fornell, 1992; Johnson et al.,
2001; Oliver, 1997). Ultimately, satisfaction is an evaluative judgement making it
different from the emotional attachment (Mano and Oliver, 1993). According to Mullin
et al. (2000) the consumption of the sports product or service is experiential and often
emotional; the consumption of team sports events provides much more intangible benefits
than it does provide tangible benefits. Satisfaction might grant a basis for emotional
attachment, a consumer who is satisfied with a brand being more likely to become
emotionally attached with it than one that is not satisfied, this leads to the following

research hypothesis:

H5. Satisfaction has a positive influence in the level of emotional attachment with a sports

service brand;
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6.3.5. Satisfaction as a Direct Determinant of Trust and brand Loyalty
Several models of brand loyalty show us that the main variables that lead to an increase

in the levels of loyalty is satisfaction and the level of trust that the consumers deposit on
a brand. The relationship between satisfaction and trust has been addressed in the research
conducted by Delgado-Ballaster et al. (2003) where they developed a scale demonstrating
the influence of satisfaction in creating trust in consumer’s minds. In fact, numerous
researchers have deemed essential the presence of moderating and mediating variables in

the relationship between satisfaction and brand loyalty (Olsen, 2007).

This role of brand satisfaction as an important antecedent of brand trust has also been
addressed and reiterated by other researchers (Lau and Lee, 2000; Zboja and VVoorhees,

2006), this leads to the following hypothesis:
H6. Satisfaction has a positive influence in the level of Trust with a sports service brand,;

Although many authors have considered satisfaction to be a major behavioural
determinant in terms of how loyal a consumer is (Szymanski and Henrad, 2001; Mittal
and Kamakura, 2001; Shukla, 2004; Olsen, 2007) it is interesting to find that although the
correlation between these constructs has been verified it tends to be low, most of the times
less than 0.30 (Johnson et al., 2001), this leads to the following hypothesis:

H7. Satisfaction has a direct positive influence over how loyal one is with a sports service
brand,;

When consumers realize the influential role of brands in achieving their goals, they come
to consider the brands as personally meaningful and significant. They become personally
connected and emotionally bonded to these brands (Mikulincer and Shaver, 2005).
Consumers may even continue to purchase brands that fail to strongly provide highly
satisfying levels of gratification, enrichment, or enabling outcomes simply because
alternatives for more satisfying relationship are limited, even when these limitations
might be self-perceived, in the sense that the consumers are in a state of high brand-self
connection. The fact that consumers may stay in unsatisfying relationships underlines the

importance of differentiating attachment from repeat purchase.
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6.3.6. Emotional Attachment as a Direct Determinant of Trust and brand Loyalty
Research in the literature has shown that organisations must focus on the development of

emotional attachment and this is better achieved by building trust rather than
interdependence. Furthermore, previous work has demonstrated that trust occurs after
emotion, and the level of emotional attachment one acquires with a brand. Williams
(2001) has stated that affective responses influence how people evaluate their level of
trust, and Weber et al. (2005) have pointed to the fact that emotional attachment can cause
a consumer to take a sudden risk not justified by the existing facts, this leads to the next

research hypothesis:

H8. Emotional attachment has a positive relationship with the level of trust towards the
brand. The more a consumer is emotionally attached with a sports service brand the more

he will trust it;

Moreover, the emotional attachment towards a brand has been cited as a vital ingredient
to maintain and develop customer loyalty (Bendapudi and Berry, 1997; Dick and Basu,
1994; Geyskens et al., 1996). With the wide and continuously growing literature on issues
such as fan behaviour reaffirming the importance of emotional attachment when attending
sports events (Kerstetter and Kovich, 1997; Stewart and Smith, 1997). The positive
relationship between commitment and behavioural outcomes of loyalty (repeat purchase,
ancillary product use, word of mouth, and cooperation) has also been strongly supported
in the literature (Bowen and Shoemaker, 1998; Dick and Basu, 1994; Kim et al., 2001,
Morgan and Hunt, 1994), this leads to the following research hypothesis:

H9. Emotional attachment has a direct impact on consumers’ level of loyalty towards

sports service brands;

The prospect that consumers can develop strong emotional attachment with brands is
interesting since it suggests that the degree of emotional connection to an object predicts
the nature of an individual’s interaction with it. So, consumer’s emotional attachment to
a brand might determine their commitment to the brand (e.g. loyalty) and, although it
seems logical that those highly emotionally attached with any type of service brand would

tend to be more prone to loyalty, there seems to be no understanding of what are the
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dimensions of a specific service brand with which these consumers associate with, and

that leads to an increase or decrease of their level of emotional attachment.

6.3.7. Trust and brand loyalty
The effect of trust on brand loyalty building has received a great deal of attention in the

literature, Morgan and Hunt (1994) established that trust is a major determinant of loyalty,
in line with Bowen and Shoemaker (1998) research in which they demonstrated that trust
positively influences the commitment to luxury hotels. Furthermore, Cunningham (1956)
states that there is a direct linear correlation between how consumers perceive the risk
and the probability of being loyal (Bauer, 1960). The more this perceived risk is present
in the consumers’ mind, the more likely one will be loyal to a brand (Javalgi and Moberg,
1997). This direct linear correlation has also been corroborated by research on the concept
of risk (Cunningham, 1956; Sheth and Venkatesan, 1968; Roselius, 1971) demonstrating
that consumers of services are less predisposed to brand switching with the purpose of

diminishing the perceived risk, this leads to the following research hypothesis:

H10. Trust has a direct positive influence on the loyalty created with sports service
brands;

In conclusion, the confirmation of the constructs’ positive, linear relationships with brand
loyalty based on the literature allows a better comprehension of these relational elements
and their importance, legitimating the rationale behind the proposed conceptual model
and the consequent hypotheses (see figure 6.1).
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Figure 6.1 — Conceptual Proposed Model
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6.4. Methodology

The rationale for applying a quantitative research method approach is its appropriateness
when connections between different constructs need to be made to establish causality
(Strauss and Corbin, 1990) and to confirm theory (Gratton and Jones, 2004). Furthermore,
since the choice of strategies for the research must be compatible with the nature as well
as the purpose of the study (Sayer, 1992), a non-experimental design was adopted as it
was found to be most adequate in achieving the research objectives. Since the main
objective of this study is to develop a model based on the existent theory illustrating the
causal sequence of the relevant variables in influencing the level of brand loyalty.
According to Ghauri and Gr@nhaug (2002), the main objective of causal research is to
identify one or more variables that cause an effect, for example, if a decrease in trust
decreases loyalty. Correlation between these variables is employed as empirical evidence
of the proposed connections. In this study, the dependent variable is not
manipulated, but examined in relation to other variables to better describe or predict
its nature. For this purpose, the data was obtained using an online questionnaire to a
representative sample, the most appropriate method according to Aaker et al. (2001), and
the data later analysed using Partial least square statistical method, using the SmartPLS

software.

6.4.1. Questionnaire Design
Since there is an absence of a suitable instrument capable of capturing the objectives of

this study, the questionnaire was designed based on a conjunction of various validated
scales, and one adapted by the researcher accommodating the variety of effectiveness
assessment criteria identified within the literature, and satisfying issues of validity,
reliability and sensitivity (Churchill, 1979) (see table 6.7 in appendix). The questionnaire
had a total of 89 questions that covered the topics in the model purposed in this study
(Brand Associations, Emotional attachment, Satisfaction, Trust, Loyalty, and
Involvement). The response formats used were a 7-point Likert scale as well as 7-point
pair wise semantic differential scale (Olivier, 2004). In its initial section respondents were

first asked to “State the name of your favourite football club (even if you have very little

200



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

connection with it)”. The subsequent questions were all based on the choice of preference
of football club the respondent gave in this initial question, so the questions appear with
the name of the football club previously chosen. The questionnaire was implemented in
six languages (English, French, Spanish, Italian, Portuguese, and German) (see
appendices D to 1), since administering the questionnaire only in its original English
version would seriously restrict the sample population, as it would ignore a potential
population that is not fluent in English (Drenth et al., 1998). Therefore, avoiding this type
of sampling error by having a sample population representative of the whole population.
The questionnaire translation followed a four-stage approach, in line with Brislin (1976,
1986) “decentring” method for questionnaire translation, whereby professional
translators in each language, independently translated the questionnaire into the
respective languages followed by an assessment of the translations. The translated
versions were then translated back by another set of professional translators into English
to check for any discrepancies and to ensure that these versions were conveying the same
information as the original. Finally, all the versions were piloted, and adjustments were
made accordingly. After being made sure that the translated versions presented a
comprehensive idea of the original work composed in English, either that it had the style
and the manner of writing of the original, and it had the ease of the original composition
(Bassenett, 1991).

Before reaching the final version of the questionnaire, two pre-test phases were carried
out to ensure content validity. The first pre-test stage helped identifying potential
structural problems with the questionnaire and was done in the presence of the researcher
with a sample of 15 participants from three universities, two from England and one from
Portugal, in accordance to Reynolds and Diamantopoulos (1998) recommendation for an
accepted range of 5 to 50 responses for this purpose. The second stage of the pre-test was
conducted electronically, with six participants, in line with Ghauri and Gr@nhaug (2002)
pre-testing rule of thumb of three to five respondents. One from each language version
considered in the research, with the intent of realising how the survey would work on
different browsers, and how long on average it would take to complete it. The pre-test
revealed that the respondents were reasonably comfortable with the questions wording,

flow and the instructions were clear and helpful on completing the questionnaire and on
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understanding the rationale of the scales. Furthermore, to confirm the applicability of the
scales to the specific subject of research in question, the Cronbach Alpha when item
deleted reliability test was conducted after the second pre-test phase, with the pilot study
carried out with a sample size of (N=103) supporters of Aol FC a Cypriot team. This
presented the researcher with the need to review the initial Loyalty construct scale. The
observed Cronbach Alpha was 66.2 percent thus not technically satisfying the benchmark
of 70 per cent normally associated with this type of reliability test (Nunnally, 1978). For
this reason, different scenarios were tried to increase Alpha and finally a reliable score of
75.5 percent was reached by removing the loyalty item D4 — “If the [services/products]
with the brand of football club ‘x’ are not available at the store, I will go to another store”.
Therefore, eleven items were left for the loyalty scale eligible for the partial least square
(PLS) optimisation procedure. All the remaining constructs scales presented observed
Cronbach Alpha values that complied technically with the rules of thumb. For this reason,
no changes were made in respect to those scales and all the initial items were maintained.

(see appendix C)

6.4.2. Population and Sampling
Since there isn’t any reliable database available regarding the population of Western

European football club supporters, this study uses a judgment sampling technique
obtained from several universities’ networks (present students and alumni) in the six
countries studied, online discussion forums, networks that had an interest in the subject
of football, and social networks in general. The rationale for choosing the countries was
to select those that were the strongest national football leagues in Europe. According to
the annual research conducted by the Union of European Football Associations (UEFA),
the countries chosen were continuously the top six countries from the season of 2010/11
until the season of 2015/2016 (see table 6.1).
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Table 6.1 — UEFA rankings for club competitions

Rank Countries 2011/ 2012/ 2013/ 2014/ 2015/ Pts Clubs
2012 2013 2014 2015 2016

= & ;'Spain 20.857  17.714 23.000 20.214 23.928 105.713 7
2 & & 15250  17.928  14.714  15.857 16.428  80.177 7
Germany
3 W == 15250 16.428 16.785 13.571 14.250 76.284 8
England
4 = ’Italy 11.357 | 14416 14.166 19.000 @ 11.500  70.439
5 = @ 11.833  11.750 9.916 9.083 10.500  53.082
Portugal
6 = U Prrance 10500  11.750  8.500 10.916  11.083 @ 52.749 6

Source: UEFA.com

Furthermore, it is important to know the recommended sample size for a study such as
this. An adequate rule of thumb proposed by some authors (i.e. Bentler and Chou, 1987;
Stevens, 1996) demands a minimum ratio of fifteen respondents per parameter, as the
model in this study has six constructs, thus a minimum of ninety responses would be
needed. Furthermore, the use of PLS as an estimation technique is in line with using
smaller samples since it employs a component-based approach. Contrary to the
covariance-based alternative, where significance levels are connected to each measured
statistic, such as path weights, which depend directly on the robustness of the sample
sizes drawn. Component based analysis works in the opposite direction, meaning that
smaller sample sizes are accepted without being attested by significance levels, with a
standard rule of thumb implying that it should be equivalent to the larger of the
following constrains: (1) ten times the scale with the largest number of formative (i.e.,
causal) indicators (the scales for constructs selected with reflective indicators can be
ignored), or (2) ten times the largest amount of structural paths engaged with a
particular construct in the structural path model. Showing that the sample size
considered in this study fits all the above-mentioned rules of thumb.

Since the purpose of this stage of the research was to allow the generalisation of the
path model and findings, a cautionary procedure was chosen and a figure of slightly less
than 4,000 (3,926) was considered as the adequate number of questionnaires to be sent

through email. From these, 1.137 responses were attempted, out of which 856 responses
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passed the first section of the questionnaire but 14 of them were deemed not fit for

analysis as the respondents failed to complete all the required sections. Therefore,

leaving a total of 842 questionnaires to be used for statistical analysis, this corresponds

to a 22.8 percent response rate (see table 6.2 for sample description) and appendix K for

the frequency distribution of football clubs chosen.

Table 6.2 - Overall Distribution of Total Sample by European Football Leagues

Leagues

Items

Gender

Age group

Nationality

Level of

education

Value

Male
Female
16-24
25-34
35-44
45-54
55-64

65 and above
English
German
French
Portuguese
Spanish
Italian
Other

Professional or
Higher degree —
Postgrad (MA,
PhD)

First degree -
Undergraduate
Diploma,
Certificates
High school -
Secondary
school

No formal

education

English Spanish

142
51

52
61
44
23

140

o O O » O

164

28

127

SO B B O O N O

130

15
42

41

28

32

Portuguese

104
25
23
60

o O O o »~ ©

123

o O

38

63

13

13

Italian

131

O O O O O O O Ww

131

37

36

31

31

German

106
20
32
48
37

114

10
55

27

10

31

French Total

o O O O

106

o

23

33

23

23

703
139
221
304
206
76

31

142
115
108
123
130
131
93

359

228

105

131

19

83.5
16.5
26.2
36.1
24.5
9.0

3.7

0.5

16.9
13.7
12.8
14.6
154
15.6
11.0
42.6

27.1

12.5

15.6

2.3
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Annual < £10,000 15 56 42 67 42 56 278 33.0
income
£10,000 - 20 41 44 39 31 28 203 24.1
£20,000
£20,001 - 18 21 23 23 15 17 117 139
£30,000
£30,001 - 25 13 13 8 13 2 74 8.8
£40,000
£40,001 - 20 6 5 1 7 1 40 4.8
£50,000
> £ 50,000 95 10 2 2 18 3 130 154
Occupation Student 27 42 32 47 25 45 208 24.7
Professional 72 26 31 18 15 10 172 204
(doctors,
engineers)
Managerial 72 31 30 26 53 23 235 27.9
(managers
level)
Skilled non 7 24 19 24 15 11 100 11.9
manual
(clerical,
secretarial)
Skilled manual 1 9 8 8 2 3 31 3.7
(electrical,
plumber)
Semi/Party 2 3 3 6 11 7 32 3.8
skilled (drivers,
security)
Unskilled 0 10 2 10 4 8 34 4.0
(cleaner)
Other 12 2 14 1 1 0 30 3.6

6.5. Empirical results

The conceptual model of service brand loyalty was analysed through the utilisation of the
SmartPLS software. The PLS algorithm generates through reiteration the estimates of
latent variables (LV) scores based on inner and outer relations, therefore determining the
overall result amongst all the variables in the model. PLS is perceived as being the most

adequate approach for clarifying complex models with several relationships (Fornell and
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Bookstein, 1982; Fornell et al., 1990). In addition, this method offers an accurate
description of component scores by circumventing the indeterminacy issue, since it
appraises the LVs as precise linear combinations of the measures determined (Chin et al.,
2003). The PLS approach, by employing an estimation technique based on recurrence
(Wold, 1982), generates a model that incorporates, several other techniques (i.e.
redundancy analysis, canonical correlation, multiple regression, principle components,
and multivariate analysis of variance). Since PLS utilizes an iterative algorithm composed
of a sequence of common least squares analysis, it does not presuppose any distributional
structure for the variables considered and the classification issue disappears in the case of

one-way path models.

Before evaluating how the constructs in the model interact and impact in leading to higher
levels of brand loyalty. It is, important to identify some of the differences encountered
across the respondents of the six European football leagues in relation to the constructs
considered in the proposed model (see table 6.3). When conducting a comparison of the
response means the more positive tendency of responses from the French sample is
evident regarding their views on brand image associations, consumer involvement,
satisfaction and brand loyalty constructs, closely followed by the Italian respondents with
respect to consumer involvement, satisfaction and brand loyalty, and the Spanish when
considering trust. On the opposite extreme, the English sub-sample appears as the one
with the less positive response in terms of brand image associations, consumer
involvement, satisfaction, emotional attachment and brand loyalty, closely followed by
the Portuguese when considering their level of satisfaction and in the case of their level
of trust. These less favourable levels on the constructs of satisfaction and trust might
reflect the wide spread rumours of corruption that have negatively impacted the
Portuguese football league in the last years might have had an impact in this fact.
Furthermore, the construct of involvement presented the highest mean values across all

the sub samples when compared with other constructs.
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Table 6.3 - Perceptions of the Model Constructs

Constructs Country of the club

English  German French Portuguese Spanish Italian

Mean Mean Mean Mean Mean Mean
Brand Image Associations 4,42 4,66 4,85 4,61 4,78 4,69
Overall Satisfaction 3,91 4,25 4,53 4,08 4,34 4,46
Trust 4,20 4,22 4,48 4,15 4,40 4,27
Brand Loyalty 3,82 4,98 5,50 4,62 4,96 5,23
Emotional Attachment 3,85 3,79 3,72 3,78 3,76 3,80
Involvement 4,92 5,98 6,35 5,71 5,909 6,14

6.5.1. Statistical Analysis of Model Quality
Various indexes or coefficients to model fit, such as Cronbach’s alpha, composite

reliability value, AVE (average variance extracted), communality, R-square (R?), and
redundancy can be considered for assessing the model quality and fall inside the
conventional cut-off values recommended, for this study the later three indexes were used

for assessing the model fit.

Taking into consideration Chin (1998) recommendations the following steps of model

assessment were used:
1. Lower number of iterations needed to converge to the optimum set of weights
2. High factor loadings and low redundancy rate in the outer model

3. High communality account to latent variables which measures the degree of fit,

each outer model represented with its respective latent variable.

Regarding the communalities in this study, these were all high indicating that the
extracted components represent the variables well. Furthermore, when considering the R
square (R?) indicates that 56.31 percent of the involvement, 69.86 percent of the
emotional attachment, 38.60 percent of the overall satisfaction, 32.83 percent of the trust,

and 71.76 percent of the brand loyalty variable, respectively, is explained by the final
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model. No R-square is shown for brand image associations as it is an exogenous latent
factor, since it is the first factor of the model none of the other factors impact on brand
Image associations. The R-square in the conceptual model, for most of its constructs is of
substantial strength or effect, in line with Chin (1998) recommendations. For example,
the emotional attachment construct was explained by brand image association,
involvement and overall satisfaction by 69.9 percent, whereas the case of brand loyalty
was observed to be explained by 71.8 percent when regressed against the constructs of
emotional attachment, involvement, overall satisfaction, and trust (see table 6.4).

Table 6.4 — Communality and R? for the Model

R? Communality
Brand Image Associations * 0,6849
Involvement 0,5631 0,6560
Emotional Attachment 0,6986 0,6307
Overall Satisfaction 0,386 0,6434
Trust 0,3283 0,5703
Brand Loyalty 0,7176 0,5074

* Brand image association has never been an endogenous variable in the inner
model

Source: SmartPLS software data file

While other relationships or constructs could have been considered, the overall purpose
was to assess the basic adequacy of a model that accounted for the multiple dependent
relationships that theoretically made sense, as well as reaching an optimum yet acceptable
degree of fit for the brand loyalty model, in other words the aim is to optimise the brand
loyalty equation fit through several iterations. The following table represents the
correlations amongst the latent constructs (see table 6.5). The second phase of PLS (inner
relations) works solely on this matrix. In other words, PLS opt to optimize the

relationships using general linear models.
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Table 6.5 — Model Correlations

Brand Image  Emotional Involvement Brand Overall Trust
Associations  Attachment Loyalty Satisfaction
Brand Image 1
Associations
Emotional 0,6966 1
Attachment
Involvement 0,7504 0,814 1
Brand 0,8019 0,8101 0,8117 1
Loyalty
Overall 0,6606 0,6443 0,6213 0,6953 1
Satisfaction
Trust 0,5228 0,511 0,514 0,5544 0,5275 1

Source: SmartPLS software data file

Even if all fit indexes point to an acceptable model, the claim of having achieved the right
model that has generated the analysed data can never be made (Raykov and Marcoulides,
2000), however a judgement of this model can be done in terms of its reasonability for
inference. Therefore, based on the goodness-of-fit analysis as well as the validity and
reliability test it can be concluded that the conceptual model produces a good fit to the
data (see table 6.6 and figure 6.2).

Table 6.6 — Total Effects between Latent Constructs in Conceptual Model

Brand Involvement Overall Emotional Brand
Image Satisfaction Attachment Trust Loyalty
Associations
Brand Image * 0,7504 0,4662 0,6596 0,351 0,5466
Associations
Emotional * * * * 0,2925 0,6192
Attachment
Involvement * * 0,6213 0,7303 0,4243 0,6363
Brand Loyalty * * * * * *
Overall * * * 0,1904 0,3948 0,4143
Satisfaction
Trust * * * * * 0,1216

Source: SmartPLS software data file
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Figure 6.2 — Conceptual Model of Service Brand Loyalty

Brand Image Associations

Trust

Source: SmartPLS software data file

Following the results obtained in the model the data analysis has revealed that from the
ten relationships hypothesised (see table 5.8 in appendix), six hypotheses were highly
corroborated (i.e. H1, H3, H4, H6, H8, and H9), presenting parameters estimates
statistically significant at p<0.01. Two hypotheses were statistically supported at a p<0.05
(i.e. H5 and H7), and only two hypotheses were partially supported, since these
relationships can only be statistically considered to be relevant at a p<0.1 (i.e. H2 and
H10) thus requiring a careful interpretation, only to be surpassed by the indicators of the
overall fitness of the model, leading to the conclusion that these relationships should be

taken into consideration in the theoretical reasoning of the model.
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6.6. Discussion

Several theoretical evidences supporting the role of the emotional bonds or emotional
connections in service industries appear in the literature. However, according to
Maheswari and Jawahar (2008), there is no empirical research that establishes the degree
to which emotional attachment impacts and determines brand loyalty. This study
contributes to the existent literature by presenting a multi-construct approach to service
brand loyalty building, revealing the importance of the constructs that constitute the
model and their integrated adequacy. For sake of clarity the theoretical findings are
discussed in a two-fold approach, first considering the antecedents of emotional
attachment and then the constructs that directly influence brand loyalty. Figure 6.3
focuses on the part of the model where the antecedents of emotional attachment can be
observed: brand image associations, involvement, and satisfaction, showing that
involvement has the strongest effect, followed by satisfaction and brand image
associations, all the constructs presenting the expected positive relationships.

Figure 6.3 — Emotional Attachment Antecedents

Brand

Loyalty

Trust
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6.6.1. Brand Image Associations
The brand image associations a consumer creates with a brand, has shown to have a

positive influence on emotional attachment, reiterating the fact that a potential consumer
starts to create an emotional link with a service brand even prior to him engaging on the
actual experiencing and interaction with the brand. However, in the context of sports
brands, the same rational does not apply with the relationship between brand image
associations and overall satisfaction, being obvious that a consumer cannot state his sense
of satisfaction without the mediating effect of involvement. Furthermore, it was also
shown that the impact of brand image associations on emotional attachment is much less
evident and tenuous than the one that occurs between brand image associations and
involvement, portraying the image that the consumers associations with a brand and its
image is a condition ‘sine qua non’ for them to get involved with a brand. According to
Aaker (1991), brand image associations are anything in a consumer’s memory linked to
a specific brand. Brand image associations capture experiential and emotional benefits
that consumers receive in this context, through the consumption and experiencing of any
of those service elements associated to a specific service brand of sports (see appendix J).
The consumer involvement with a brand is highly driven by how he perceives the

attributes, attitudes and benefits that constitute the brand in consumers’ mind.

6.6.2. Involvement
It was possible to confirm that the actual physical involvement a consumer has with a

brand, either by going to the stadium and attending the matches, buying any of the
merchandise, or by experiencing any of the services associated with the football club
brand, is a key element to determine both, satisfaction and emotional attachment a
consumer will get with a service brand. Both hypotheses were highly supported with high
degree of confidence, reflecting that without the consumer interacting with the service
brand it is unreal to expect a judgement by him. The level of satisfaction is determined
by involvement and its mediating effect originated in brand image associations, one can
only really state his level of satisfaction or dissatisfaction with a service brand after
having the chance of experience it, thus allowing him to assess his satisfaction in

comparison to the expectations previously created. The other important finding is that
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involvement is also a fundamental determinant for a consumer to develop his emotional
attachment towards a service brand. The impact of involvement in the creation of
emotional attachment towards a service brand is of key relevance for the consumer,
surpassing the impact of satisfaction, demonstrating that although one might not feel
completely satisfied but still be emotionally attached with the service brand. In the context
of this research one can easily identify this situation with supporters of certain football
clubs attending the matches and buying all sort of merchandising even when the
experience is not totally satisfactory, by saying this it does not mean that satisfaction is
not also a relevant aspect in consumers mind and that the success in the pitch does not
matter. Those that develop a high level of emotional attachment tend to be in a duality
that reflects in them being much more demanding with a service brand and much more
difficult to satisfy but at the same time much more forgiving and understanding when

things don’t work out as expected.

6.6.3. Satisfaction as an Antecedent
Satisfaction has shown to have a direct impact on emotional attachment, demonstrating

that there is a correlation between satisfaction and emotional attachment. However, this
impact is overshadowed by the impact of involvement on emotional attachment. This is
in line with Garbarino and Johnson (1999), who point out that evaluations of consumption
experience are an antecedent of commitment in a marketing relationship, more
specifically Garbarino and Johnson used expressly the term “affective commitment”.
Fournier (1998) found that consumers’ positive emotional connections with the brands
they consume were driven by a systematic and continuous series of satisfactory
experiences. Since that service brands, such as football clubs’ brands, are increasingly
built on the opportunity for identification and attachment (Berry, 2000; Kozinets et al.,
2002), it is only expected that customers will become affectively committed to the brand
when they are satisfied with it. Football clubs’ brands present the right opportunity for
the creation of continuance commitment because the personality of this type of service
brand will eventually become tangled with the personality of the consumer (Fournier,
1998). Thus, consumers may become dependent on the brand because it becomes so
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important for them, mostly if the consumer feels that the benefits received from the brand
are not easily satisfied with their current brand (Wallendorf and Arnould, 1991). When
this is the case, then brand satisfaction and involvement are fundamental constructs for
the creation of emotional attachment.

The other part of the conceptual model that is next addressed is the one concerning the
constructs that impact brand loyalty in a direct way (figure 6.4). It is of relevance in this
part of the conceptual model to highlight the high results occurred in the relationships
between emotional attachment, trust and brand loyalty, but also between satisfaction, trust
and loyalty, demonstrating that brand loyalty is enhanced directly by emotional
attachment, satisfaction and through trust. Furthermore, from all the relationships
considered in this part of the conceptual model the one that standout more is the one
between emotional attachment and brand loyalty, clearly showing that although brand
loyalty is not enhanced by a single construct it is on emotional attachment that it harvests

the most, followed by satisfaction and trust.

Figure 6.4 — The Determining Blocks of Brand Loyalty

Involvement

Brand Image
Associations
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6.6.4. Emotional Attachment and Trust
Both hypotheses related to the impact of emotional attachment on the other constructs of

the conceptual model were highly supported. Showing that emotional attachment is a key
determinant for consumers to develop a sense of trust towards a service brand, and
furthermore it demonstrates that it is also fundamental on enhancing loyalty either directly
or through the degree of trust that consumers acquire by the level of emotional attachment
they build up with a service brand. According to Kurlantzick (1983) the committed fan is
somehow different from other sports consumers and consumers in general in that the
loyalty that devoted followers have for professional sports means that in those peoples’
minds few substitutes become available when deciding on which sport or team to choose
from. This becomes more obvious when consumers of sports brand such as football club
brands are continuously willing to pay a higher price for the services and products
associated with the football club brand mainly since this type of brand provides a sense

of vicarious feeling of achievement, building trust and confidence on people’s minds.

6.7. Managerial Implications

The football industry is a complex and diverse industry, with high levels of competition.
In this competitive environment, research that clarifies, and provides empirical evidence
to explain the relationships that exist between constructs that affect brand loyalty is highly
valuable to football brand managers. Although some previous research already exists
related to some of the relationships among the constructs considered in the service brand
loyalty model there has been limited empirical research that has investigated this in an
integrated multi-dimensional approach taking into consideration all the constructs and the
relationships amongst them and much less within the football industry. This study
provides greater understanding of the significance of the brand and brand loyalty building
for football clubs, putting forward a model that integrates the constructs that presents a
valuable support to predict consumer’s attitudes and behaviour towards such a kind of
service brand allowing for the achievement of better and more tailored managerial
practices and strategic approach. Furthermore, it is only through systematic thought about

the factors that lead to higher levels of service brand loyalty that those practices can be
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derived. A very common mistake often occurs of football clubs trying to copy and
replicate other strategies not taking into consideration several facts such as the specific
uniqueness of each football club brand characteristics and how consumers perceive and
identify the football club brand. The best way to tackle this mistake is by recognising the
need for academics to develop thoughts and models about what is occurring in this
industry and with its key players, mainly because they are in a better position to acquire
the necessary knowledge about the reality since academics can have a more detached,
overall and independent approach but also due to their accrued experience and knowledge
on conducting research. By identifying the fundamental dimensions that lead to service
brand loyalty building as well as the determinant relationships amongst these dimensions,
football club organisations and their brand managers are better equipped and more
capable of understanding the pitfalls of their brand. In this study, it becomes clear that
one must first clearly understand the brand characteristics from which consumers build
their perceptions, what is called brand image associations. Allowing brand managers to
understand which brand-self associations should be developed and strengthen. Increasing
the number and strength of these associations, will strengthen the brand emotional
attachment (Carlston, 1992). Furthermore, the research as shown that consumer’s brand
image associations precedes and impacts on the level of involvement and emotional
attachment consumers have with a service brand. Demonstrating that there is a higher
relationship between brand image associations and involvement than there is between

brand image associations and emotional attachment (see figure 6.5).
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Figure 6.5 — Highest Impacts amongst the constructs of the Conceptual Model
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Another important managerial implication is that physical interaction (involvement) with

a service brand highly impacts on emotional attachment and satisfaction consumers
develop with the football club brand, revealing the fact that brand managers need to play
a close attention to this part of the brand building process. Interesting enough, although
involvement highly impacts on satisfaction, the relationship of satisfaction with
emotional attachment is of much lower degree, revealing that the direct relationship
between involvement and emotional attachment can overshadow the element of
satisfaction, or situations when consumers might not feel totally satisfied with the service
brand per se. Obviously this does not mean that brand managers should neglect the
importance of satisfaction, in reality it is an important and determinant construct since it
directly impacts on trust and loyalty consumers develop with the brand. It just means that
emotional attachment is a higher order construct. In fact, emotional attachment revealed
to be the construct that more impacted on the level of service brand loyalty while it shows
a clear relevant impact on trust, demonstrating its crucial and fundamental importance on
building higher levels of service brand loyalty. This is in tune with Mckenna (2005)
argument: “You can’t buy a person’s loyalty. True loyalty is created through an emotional

bond and through the heart, not the wallet. Emotional bonds can only be established
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through people not products.” (p. 15). Furthermore, amongst all the constructs considered
in the conceptual model of service brand loyalty building, emotional attachment was the
one that produced the highest yield apart from the final construct of the model, brand
loyalty, thus, showing that brand managers must clearly focus on emotional attachment
when considering service brand building. This can be achieved by consistently creating
elements associated with the service experience that enhances the emotional attachment
with the brand, before, during and after the match but also every time the consumer is in
contact with the brand, i.e. in the football club official store, website, media, etc. As well
as creating a cognitive positive association of the football club brand in people’s minds
by providing offers of goods and services that bring the supporter to interact as close as
possible with the culture and reality of the football club enhancing the positive feelings
and associations towards the club and its brand but also by going beyond the realm of
football or even sports. A good example of this could be providing offerings to supporters
that would bring a sense of happiness, fulfilment and uniqueness (i.e. a holiday weekend
for the family, or the team official kit sign by the players as a birthday present, etc.).
Moreover, a statistical significance was demonstrated in terms of the relationship between
trust and loyalty showing its contribution towards brand loyalty building. However, lower
when compared with the impact from satisfaction and emotional attachment.
Demonstrating that when consumers develop a strong bonding, creating high levels of
emotional attachment with a service brand this prevails over any sense of lack of trust
that might emerge from a service experience in consumers’ mind. Finally, it is crucial that
football club’s directors realise that although football is a huge industry, with a wide array
of financial opportunities, mostly when considering the major players in the market, that
it possess unique characteristics only like religion that cannot be diluted or put aside for
financial purposes. On the contrary, these unique characteristics, intrinsic in football club
brands, must be enhanced and sustainably transmitted to consumers in so to potentiate the
emotional attachment aspect. In doing so, and as shown in this study, the levels of loyalty
towards the brand will increase leading to unavoidable better financial performances. As
Karl Marx stated in his Criticism of Hegel’s Law “Religion is the people’s opium” (1844)
several authors have observed that in the modern society we are presently living in (i.e.
Hollanda, 2009; Shikida and Shikida, 2004), the same can be said and adapted to football
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and the modern supporter. Where it becomes a substitute and a way of people to relate to
and express their feelings and values. As several scholars (Hoffman, 1992; Prebish, 1993;
McGuire, 2002) have noted, there are many similarities, particularly regarding function
between religion and sports.

6.8. Limitations and Further Research

Identifying the limitations is important for caution to be exercised in the interpretation
and generalisation of the results. In this study, the first limitation refers to the aspect that
the data collection did not considered experts in the field such as football clubs managers,
marketers and other key informants, so it can be viewed as one sided. A practice that
congregates different opinions amongst academics, although “using key informants to
gather subjective information on organisational issues has become an accepted practice
in management research and consensus seems to have been established with respect to
the fact that subjective information correlates highly with objective information”
(Heimeriks, 2004, p. 74). It is the researchers’ view that this could be tackle in future
studies mainly using a qualitative approach. The second limitation as to do with the
dynamic nature of the subject of research and the constructs considered in the service
brand loyalty model. In fact, the full richness of concepts that are dynamic by nature
suffers due to the use of cross-sectional data and would be, probably, better captured be
using longitudinal studies. However, longitudinal studies are very difficult to conduct in
this type of setting, given that the monitoring of relevant parameters would have to be
conducted during a given period, which is never easy to achieve in a study with these
characteristics. The final limitation concerns the method of data collection and the
potential mismatch between the target population and the frame population. This issue of
coverage error was circumvented by the fact that the response rate achieved was coherent
with other studies that used a similar approach and data collection method, and since there
were very few ways of evaluating non-response bias, because no prior information about
the respondents was known. To overcome the main problems related with carrying out a
web-based survey and try to achieve a higher response rate, it is quite important to pay

special attention to the design of the survey to make it as user friendly and pleasant as
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possible, but also to take into consideration the characteristics of the target population,
the sample, and the object of study. In relation to the constructs considered in the model,
the rationale followed for its selection was in accordance to the theory and their validity
and reliability was statistically proven. However, one should accept the possibility that
other constructs might be relevant on brand loyalty building, mainly if the context of the
research shifts from the football club’s brands. Nevertheless, some caution is advised as
the simultaneous inclusion of other constructs may harm possible findings and
conclusions, since existent causal links may turn difficult to prove and the isolation of

effects may become tricky to obtain.
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Appendix

Table 6.7 — Research Model Constructs Used Scales

Constructs  Original Reference Scales Anchors

Brand Gladden and Funk Team Association Strongly

Associations  (2002) (Likert seven point) disagree/Strongly agree
(Pair wise semantic Foolish/Wise
differential seven Bad/Good
point) Worthless /Beneficial

Weak/Strong
Satisfaction  Oliver (1997); Spreng  Overall Satisfaction Strongly

Trust

Loyalty

Emotional
Attachment

Involvement

et al., (1996)
Delgado-Ballester
(2004); Delgado-
Ballester et al., (2003)
Delgado-Ballester et
al., (2003)

Gladden and Funk
(2002)

Bloemer and Kasper
(1995)

Thomson, Maclnnis,
and Whan Park (2005)

Zaichkowsky’s (1994)

(Likert seven point)
Brand Trust (Likert
five point)

Brand Loyalty (Likert
five point)

Likert seven point)

Likert five point

Emotional Attachment
scale (Likert seven
point)

Personal Involvement
Inventory (Pair wise
semantic differential

seven point)

disagree/Strongly agree
Strongly
disagree/Strongly agree

Strongly
disagree/Strongly agree

Describes
poorly/Describes very
well

Low involvement/High

involvement
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Table 6.8 — Assessment of Research Hypotheses

Hypotheses

Estimated

parameter

Assessment

H1

H2

H3

H4

H5

H6

H7

H8

H9

H10

The level of involvement with a sports service
brand is positively influenced by the brand image
associations consumers have with a service brand
Brand image associations determine the level of
emotional attachment consumers have with a
service brand;

There is a direct correlation between involvement
and emotional attachment. The more a customer
is involved with a sports organisation and its
brand the more he or she will be emotionally
attached with that brand;

Involvement has a direct positive influence over
how satisfied one is with a sports service brand;
Satisfaction has a positive influence in the level of
emotional attachment with a sports service
brand;

Satisfaction has a positive influence in the level of
Trust with a sports service brand;

Satisfaction has a direct positive influence over
how loyal one is with a sports service brand;
Emotional attachment has a positive relationship
with the level of trust towards the brand. The
more a consumer is emotionally attached with a
sports service brand the more he will trust it;
Emotional attachment has a direct impact on
consumers’ level of loyalty towards sports service
brands;

Trust has a direct positive influence on the loyalty
created with sports service brands;

0.750

0.112

0.612

0.621

0.180

0.339

0.255

0.292

0.584

0.112

99%

90%

99%

99%

95%

99%

95%

99%

99%

90%

Supported

Partially
supported

Supported

Supported

Supported

Supported
Supported

Supported

Supported

Partially
Supported
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Chapter 7. Conclusions and Recommendations

7.1. Introduction

The main objective of this chapter is to depict the conclusions and report the
recommendations based on an outline of the findings presented previously in this thesis.
The first points addressed are the aims of the research and its findings, in which a
summary is presented, followed by an outline of both the theoretical and practical
contributions, and the implications that this study carries in terms of research and practice.
Finally, the limitations of the study are addressed, data and constructs related, followed

by the potentials for future research.

7.2. Findings

In the first chapter of this thesis, five objectives were established for this research and
consequently eight main research questions arise with nine sub-questions and ten research

hypotheses. For the sake of clarity, we focus here on the eight main research questions:
RQ I - What are the foundations of service dominant logic research?
RQ Il - What are the salient factors in service dominant logic research evolution?

RQ Il - What are the key attributes, consequences, and values in the consumer

brand relationship with a football club brand?

RQ IV — What are the core linkages consumers value in a brand relationship

network system regarding football clubs?

RQ V — What are the determinants for developing emotional attachment with a

brand?
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RQ VI - What is the role of emotional attachment in determining service brand
loyalty?

RQ VII - What are the key constructs that lead to higher levels of loyalty towards

a service brand such as the case of football clubs?

RQ VIII — What is the causal relationship between devotion and loyalty in the
context of football club brands?

After conducting several studies pursuing a mix methods approach (i.e. bibliometric, a

thorough review of the literature, semi-structered interviews, and a quantitative survey)

the answers to these questions became evident:

RA | — Two main authors were identified as the main facilitators of this field of
research, where Anglo-saxon research vastly from the business economics area
predominates. Furthermore, four clusters of journals emerge regarding their output
versus citation impact, with six journals divided in two groups being the leading

journals in the field of S-D logic.

RA Il — S-D logic as a research realm denotes an increasingly diversity in terms of
the authors that have embraced this marketing stance, a trend also evident in terms of
their research effort. Where the focus is no longer constrained to the three initial
mainstreams of research (i.e. systems, co-creation, and S-D logic in generic terms)
and where other research paths have gained relevance (i.e. customer satisfaction,
innovation, quality, networks, and experiences), whilst others are just starting to

unfold (i.e. value in context, consumer behaviour, customer loyalty, and emotions).

RA 111 — Twelve attributes, seven consequences, and ten values were identified as the
main contributors that influence consumer brand relationships with football club
brands. Where level of involvement, satisfaction, and emotional attachment emerged

as those most widely mentioned.
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RA IV — Ten core linkages emerged as those that plays a key role within the network
system of consumer brand relationships with football club brands. Reiterating the

relevance of constructs such as: level of involvement and emotional attachment.

RA'V - Three components of the emotional attachment concept were identified: brand
image associations, satisfaction, and involvement. Where, the later has shown to

substantially influence the emotional attachment consumers develop with the brand.

RA VI - Emotional attachment has a key determining role, both directly or indirectly
through trust, on achieving higher levels of loyalty towards a service brand in the

context of football clubs.

RA VII — Five constructs were identified as constituents of a multi-dimensional
process of service brand loyalty building. These being, brand associations,
involvement, satisfaction, emotional attachment, and trust. Where the constructs of
involvement and emotional attachment stand out from the rest. This conclusion is

consistent in the two carried out studies (i.e. Qualitative and quantitative).

RAVIII — The findings from our exploratory study reveals that brand devotion is a
predictor of brand loyalty. In fact, this construct emerges as the main influencer for

brand loyalty to occur.

Whilst pursuing the objective of presenting the answers to the research questions, a more

in-depth understanding of the realms of S-D logic, consumer brand relationships, and how

brand loyalty is achieved, in the context of service brands, was reached. This is depicted

in the following sections presenting a summary of this understanding.

7.2.1. Theoretical Findings

In this section, the most relevant results are presented in terms of contributions to the

existent literature on the framework that underpinnes this research (i.e. S-D logic), the

consumer brand relationships literature, in particularly the process of service brand

loyalty building, the role of emotions and emotional attachment. It is now possible to state
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that S-D logic research is characterised by having had three historical marks (i.e. 2004,
2008, and 2011) when considering the number of highly cited articles, with a cluster of
highly significant articles published between the years 2006 and 2008. Where the
foundational authors played a crucial role during its first decade of existence, being
responsible for propelling this field of marketing research, and where four main groups
of journals can be identified (i.e. the rising achievers, the silent workers, early days, and
path makers journals) of which the later have been key drivers and most influential on the
implementation of this field of marketing research. Furthermore, one main cluster arises
from analysis regarding the main pathway of this field of research, composed mostly by
the foundational and key articles that focused on the topics of ‘systems’, ‘co-creation’,
and on S-D logic in general. With regards to the research trends, several avenues have
been identified through the analysis carried out providing valuable knowledge on the
existing focus of the research being carried out but also valuable hints regarding existing
trends in the research or areas that require further exploration from interested researchers
in this field of research. Such is the case of: ‘institutions’, ‘research and development’,
‘organizational innovation’ and ‘open innovation’; ‘conceptualisation’, ‘presumption’
and ‘self-service’; ‘value in context’ and ‘social exchange’; ‘knowledge management’
and ‘knowledge transfer’; ‘service system’, ‘service ecosystems’ and ‘information
systems’; ‘consumer behaviour’, ‘customer loyalty’ and ‘emotions’. Moreover, in terms
of methodological approaches, ‘qualitative research’ and ‘casestudies’ appear as potential
avenues, whereas, concerning its managerial application, ‘tourism’ and ‘financial

services’ appear as two relevant sectors.

The two studies that were conducted on brand relationships with football clubs shows that
this is a complex and intertwined process. Where, several constructs and connections play
a relevant role to the development of brand loyalty, and through a more careful analysis
several main factors were identified as being responsible for the development of brand
loyalty. Moreover, this service brand loyalty building process, is achieved through a
multi-construct approach, where emotional attachment is a key determinant on achieving
higher levels of loyalty in brands such as the football club brands. Where the role of
emotional attachment on this process works in a direct way but also indirectly through

the construct of trust, revealing the fact that emotional attachment is able to circumvent
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the fact that sometimes people might not fully trust a brand but still be loyal towards it, a
good example of this is when football teams are performing badly during a season but
still we will find people supporting and attending the football grounds to watch the
matches, still buying the club merchandising, or even still defending the team since it is
linked with the person identity revealing that the club and the brand holds a deep meaning
in its life. This demonstrates that emotional attachment presents itself, by its own right,

as an influential contributor towards higher levels of service brand loyalty.

Although the importance of emotional attachment has been mentioned previously in the
literature as an important sponsor of brand loyalty building, its utilisation in empirical
studies has been very scarce, much less on the case of football club brands. But other
constructs were of importance as well, those being the antecedents of emotional

attachment.

7.2.1.1. Antecedents of Emotional Attachment

After carrying out this research and in line with a thorough review of the literature,
emotional attachment appart from being an essential construct for brand loyalty building
is also influenced, directly and indirectly, by three other elements of the model (brand
image associations, involvement, and satisfaction), being these the foundations for the
creation of higher levels of emotional attachment with service brands. Furthermore, in the
context researched in this study both hypotheses relating to the impact of brand
associations on involvement and the impact of involvement on satisfaction were
confirmed with a good degree of confidence, however it is important to reiterate that the
correlation between brand image associations and involvement is a much more

fundamental determinant of emotional attachment.

Through the analysis of the data it was possible to establish that higher levels of service
brand loyalty are achieved when satisfaction is an antecedent of emotional attachment
and not the other way around. Showing that, although a consumer develops a sense of

satisfaction or dissatisfaction by experiencing the service brand physically, this feeling is
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somehow diluted when high levels of emotional attachment are developed towards a
service brand. In other words, when an almost ‘religious’ bonding with the service brand
is achieved in consumers’ mind the mere fact that a particular service experience was not

totally satisfactory it is not reflected in a decrease of the levels of service brand loyalty.

In addition, and regarding the profile of respondents in both studies, the majority were
males between the ages of 16 to 44 years old, either being students, clericals, professionals
or in a managerial position. With regards to the web-based survey, when considering the
differences in the responses and perceptions of the six sub samples considered in this
study (English, French, Spanish, Portuguese, Italian, German) most respondents
answered the survey regarding football clubs from their own country, a small exception
occurred in the French sub sample where some of them selected German clubs. With
regards to the perceptions of respondents about the constructs considered in the service
brand loyalty model, several differences were identified. French tend to value more highly
the different constructs than the other sub samples whilst the English respondents tend to
present lower values, the exception being on the construct of emotional attachment, which

presented more homogeneous values across all sub samples.

In relation to the other sub samples, other relevant findings were identified. The Italians
highly valued the involvement with a football club brand and were more generally
satisfied with it, showing higher levels of loyalty towards their football club brand. Whilst
the Portuguese tend to value lower the satisfaction and trust constructs regarding their
football clubs brand, the same occurred with the English sub sample regarding
satisfaction and involvement. The Spanish tend to present very high levels of trust
towards their football clubs brand whilst the Germans seem to be more balanced in their
perceptions of their football clubs brand, not revealing higher or lower values than the
other sub samples with regards to the different constructs considered in the service brand

loyalty model.
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7.2.2. Managerial Findings
As previously discussed, the football industry is complex and diverse, with high levels of

competition. In this competitive environment, research that clarifies, and provides
empirical evidence to explain the relationships that exist between constructs that affect
brand loyalty is highly valuable to football brand managers. Although some previous
research already exists related to some of the relationships among the constructs
considered in the service brand loyalty model there has been limited empirical research
that has investigated this in an integrated multi-dimensional approach taking into
consideration all the constructs and the relationships amongst them and much less within

the football industry.

The studies that were carried out provided greater understanding of the significance of
the brand and brand loyalty building for football clubs, putting forward a model that
integrates the constructs that presents a valuable support to predict consumer’s attitudes
and behaviour towards such a kind of service brand allowing for the achievement of better
and more tailored managerial practices and strategic approach. Furthermore, it is only
through the implementation of a systematic thought about the factors that lead to higher
levels of service brand loyalty that those practices can be derived.

A very common mistake often occurs when football clubs try to copy and replicate
strategies of others, not taking into consideration several relevant facts. Such as the
specific uniqueness of each football club brand characteristics and how consumers
perceive and identify the football club brand. The best way to tackle this mistake is by
recognising the need for academics to develop thoughts and models about what is
occurring in this industry and with its key players, mainly because they are in a better
position to acquire the necessary knowledge about the reality since academics can have a
more detached, overall and independent approach but also due to their accrued experience

and knowledge on conducting research.

By identifying the fundamental dimensions that lead to service brand loyalty building as
well as the determinant relationships amongst these dimensions, football club
organisations and their brand managers are better equipped and more capable of

understanding the pitfalls of their brand. In this study it becomes clear that one must first
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clearly understand the brand characteristics, both tangible (Attributes) and intangible
(Benefits and Attitudes), from which consumers build their perceptions, what is called
brand image associations. Allowing brand managers to understand which brand-self
associations should be developed and strengthen. Increasing the number and strength of

these associations, will strengthen the brand emotional attachment (Carlston, 1992).

In fact, it is crucial for brand managers to understand that, even though brand emotional
attachment may be attained through the implementation of strategies that take into
consideration the functional, hedonic, and symbolic assets incorporated in the brand, it is
how the process of emotional attachment has originally developed that will determine its
sustainability (Park et al, 2006). It is relevant to highlight the fact that although this
development of emotional attachment with a brand is influenced by the tactical execution
decisions. When this process is accomplished by creating strong, high arousal emotions
such as passion, emotional attachment tends to be difficult to uphold in the long term.
Bearing this in mind it is more sensible for brand managers to focus more on strategies
that increase consumers’ emotional attachment through moderate arousal emotions (e.g.
feelings of belongingness or nostalgia, of inspiration, pleasant feelings, feelings of
competence and hopefulness) achieved through a consistent and reliable performance-
based trust. Even though this strategic approach of developing emotional attachment
might take longer to produce results than the employment of attention grabbing strategies,
which generate strong and highly arousing emotions, they will be more sustainable in the
long term (Park et al., 2006). It is important to state that in so to sustain emotional
attachment it is also required that the brand continuously improve its tangible benefits.
As Crosby and Johnson (2005) stated “strong emotions towards a product or service can
build a high barrier for competitors to surmount. While rational benefits are vulnerable to

being copied by competition, emotional bonds are much more difficult to break.” (p. 11)

Furthermore, the research has shown that consumer’s brand image associations precedes
and impacts on the level of involvement and emotional attachment consumers have with
a service brand. Demonstrating that there is a higher relationship between brand image
associations and involvement than there is between brand image associations and

emotional attachment.
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Another finding is the empirical corroboration that the interaction (involvement) with a
service brand highly impacts on emotional attachment and satisfaction consumers
develop with the football club brand, revealing the fact that brand managers need to play
a close attention to this part of the brand building process. Interesting enough, although
involvement highly impacts on satisfaction, the relationship of satisfaction with
emotional attachment is of much lower relevance, revealing that the direct relationship
between involvement and emotional attachment can overshadow the element of
satisfaction, or situations when consumers might not feel totally satisfied with the service
brand per se. Obviously this does not mean that brand managers should neglect the
importance of satisfaction, in reality it is an important construct since it directly impacts
on trust and loyalty consumers develop with the brand. It just means that emotional
attachment is a higher order construct. In fact, emotional attachment revealed to be the
construct that more impacted on the level of service brand loyalty while showing a clear
relevant impact on trust, demonstrating its crucial and fundamental importance on
building higher levels of service brand loyalty. This is in tune with Mckenna (2005)
argument: “You can't buy a person’s loyalty. True loyalty is created through an emotional
bond and through the heart, not the wallet. Emotional bonds can only be established

through people not products.” (p. 15)

Furthermore, amongst all the constructs considered in the conceptual model of service
brand loyalty building, emotional attachment was the one that produced the highest yield
apart from the final construct of the model, brand loyalty, thus, showing that brand
managers must clearly focus on emotional attachment when considering service brand
building. This can be achieved by consistently creating elements associated with the
service experience that enhances the emotional attachment with the brand, before, during
and after the match but also every time the consumer is in contact with the brand, i.e. in
the football club official store, website, media, etc. As well as creating a cognitive positive
association of the football club brand in people’s minds by providing offers of goods and
services that bring the supporter to interact as close as possible with the culture and reality
of the football club enhancing the positive feelings and associations towards the club and
its brand but also by going beyond the realm of football or even sports. A good example

of this could be providing offerings to supporters that would bring a sense of happiness,
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fulfilment and uniqueness (i.e. a holiday weekend for the family, or the team official kit

sign by the players as a birthday present, etc.)

In adittion, a statistical significance was demonstrated in terms of the relationship
between trust and loyalty showing its contribution towards brand loyalty building.
However, lower when compared with the impact from satisfaction and emotional
attachment. Demonstrating that when consumers develop a strong bonding, creating high
levels of emotional attachment with a service brand this prevails over any sense of lack

of trust that might emerge from a service experience in consumers’ mind.

Finally, it is crucial that football club’s directors realise that although football is a huge
industry, with a wide array of financial opportunities, mostly when considering the major
players in the market, that it possesses unique characteristics only similar to religion that
cannot be diluted or put aside for financial purposes. On the contrary, these unique
characteristics, intrinsic in football club brands, must be enhanced and sustainably
transmitted to consumers in so to potentiate the emotional attachment aspect. In doing so,
and as shown in this study, the levels of loyalty towards the brand will increase leading
to unavoidable better financial performances. As Karl Marx once stated in his Criticism
of Hegel’s Law “Religion is the people’s opium” (1894) several authors have observed
that, in the modern society we are now living, the same can be said and adapted to football
and the modern supporter (Hollanda, 2009; Shikida and Shikida, 2004). Where football
becomes a substitute and a way of people to relate to, and to express their feelings and
values. Several examples of this emerge throughout football history, the Maradona hand
of God incident in the 1986 world cup match between Argentina and England is a clear
one. Where Argentineans felt like they “revenged” themselves from the Maldives conflict
even leading to the creation of the Maradonian Church with a chapel in the Buenos Aires
area of Rosario called the “Hand of God chapel”. The seriousness of this example might
be questioned, but more important is the fact that several scholars (Hoffman, 1992;
Prebish, 1993; McGuire, 2002) have noted that there are many similarities, particularly
regarding function between religion and sports.
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7.3. Contributions to Knowledge

Several theoretical evidences supporting the role of the emotional bonds or emotional
connections in service industries appear in the literature. However, according to
Maheswari and Jawahar (2008), there is no empirical research that establishes the degree
to which emotional attachment impacts and determines brand loyalty. They go further to
state that “Emotional attachment has not been measured using any scale in service
industries” (p. 84). Bearing this in mind, it becomes even so more important the fact that
this study offers some important methodological contributions, by implementing a web-
based survey that incorporates several previously developed scales that measures the
constructs considered in the service brand loyalty model. This tool, comprising 89 items
compressed in 6 dimensions, allows sports organisations, such as football clubs, to better

understand how their brand is perceived in an efficient and practical way.

This research addresses and evaluates the different factors that lead to service brand
loyalty building towards a football club, first by looking at the antecedents of emotional
attachment (brand image associations, involvement, and satisfaction), secondly by
looking at the emotional attachment and trust construct, and finally presenting how all
these factors impact on the level of brand loyalty. The other important contribution on
utilising this tool is that it allows for a better profiling of their potential consumers.

Another valuable contribution gained from the research conducted was the creation of a
multi-dimensional model identifying the fundamental variables behind brand loyalty
building, in an integrated process, facilitating the measurement of each of these variables,
thus reflecting the hierarchical importance of these variables in building brand loyalty.
This will lead to a better understanding on how consumers perceive and interact with a
service brand, in the case of this research a sports brand. However, this can be applied in
other contexts with other types of service brands. According to the Gallup (2001) research
conducted with more than 3,600 customers in six industries (mass retailing, consumer
banking, consumer electronics, automobile and online retailing, and airline companies),
customers develop emotional attachments with an enormously wide range of the services
and products they utilise. The study presented consistent levels of emotional attachment

amongst five of the six industries considered in the study where only the airline industry
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fell outside the range. With the concept of emotional branding gaining an increasing place
in marketing, the need for a model that can be applicable in a wide variety of service
contexts that allows for a better understanding on how service brands function is

fundamental for today’s success in the service industry.

This research also demonstrated that the tangible (attributes) and intangible (benefits and
attitudes) characteristics determines the brand DNA, and how these impacts towards the
creation on peoples’ minds perceptions of the brand image dimensions, and subsequently
on the level of emotional attachment a potential consumer might develop with a service
brand.

Furthermore, this research revealed the fundamental relevance of emotional attachment
on loyalty building on iconic brands, such as football clubs. Emotional attachment leads
to loyalty, not the reverse. Leading to the conclusion that emotional attachment should be
the main aspect that marketers should focus, even more than loyalty, since it has shown
to be the key determinant on building brand loyalty. Consumers that have a strong
emotional attachment with a brand are loyal even throughout times of marketplace
failures, such as negative information about the company or the people who work for it,
evidence of product harm crisis, and product recalls (Ahluwalia et al., 2000). When the
emotional attachment towards a brand reaches such level in terms of its nature and
intensity, consumers tend to consider it as being an extension of them. They tend to be
overprotective and defensive of any disapproval against their brand and interpret the
criticisms against the brand as a menace. Therefore, they are more eager to be involved
in behaviours that will stand for the brand, regardless of the potential impact and risks
such behaviours may hold. In fact, when this level of emotional attachment with a brand
is achieved, consumers are more willing to make personal sacrifices such as - money,
time, and energy in so far to maintain their association with the brand. Going as far as to
delay a purchase when the brand is not available, the engagement in extended search for
the brand, involvement in brand communities, fan clubs, writing letters and participating
in blogs related to the brand, and in addition, these consumers are also less cost-benefit
oriented in their reactions to their brands. Hence, personal sacrifices of energy, time, and

money are more automatic. In fact, strong emotional attachments should therefore be
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characterised by resistance to the appeal of new product offerings and their professed
benefit superiority. Brand loyalty, regardless of potentially better alternatives, should

succeed.

Finally, this research furthered theoretical knowledge regarding industry of football, and
highlighted its relevance and growing importance, mainly in terms of the European
context, the potential behind it and their football clubs brand building. Showing that
professional football as an industry has long passed the perspective of a mere successful
sporting competition to become a global industry with a great economic and social impact
revealing high growth rates. With football clubs like Real Madrid, Barcelona, Manchester
United, amongst others, involved and responsible for huge financial transactions. The
increasing complexity and competitive environment that football clubs face in the present
days reveals the determinant need for them to adopt a pro-active attitude towards their
competitors, and to focus on developing long last relationships with their consumers
revealing the growing strategically importance on how football clubs manage their brand,

both the famous, well know football clubs but also the less prominent ones.

7.4. Limitations and Further Research

Identifying the limitations is important for caution to be exercised in the interpretation
and generalisation of the results, even though this research has explored the process of
consumer brand relationships and service brand loyalty building in the context of
European football club brands and had determined the impact that the emotional
attachment construct has in this process. Basically, limitations are twofold, and they relate
to data and the constructs selection. Therefore, the achieved findings should be

approached in the light of the following limitations.

7.4.1. Limitations and Further Research Related to Data
The first limitation has to do with the fact that no organised database on the issue of

football club brands exist. One might find databases of football clubs supporters but apart

243



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

from the fact that its access is not that easy to get, the purpose of this study was to get the
views and opinions not only from those that were highly related with the phenomena of
football but also of others that could present a more detached approach thus attempting
to avoid any possible ‘skewness’ of the results. However, the approach used is in line

with previous research of similar nature.

The second limitation refers to the aspect that the data collection was carried on with
potential and existent costumers, not considering experts in the field such as football clubs
managers, marketers and other key informants, so it can be viewed as one sided. A
practice that congregates different opinions amongst academics, although “using key
informants to gather subjective information on organisational issues has become an
accepted practice in management research and consensus seems to have been established
with respect to the fact that subjective information correlates highly with objective
information” (Heimeriks, 2004, p. 74). It is the researcher’s view that this should be tackle

in future research mainly using a qualitative approach.

The third limitation as to do with the dynamic nature of the subject of research and the
constructs considered in the service brand loyalty model. In fact, the full richness of
concepts that are dynamic by nature suffers due to the use of cross-sectional data and
would be, probably, better captured be using longitudinal studies. However, as it has been
widely recognized, longitudinal studies are very difficult to conduct in this type of setting,
given that the monitoring of relevant parameters would have to be conducted during a

given period, which is never easy to achieve in a study with these characteristics.

The final limitation concerns the method of data collection. The utilisation of a web-based
survey provides both, advantages and disadvantages, previously mentioned in chapter 6,
nonetheless it is important to reiterate here. The major concern when utilising this method
relates to coverage error, in other words, the mismatch between the target population and

the frame population, according to Couper (2000) the biggest threat for inference.

In the case of a web-based survey, this problem might be relevant depending on the level
of internet access of the general population. However, since the geographical context of

this study focused on Europe, this problem was less acute since the rate of internet
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penetration is very high across the six European countries considered in this study.
Furthermore, this issue of coverage error was circumvented by the fact that the response
rate achieved was coherent with other studies that used a similar approach and data
collection method, and since there were very few ways of evaluating non-response bias,
due to the fact that no prior information about the respondents was known before the
return of the surveys apart from their email addresses and geographical location based on
their IP addresses, a required aspect as means of avoiding getting multiple responses

coming from the same respondent.

To overcome the main problems related with carrying out a web-based survey, some
procedures were implemented. It is quite important, in so to try and achieve a higher
response rate, to pay special attention to the design of the survey in so to make it as user
friendly and pleasant as possible, but also to take into consideration the characteristics of
the target population, the sample, and the object of study. Probably the best way of
achieving this is by utilising teams based in the countries from where the data will be

collected in so to better tackle any potential cultural aspect.

7.4.2. Limitations and Further Research Related to Constructs
In relation to the limitations considering the constructs utilised in service brand loyalty

model, some drawbacks can be identified. The first one is the fact that the measures used
were perceptual measures relied upon to make statistical inference. According to Kate et
al. (2000) it is advisable the development of alternative measures for variables using
objective data whenever possible. In the case of this study, alternative measures were of
limited application mainly because it relied as much as possible on relationship attributes,
mostly behavioural factors, which are not directly computed through the utilisation of this
type of measures. Combined with the fact that already existent scales in the literature were

used to ensure a confident degree of generalisation.

The second drawback identified in this study is the focus on the constructs considered in
the service brand loyalty model. One must accept the possibility that others might emerge

as relevant, mainly if the context of the research shifts its context away from the football
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clubs’ brands. However, the simultaneous inclusion of other constructs may harm
possible findings and conclusions, because existent causal links may turn difficult to
prove and the isolation of effects may become tricky to obtain. Nevertheless, in the case
of this research the rationale followed for the selection of the constructs was in accordance
to the theory and their validity and reliability was statistically proven, even though the
constructs utilised were already made operational by means of previously defined
constructs, and previously calibrated measures, in accordance with Seppanen et al. (2007)

advise.

7.5. Conclusion

Independently of the service brand that is offered, it is obvious that customer emotions
have a crucial impact in the consumption, selection, and sustained loyalty toward that
service brand. It is the service brands managers’ responsibility to meet the challenge of
generating and managing a positive emotional brand experience during all stages of the
service brand acquisition. One can go even further to state that, they are obligated to
provide a unique emotional brand experience for customers that go beyond the mere

provision of services.

As it has been shown, brand value is also indirectly co-created with customers that do not
become brand buyers. A good example of this is that of those sports supporters that
although never spending any money with their favourite team (i.e. purchasing team
related merchandise or even spending money on other things such as buying a match
ticket) are still highly emotionally attached customers, by indirectly following their team
and participating in the co-creation of the football club brand value in other ways and
forms. This realisation is a clear indicator for managers, in the sense that they should
consider expanding their approach of brand managing beyond their actual customer base
and thus developing and maintaining strong connections with their organisation’s
extended customer base. This suggests that branding cannot be perceived as just mere
dyadic relationships between customers and organisations or managerial efforts. Instead,

a more adequate perception of branding might be to look at it as a cultural phenomenon
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that is determined by the incongruities and synergies among the constituting stakeholders

(i.e. managers, employees, customers).

The initial and easiest stage of emotional brand creation can be achieved, for instance, by
creating a well-designed and attractive atmosphere. Subsequently, true customer
enthusiasm and loyalty will arise from the devising and management of the relational
characteristics of the emotional brand experience during the service consumption process.
In the final stage, marketers need to make the most of the opportunities for continued
interpersonal connections, establishment of trust and remaining emotional brand

experiences with the service brand even after service consumption.

The utmost goal for the services brand managers, when dealing with emotional brand
occurrences, is to generate a passionate, active loyalty relationship between customers
and the service brand. Customers are eager for finding a service brand with which they
fell really connected with and from which they can get a fulfilling emotional effect during
all stages of the decision-making process, leading to an overall positive feeling about the
service brand. In other words, if service brand managers can present and promote the
characteristics (brand associations) of the service brand to their customers, in such a way
that it generates a profound emotional attachment between the customer and the service
brand, then the trust levels towards the service brand will increase and consequently
service brand loyalty will occur. Because of this, these brand loyal consumers will support
and actively promote the service brand all around whenever they have the chance to. The
achieving of this level of loyalty will in due course represent a considerable reduction of

marketing costs and higher customer retention rates, resulting in an increase of profits.

As Morrison and Crane (2007) state, most services organisations follow the common
erroneous belief that, when implementing branding strategies, the focus is all about
market share when it should be about ‘emotion share’. This creates an excellent chance
for those service brand managers willing to make a difference in the market. Those that
focus their efforts on brand-building strategy around the design and implementation of
enduring emotional attachments with the service brand are the ones in the right path and

will certainly receive the dividends from their progressive way of thinking. Bottom line,
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for the customer, it is not just the service itself that really matters, it is what the experience

entails that counts (Morrison and Crane, 2007).
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Appendix A - Anatomy and Functionality of the Major Brain Systems
and Areas

The human brain can be divided in two major brain systems - the prefrontal cortex (higher

cognitive processing), and the limbic system.

In relation to the prefrontal cortex the major key areas are the dorsolateral (upper outer),
vetromedial (lower middle), medial (middle), and orbitofrontal (located above the eyes)
cortices, a clearer image of this can be seen in the figure bellow. This area of the brain is
responsible for the planning of complex cognitive behaviours, such as short-term
memory, problem solving, moderating acceptable behaviour, deciding between right and

wrong, and coordinating both thoughts and actions in accordance with one’s goals.

The other brain system, the limbic system, is located mostly in the interior margins of the
brain, and as can be seen in the figure bellow, consists of the following major regions
(amygdala, cingulate cortex, nucleus accumbens, and the hippocampus). The limbic
system deals mainly with behaviours regarding emotional responses (Lautin, 2001), and
it is also influential in the development of memory by considering emotional states with

stored memories of physical feelings.
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Figure A - The Major Areas of the Brain
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Higher Cognitive Processing (Prefrontal Cortex)

When one is faced with situations such as problem solving, short-term memory,
moderating acceptable behaviour, deciding between right and wrong, the part of the brain
involved with these issues is the prefrontal cortex, this brain system activates when the
planning of complex cognitive behaviours occurs, and it consists mainly of the following

areas.

The dorsolateral prefrontal cortex is a very distinct part of the frontal cortex specific to
humans, since it is involved in higher functions, such as conscious behavioural control,
executive functioning, cognitive performance, intelligence levels, memory retrieval, and

problem-solving skills, being one of the more highly evolved areas of the human brain.

The ventromedial prefrontal cortex plays a role in anxiety disorder and depression and is

activated in response to emotional states that influence decision-making and preference
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judgments. People that get injured in the ventromedial prefrontal cortex are unable to

properly respond to social cues and obey conventional social rules (Damasio, 1996).

The orbitofrontal cortex is related with decision making, regulating the planning and
behaviour associated with uncertainty, rewards and punishments, changing

reinforcements, and social behaviour (Kringelbach and Rolls, 2004).

The medial prefrontal cortex is concerned with executive control and understanding the

intentions of others.

The Limbic System

As mentioned previously, the limbic system concerns with the emotional responses and
it impacts on the creation of memory by incorporating emotional states with stored
memories of physical sensations. It consists primarily of the following areas:

The amygdala is a relatively small area located in the medial temporal lobe in both
hemispheres. It plays a key role in emotional information processing and is responsible
for several negative emotions, such as rage, envy, resentment, and panic (LeDoux, 2003).
In addition, it is implicated in regulating both positive and also negative emotions
(Hamann and Mao, 2002).

The anterior cingulate cortex is placed approximately in the middle of the cortex, and is
crucial in cognitive functions, such as reward expectancy and decision-making (Mayberg
et al., 1999). This part of the brain can be divided into the cognitive (dorsal), emotional

(ventral), executive (anterior), and evaluative (posterior) constituents (Bush et al., 2000).

The nucleus accumbens is responsible for allowing the interaction between the limbic
system and the central gray nuclei. The former is responsible for regulating emotions
whilst the later helps in reasoning and planning. This part of the brain is the vital
connection of the reward circuit, being involved in motivation. It is either activated in the
presence of stimuli associated with satisfaction, compensation, and dependence, or by the

occurrence of unpredicted, original, or strong stimuli.
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The hippocampus is responsible for processing the information that will be accumulated

in long-term memory and is situated under the temporal lobe (Dimoka et al., 2007).

Some of the other relevant brain areas for human emotions are the insular cortex and the
caudate nucleus. The literature usually distinguishes these two components of the brain

from the limbic system because they are perceived as being of a more primal nature.

The caudate nucleus can be found in the centre of the brain on both hemispheres and is
greatly stimulated by dopamine neurons, which are activated when one receives an
unforeseen compensation. The caudate nucleus is also responsible for the motivational
level a person’s has, and it is activated with trust-building tasks, social cooperation, and

trusting intentions.

Finally, the insular cortex is a component of the human brain that is situated within the
cerebral cortex, under the frontal, parietal and temporal lobes. It is responsible for the
processing information that will generate an emotional sensory experience, such as
unfairness, repugnance, and discomfort, being also responsible for the assimilation of

information about reactive and emotion.
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Appendix B — Football Industry Financial Figures

Football Clubs Brand Power and Value (2016/17)

The 10 Most Powerful Brands The 10 Most Valuable Brands
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(All figures are in USDmillions)

Source: Brand Finance Index (2017) in www.brandfinance.com
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Total Brand Value by Country 2017

League Country Brand Value | Proportion
(USD billion)

Em England & Wales 9.3 45.7%
‘ Germany 4.1 20.3%
@ Spain 3.8 18.3%
Latiga
2 | France 1.6 7.6%
= | nay 1.4 6.6%
-

- Others 0.3 1.5%
Total 204 100%

Source: Brand Finance Index (2017) in www.brandfinance.com

Composition of Total Revenue Splits 2015/16 and 2016/17 (€m)

(1]
T'&' B Matchday

2015116 B Broadcast
7,415
Commercial
39%
17%

201617

7,896

45%

Source: Deloitte Analysis (2017)
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Revenues of the Top Twenty Football Clubs

2016/17 Revenue (€m)

n n Manchester United
n - Real Madrid

n FC Barcelona
n n Bayern Munich
n n Manchester City
n - Arsenal

Paris Saint-Germain
n n Chelsea

n n Liverpool

n n Juventus

n - Tottenham Hotspur
n Borussia Dortmund
H n Atlético de Madrid
n H Leicester City

H Internazionale
H Schalke 04

- West Ham United
n Southampton
n Napali

H Everton

B DFML position

Source: Deloitte Analysis (2017)

676.3

674.6

6483

5878

5277

4876

486.2

428

424737

4057

355.6

3326

2725

2711

2621

230.2

2133

2121

2007

195.2

B change on previous year

2015/16 Revenue (€m)

- Manchester United
n n FC Barcelona

= Real Madrid

n Bayern Munich
n Manchester City
n Paris Saint-Germain
n Arsenal

n n Chelsea

n n Liverpool

n n Juvenitus
n Borussia Dortmund
ﬂ n Tottenham Hotspur
H Atlético de Madrid
n Schalke 04

E n AS Roma

H AC Milan

FC Zenit Saint Petersburg

n West Ham United
n Internazionale
H Leicester City

B number of positions changed

689

620.2

6201

592

5249

5209

3389

2839

2797

2245

218.2

2146

196.5

1923

1792

1721
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Revenue Sources and Percentages by Football Club (Top Ten)

1. Manchester United
Q@ o

o Twitter followers Instagram followers

16.7m (3) 20.2m(3)

2017 Revenue

€6/6.3m

(£581.2m)
Revenue

€689m

(£515.3m)

Whilst the Europa League has historically
been viewad as the financial minnow
comparad with the Champions League,
United's €44.5m UEFA distribution after
winning the competition is the critical
factor in keeping them ahead of Real
Madrid and Barcelona.

Revenue 2012-2017 (€m)

i} 2013 24 2015 26 2017
-

B oL position

B 2nnual revenue

2. Real Madrid

9 Facebook likes
106.4m (1)

2017 Revenue

€6/4.6m

(E579.7m)

€620.1m

(E463.8m)

After dropping out of the top two Money
League clubs last year for the first time
since 2002/03, Real Madrid jump above
their arch rivals, FC Barcelona, back into
second place. Revenue grew by over
£50m, with a €38m uplift in commercial
revenue driving this.

o Twitter followers . Instagram followers

28.6m (1)

54.7m{1)

Revenue 2013-2017 (€Em)

0 2013 2014 2015 2016 2017
]

B e position

B snnual revenue

Revenue profile 2017 (€ém)

48% 19%
€325.2m €125.2m
(£279.5m) \{f.m?.amn
B watchday 33%

€225.9m
(£194.1m)

B eroadcast

B commercial

Revenue profile 2017 (€m)

45% 20%
€301.4m €136.4m
(£259m) (£117.2m)

M Matchday 35%
€236.8m
M Broadeast (£203.5m)

B commercial
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3. FC Barcelona

® Facebook likes o Twitter followers Instagram followers
103.4m (2) 26.9m(2) 54m (2)

2017 Revenue Revenue 2013-2017 (€ém) Revenue profile 2017 (€m)
BOO
46% 21%
€296.2m €137.2m
(£254.5m) (£117.9m)
(E463.8m)
FC Barcelona fall to third place in the 2013 2014 2015 2016 2017 M Matchday 33%
Money League despite healthy revenue ! . ' ! . €214.9m
growth of £28.1m (5%). As forecast last year, M sroadcast (£184.7m)
the strong performance of Real Madrid and
Manchester United prevents Barga from B snnualrevenve I DML position B commercdial
becoming only the third club to top the
Money League.
ich
4. Bayern Munic
9 Facebook likes o Twitter followers . Instagram followers
43.7m (5) 4.3m (10p 11.5m (4)
2017 Revenue Revenue 2012-2017 (€m) Revenue profile 2017 (€m)
800
€58/7.8m 53% 17%
(£505.1m) 2016 €343.4m €9? 7m
Revenue (E£295.1m) {£839m]
€592m
(E442.7m)
Despite a revenue decrease of just over 2013 2014 2015 2006 2017 B matchday 25%
£4m (1%), Bayern Munich hold on to fourth . . H . . €146.7m
place in this year's Money League, making M sroadcast (£126.1m)
this their tenth consecutive year in the top
five. Bayern have the highest commercial M snnuairevenve I oEL position B commerdal

revenue of any football club globally,
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5. Manchester City
Q o

o Twitter followers Instagram followers

5.em(9) em (8]

2017 Revenue Revenue 2013-2017 (Em)

€5277m' =

(E453.5m)

Manchester City are in the Money League
top five for the second consecutive year,
after growth in both broadcast and
commercial revenue. The impact of the
Premier League broadcasting deals saw
broadcast revenue increase by over £40m

(1} 2013 2014 2015 26 2017
=] E

B DrML position

B Annual revenue

6. Arsenal
9 Facebook likes o Twitter followers
37.9m (B) 12.8m4)

Instagram followers
10.5m (7)

2017 Revenue Revenue 2013-2017 (€m)

€48/76m =

(£419m)

Arsenal climb to sixth, for the first time
since 2011712, jumping ahead of Paris
Saint-Germain. This is due almost entirely
to the new Premier League broadcast
arrangements which saw Arsenal receive
close to £140m in central revenue,

i} 2013 2014 25 M6 2007
7]

B oL position

B Annual revenue

Revenue profile 2017 (€m)

44% 11%
€230.5m \ £60.4m
(£198.1m) (£51.9m)
B matchday 45%

£€236.8m
M sroadcast (£203.5m)
B commercial
Revenue profile 2017 (€ém)

28% 24%
€136.5m £116.4m
(£117.3m) (£100m)
M natchday 48%

£€234.7m
M &roadcast (£201.7m)

B commercial
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7. Paris Saint-Germain
Qe Qe @ g

2017 Revenue Revenue 2012-2017 (Em) Revenue profile 2017 (€m)

€486.2mM 800 56%

19%
(£417.8m) £2741m €90.2m
(£235.5m) (£77.5m)

PSG slip to seventh in the Money League 2013 3014 2015 2016 2017 [ | Matchday 25%
as revenue fell by €34 7m (7%) to €486.2m. €121.9m
A worsening of on-pitch performance in n E . n . B &roadcast (£104.8m)
2016117, as PSG finished second in Ligue

1 and only reached the Round of 16 in B Annualreverve I DFML position B commercial

the Champions League, was reflected in a
decrease in commercial bonuses received

8. Chelsea

@ Facebook likes o Twitter followers Instagram followers
47.8m {4) 11.4mi(s) 10.7m {6)

2017 Revenue Revenue 2012-2017 (€m) Revenue profile 2017 (€m)
BOO
€428m 38% 18%
(E367.8m) €162.7m €76.2m
600 (£139.8m) (£65.5m)
Chelsea remain in eighth pesition in the 2013 2014 2015 2016 2017 M watchday 44%
Money League during a season which saw . . n n n €189.1m
them win the Premier League title, but not B Broadcast (£162.5m)
compete in UEFA competitions. The impact
on revenue from not participating in the B Annualrevenue I DEML position B commercial

Champions League,
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9. Liverpool

G Facebook likes o Twitter followers Instagram followers
30.5m (9) 9.5m (&) 53m(10)

2017 Revenue Revenue 2012-2017 (€m)

€424.2m =

(£364.5m)

Liverpool remain in ninth place for the 2013 2014 2015 2016 2017
fourth consecutive year, as the compositicn

of the top ten has remained unchanged n . . . .
over the same period. 2016/17 saw the

opening of the newly developed Main M snnualrevenue I DEmL position
stand at Anfield and, despite not beingin a

Eurcpean competition, matchday revenue
increased by £12m (21%) to £68.8m as

10. Juventus
Qo Qi

Instagram followers
8.6m (8)

2017 Revenue Revenue 2013-2017 (€m)

€405./m =

(£348.6m)

(£253.5m)

Juventus are tenth in the Money League for 2013 2014 2015 2016 2017
the fourth year running following a season

which saw them become the first team to . n n n n
win six consecutive Serie A titles, as well

as another Coppa Italia. B snnualrevenue I DAL position

Source: Deloitte Analysis (2017)

Revenue profile 2017 (€m)

B vatchday 43%
€182.5m
M sroadeast (£156.8m)

B commercial

Revenue profile 2017 (€m)

19%

38%
€161.6m €80.1m
(£138.9m) (£68.8m)

28% 14%
£114.4m €57.8m
(£98.3m) (£49.6m)
B matchday 58%

£€233.5m

B sroadeast (£200.7m)

B commercial
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Appendix C - Scales Reliability

Although the scales used were from previous researches a Alfa Cronbach reliability test
was done in so to confirm their reliability. A pilot test was conducted with a sample size
(N=103) of supporters of Aol FC a Cypriot team, in so to evaluate the reliability of the
different scales used in this study. All the scales presented reliable scores apart from the
scale of loyalty. As shown below are the results induced from Alfa Cronbach reliability
test for each of the scales.

Case Processing Summary

N %
Cases | Valid 103 100,0
Excluded(a) 0 0
Total 103 100,0

a Listwise deletion based on all variables in the procedure.

Brand Associations

The observed Cronbach Alpha was 90.6% complying technically with the rules of a
thumb. For this reason, no changes were done in respect to this scale.

Reliability Statistics

Cronbach's N of
Alpha Items

,906 50
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Alpha if Item-Total is deleted Statistics

Corrected | Cronbach's
Scale Mean Scale Item-Total | Alpha if
if Item Variance if | Correlatio Item
Items Deleted | Item Deleted n Deleted

Al - care if club wins or not 230,09 1456,964 -,251 911
A2 - no star players to watch 228,24 1457,609 -,228 911
A3 - like the manager 227,87 1384,040 ,318 ,905
A4 - front office creates a good 227.36 1377.716 417 904
team
Ab5 - colours of the club 226,04 1376,094 ,535 ,903
A6 - stadium architecture 229,12 1421,420 ,011 ,909
AT - games exciting 228,19 1383,123 ,332 ,905
A8 -history of winning 227,87 1390,570 ,270 ,906
A9 - escape from lifes problems 227,84 1337,731 ,552 ,902
A10 - pairs seing me as a fan 228,05 1336,781 ,544 ,902
ALL - supporting club 22756 1378815 262 906
influenced by pairs
Al2 - good memories 227,54 1348,520 ,601 ,902
A13 - club makes proud the 227,39 1366.917 465 904
locals
Al4 - club personally important 226,93 1338,626 ,629 ,902
A15 - knowledge about the club 227,04 1342,258 ,589 ,902
A16 - club competes to win 226,55 1362,048 537 903
league/cup
Al7 - like watch star players 227,00 1354,460 ,607 ,902
A18 - manager known in world 22734 1377.290 382 904
of sports
A19 - front office run well the 22754 1371.995 473 904
club
A20 - like the logo 226,35 1368,056 ,540 ,903
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hassles

A21 - stadium as character 228,74 1409,914 ,080 ,909
A22 - club games are 227,60 1362397 521 903
entertaining

A23 - club has rich history 225,94 1380,440 ,539 ,904
A24 - forget day-to-day 227,73 1333,365 588 902
problems

gﬁg’ - pairs recognize me as a 226,97 1335,924 597 902
A2_6 - support the same club as 229.47 1393.129 223 906
pairs

A27 - fond memories of the 227 41 1346,625 633 902
club

A28 - brings prestige to 227,03 1363,846 546 903
community/country

A29 - being a fan is important 226,92 1334,238 ,664 ,901
A30 - knowledge list about the 22712 1337098 607 902
club

A31 - club competes in 226,67  1366,180 441 904
uefa/champions league

A32 - start players that i like to 227.94 1358 655 533 903
watch

A33 - manager does a good job 227,72 1372,710 433 ,904
A34fr - front office makes wise 227 81 1360,524 492 903
decisions

A35 - uniforms are attractive 226,48 1365,436 ,564 ,903
A36 - stadium enhances 22001 1405641 113 908
enjoyment of games

A37 - games are enjoyable 227,91 1368,218 ,493 ,903
A38 - club has no history 230,88 1456,044 -,314 ,910
A39 - takes me away from lifes 22797 1338,137 563 902

299




Consumer brand relationships — The determinants of brand loyalty in the context of

football clubs

A40 - praise the club feels like 22723 1349 815 572 902
a compliment

A4l -follow club due to pairs 22925 1392,663 219 906
liking same club

A42 - fond memories of 22758 1344,622 617 902
supporting club with pairs

A43 - club elevat_es image of 22712 1361798 553 903
country/community

A44 - i Teel my club is 226,65 1342,055 685 001
important to me vs other clubs

A45 - i consider being expert of 22727 1345 064 586 902
my club vs other clubs

A4§ - i say we rather than they 226,86 1336.934 586 902
talking about club

AA7 - thoughts about club- 22733 1400,959 178 907
foolish/wise

A48 - thoughts about club- 229.15 1456.127 _201 912
bad/good

A48 - thoughts about club- 226,83 1385481 435 904
worthless/beneficial

A50 - thoughts about club- 229.13 1457 512 204 912
week/strong

Satisfaction

The observed Cronbach Alpha was 73.9% complying technically with the rules of a
thumb. For this reason, no changes were done in respect to this scale.

Reliability Statistics

Cronbach's N of
Alpha Items

,739 3
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Item-Total Statistics

Corrected | Cronbach's
Scale Mean Scale Item-Total | Alpha if
if Item Variance if | Correlatio Item
Items Deleted | Item Deleted n Deleted
B1 - | feel generally satisfied
with my _deC|S|on of using any of 10,58 7,462 661 540
the [services/products] of my
favourite football club
B2 - I think that | am doing the
right _thlng by using any of the 10,99 7428 508 706
[services/products] of my
favourite football club
B3 - | don't feel happy when | use
any of the [services/products] of 9,98 8,732 517 707

my favourite football club

Brand Trust

The observed Cronbach Alpha was 85.4% complying technically with the rules of a
thumb. For this reason, no changes were done in respect to this scale.

Reliability Statistics

Cronbach's N of
Alpha Items
,854 8
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Alpha if Item-Total is deleted Statistics

any problem with any of the
[services/products]

Corrected | Cronbach's
Scale Mean Scale Item-Total | Alpha if
if Item Variance if | Correlatio Item

Items Deleted | Item Deleted n Deleted
Cl- Wlt_h x club' I obtain what | 30,18 65.856 605 836
look for in a brand
C2-'x c_Iub brand meets my 29 40 65.700 646 830
expectations
C3 - | feel confidence in 'x club 29,03 66.167 713 823
brand
C4 - X club’brand never 30,34 67,244 583 838
disappoints me
C5 - 'x club' brand would be
honest and sincere in addressing 29,67 77,721 ,255 872
my concerns
C6 — I could rely on 'x club' brand
to solve any problem caused by 30,30 65,695 671 ,827
its brand [services/products]
C7-"xclub bra_nd would make 3023 66.426 667 828
any effort to satisfy me
C8 - 'x club' brand would
compensate me in some way for 3038 67103 630 833

Brand Loyalty

The observed Cronbach Alpha was 66.2% but it was not technically satisfying the rules
of a thumb. For this reason, different scenarios were tried to boost up alfa and finally a
reliable score of 75.5% was reached by removing the loyalty item D4 - If the

[services/products] with the brand of football club

...""were not available at the store, |
will go to another store”, as shown in the (alpha if item deleted table)
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Reliability Statistics

Cronbach's N of
Alpha Items
.662 12

Alpha if Item-Total is deleted Statistics

Items

Scale Mean
if ltem
Deleted

Scale
Variance if
Item
Deleted

Corrected
Item-Total
Correlation

Cronbach's
Alpha if
Item
Deleted

D1- I consider myself to be
Strongly loyal to "..." and its brand

55.6829

87.551

.652

.588

D2- When [services/products]
with the brand of another football
club are on sale, | will generally
prefer them, rather than the
[services/products] from the brand
of my usual football club "..."

56.6437

108.175

-.062

718

D3- If the [services/products] with
the brand of football club "..." are
not available in the store, it would
make little difference to me if |
had to choose the
[services/products] of another
football club

57.3278

110.715

-114

729

D4- If the [services/products]
with the brand of football club

..."" were not available at the
store, | will go to another store

58.5439

126.826

-.445

.755

D5- If | decided to purchase
certain [services/products] with
the brand of football club "...", |
might easily change my decision
upon receiving discrepant

56.8349

99.282

251

.650
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information about these
[services/products]

D6 - | am willing to pay more for
[services/products] with the brand
of football club "..." than for other
[services/products] with the brand
of other football club brands on

the market 56.1485 89.042 519 .605

D7- | recommend buying
[services/products] with the brand
of football club "..." 55.9608 87.503 .603 592

D8- I would be willing to defend
my favourite football club
publicly, even if it caused
controversy 55.8314 86.804 .651 .586

D9 - I could never change my
affiliation from my favourite
football club to another
professional football club 55.2672 88.750 .634 593

D10 - If the [services/products]
with the brand of football club
"..." are not available in the store, |
will buy the [services/products]
with the brand of another football

club that I enjoy 55.7197 95.931 .363 .634

D11- | consider myself a
committed fan of my favourite
football club 55.7648 85.131 701 577

D12- 1 would watch my favourite
football club regardless of which
football club they were playing

against at the time 55.6900 87.884 611 .593

Post removal of item “D4 - If the [services/products] with the brand of football club ...
were not available at the store, [ will go to another store” showed a significant increase
in Cronbach alpha as mentioned before, this increases the reliability of the loyalty scale.
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Reliability Statistics

Cronbach's N of
Alpha Items
.755 11

75.5% was the empirical value of alfa cronbach post removal of the loyalty item “D4 -
If the [services/products] with the brand of football club "..." were not available at the
store, | will go to another store”. Therefore, eleven items where left for the loyalty scale
eligible for the PLS optimisation procedure.

Emotional brand attachment

The observed Cronbach Alpha was 73.1% complying technically with the rules of a
thumb. For this reason, no changes were done in respect to this scale and the 10 items

were maintained.

Reliability Statistics

Cronbach's N of
Alpha Items
731 10
Alpha if Item-Total is deleted Statistics
Corrected | Cronbach's
Scale Mean Scale Item-Total | Alpha if
if ltem Variance if | Correlatio Item

Items Deleted Item Deleted n Deleted
E1 - I don't perceive brand of
club “...” as being a friendly ,00 23,028 544 ,685
brand
E2 - | do not feel attached
when choosing any of the ,00 34,850 -959 834
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[services/products] branded
from “...” football club

E3 - | feel delighted with any
of the [services/products] ,00 22,290 ,631 671
branded by “...” football club

E4 - | have the feeling of
peacefulness about the brand ,00 22,677 ,585 ,679
of “...” football club brand

E5 - 1 do not feel affectionate
towards the
[services/products] branded
by “...” football club

,00 22,497 ,606 675

E6 - It was important to my
choice of [services/products]
branded by “...” football club
that it 'felt' right

,00 22,7125 979 ,679

E7 - All football clubs brands

L ,00 22,991 548 ,685
are equally captivating for me

ES8 - | feel bonded with a

specific football club brand 00 23,429 498 693

E9 - A bad purchase of any
[services/products] with the
brand of a specific football
club could bring you grief

,00 26,847 ,135 , 748

E10 - | do not feel at all
connected to a specific ,00 22,660 ,587 ,678
football club brand
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Brand Involvement

The observed Cronbach Alpha was 95.1% complying technically with the rules of a
thumb. For this reason, no changes were done in respect to this scale.

Reliability Statistics

Cronbach's N of
Alpha Items
951 10

Alpha if Item-Total is deleted Statistics

Corrected | Cronbach's

Scale Mean Scale Item-Total | Alpha if

if Item Variance if | Correlatio Item

Items | Deleted | Item Deleted n Deleted
I1- 51,58 113,246 ,817 ,944
12 - 51,88 113,495 811 ,945
13- 51,97 111,043 ,832 ,944
14 - 52,07 113,531 743 ,948
I5- 51,71 111,586 ,831 ,944
16 - 51,95 113,363 ,793 ,945
17 - 52,16 111,306 ,800 ,945
18- 51,81 113,069 ,831 ,944
19- 52,26 116,275 ,674 ,950
110 - 52,04 110,456 75 ,946
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Appendix D — Questionnaire (English Version)

Select your language, please:

S L] —
== EX i1l =— 11 ==

Thank you very much for taking part in our research. You have been selected to participate in a
doctoral study to assess the emotional attachment and involvement with football clubs as a
brand.

This will aid organisations in getting a better understanding of people's perceptions,
expectations, and involvement with this type of service brand. Providing a better strategic fit
between the brand and its consumer.

The data collected from you participation in this survey will b held totally anonymous. In no way
will it be used for any other reasons apart from the specific purpose of this research.

Your help in answering the gquestionnaire will be greatly appreciated and aid in the progress of
academic theory.
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Part A: General Information

1. State the name of your favourite football club | 2. Gender
- Male
- Female
2. Age Group
16 — 24 25 -34 35 -44 45 - 54 55 - 64 65 and abowe
- - » - - -
4. Nationality 5. Education
- English » German - Professional ar Higher
B T Spanan = pr=— degree/Postgradustes [e.g. MA, PhD)
» First degreef Undergraduate
. Italian - Portugueese
i Diploma, Certificates
= Other Please specify i High schoolfSecondary schaoal
» No formal education

6. Annual personal income before tax (per annum}

Below £ £10,000 - £ £20,001 - £30,001 - £ £40,001 - £ Abuve £
10,000 20,000 £30,000 40,000 50,000 50,000
F r F . P »
7. Current occupation
F 7 Skilled manual (&g, electrical,
Student plumiber)
P | Professional (=g, doctors, 7| Semi/Party skilled [e.g. drivers,
engineers) security]
L ::E“E”“' (e.g. managers B | nakilled (e.g. cleaner)
' Skilled non  manual  (eg. - .
elerical, secretarial] Other, Please spexify
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Instructions

Maks =ach ilem 3 separie and Independent judgeEment Work al farly high speed Swough the fve parls of the
quesiionnaine. Do ol womy o puzzic ower individual Hems. B is ywour §rst impressions, $e immediabe focings about $e

glatamants Pl we wand On tha othar hand, plaass da nal be camsdass, Bscaima wa wan] your nis mprassans. Her o
hvrer yow e o use the =cales:

gtandard Scale:
Birongly Blightiy R Blightiy rangly
Disagras || CUE29M® |0 peores gﬂ':;:; Agras Agree Agras
~ r r r r' r' r
1 2 1 i E g 7

= - - - -

Descrptive Scals:

= Examipla 3 - I you feel that the brand of the: footkal cub ®_" is quits dossly rslated o one or the ofher end of the

scale|but niot extremety], vou should place your check mark 25 foliows:

[ S Y S R S I
App=sling Unzppezsling

or

i [ Y Y SR I
Appssling Unsppealing

= Exampis 4 -If o fed that the brand of this fooBall cheb °_ " seems only slightly miated (B not mally naiifral) o
one end of the scale, you should place your check mark 3= foliows:

uomismeia’ T F P O T U mcha

o
i i e =

Uninderectea - r—
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Part B: Brand Association

Wdore and more the footbad clobs are assuming Memsshes s & s=ndce bang aith simiar chamckensics adth citer
Erands. Fhal we wookd ey fo oo Is fo Grink sboot your fevcovte focdbad ciub " a5 i was 2 bremd, in Mz sams way
you pencelve any ather sendoe brand™

Imi his pari of $e questonnaire we would [ke you fo answer the following gques3ons in redation o the football club you
P chaeiin presstely

IB+me o thes baft ane soored (1) 3rongly Dicagres §o (7] Hrongly Agres cn the righd.

Ebrongly Hrongly
Dlesgren Agms
[ I B [ i r'“
1 i E] = -3 -

AL i Mt R wesdhsar iy Beeeciinite foathall chabs wing o Kees

A% My freounts foothall dub doss not Fese any =tar playsms thal | ks o waich
A3 | Ike the managenheas coach of mry favouriie foothal dub

#d._ The font office of my favourite football club doss its best o create a good eam
AE. | Ik th polours of my Tavourie: fcodall club

AR The architociune of my favowrte foodball club stafum s abractve

AT My tareourite fooiball club games arc cxcing

A3 My Tarnurit foottal| clul has @ Ristony af winding

A Wairhing, reading, and miking ahon my feenurie foothal cub provides &
tamporany eecaps from Me's proliems

A0 It s imporiant that my fricnds and'or tamily members see me as @ fan of my
Taveniiile Foalhal duls

A11.1 began supparting my frvounie foothal club because of my fmends and'or tamily
mimbers

A1E Thinkmg of my favowris fooall club bings beck good meamarnss:
&13. My trvpunte footbal| club helps iis locsl Glioers being proud of whers they e
Add. | consder moy favowr s foodall cub 1o be pamsonaly mporiant

A6 | poss=s a great deal of knowiedpe abowt my favowrses foofall club

Al It is very iImporiant thal my favourte joofhall cub competes %o win the nationa
lesmcyiii AL g

A1T7. | Ike o walch my favournie footbal cleb's siar playees

A1E. My frvourts foothall club managsshead casch iz vesil browen throughot the sport
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A8 My frwourite football club front office does & good joi of running e foofaell cub
A0 | Ike the loga of my favouriie foattsl dub

A My frvounts foothall club stadium has “characiar

&7 My tasounte football club games ane enisraining

A23. My fvounte football club has a rich histery

A4 \Walching, reading, and talking abows my faouriie footbal clb hoips me fonge? my
pereERTIS

ATE. My fmends and'or tamily members reccgnize me as a tan of my favoearss footbal
[ I a

A28 It & impartant by suppart e same Teathal cub As my Wends andinr Gaily
maniban

AZT. | have fond memarkes of supparting my Svourte feothall club
A23. My fanvouribe football club brings prosbge 1o the community andior oouniny
A28, Ering & fan of ey Tassowuriie toodal dub @ impariant e me

B30 I 0 wiena o Rt aseenything | kness abodt oy Sseeniaris footbed] cluby S Bl wodld be
quiis long

AL It s imporiant Tat my fasouric football chul competes o e UEFAJChampions
leagus champonehipg
&322, My tawourite football club has siar players that | |ke bowabch

A33. The maragerthead coach of my favounte foctball club doss a good job
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B34 Thea ol ofice of my feoerts Togthell culy makas wise player perarrsl
decsoes

A36. My farourite foothall club unifonms an: afmciwe

A38. My Sareniimitg foodbsall cluh stadium anhances the angpgpmant of attending games

A3T. My taourite foothall club games ane enjoyahks

A3, Wy tarepurits footbssll chit Nes no history

A28 Walhing, raadieg, and alking sbod oy wouniie eo@oell cil tahes me Sway
from IHie's hassles

B40. Whan Rorneorns: piRdes iy Tesouriin Teothal club, it Tealks B & compdimens

A4 | folkire vy 1awodarite foothall cubh Becalsn méy friemnds and'or Saily mamban iz
the =ams foothal dub

A42. | have ford memones of follwing and supparting my favowrie foodall club with
fiands ancdiar lamily mambianm

£43. My favourie foothal club helps slevats the mage of B commenity andior of the
Uiy

&d4. Comparsd fo how | feel about othsr professoral foolbal clubs, my fsounte
football chub is wery impartant b me

BdE. Comparad o other sporl foolall chle, | coneder myssll an expar aboul sy
fvouriie footbel dub

A48. When | tak about the Toothall chub, | esualy say W rather Than "They™

When | think abowt my football chb and = brand | see it in following way: (the doser you choose io one sids or the obher
refiecis wour opinion|

A4T, Foolish Wise

AAE. Bad Good
Y S A A Y S i

A4B. Waorthicss Beneficial
[ Y O Y Y S

AED. Wik Strong
s S O Y e S
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the warbaty of offers redated to the foofball club you have chasen pmﬂuualrnm. upurrtmaar
maich attendance, senvices offerad Inelde de stadlum, the club, & channal um faclitias,
financial servicas offersd by the clul).

Part C: Brand Satisfaction ltems

Hemic on the laft are coord (1) Btrongly Dlcagres to (T Strongly Agres on the rght
Atrongly Seranghy

Dlcagran Agran
r coe e = r ~

1 2 3 4 5 :
E1. | Tl generally arisfied with my decizion of wsing any of the [eendcesiproducts] o
iy Baregsiiriln Toothall cl

B2. | think thard | am doing 3 righid thing by using any of T Borsioesiproducts] of mey
Tarwaniariae: foandhel| Hiih

BE2. | dont fesl bappy when | use any of the [semvcesproduds| of my favouris foathal
cluk

Part O Brand Trust Hems

Heme an the laft are coorad (1] Ebrongly Dlsagres to (7)) Strongly Agres on the right.

Etrongly Etrongly
Dilcagres Agras
i i [ T I i i

1 2 | 4 L] K

CA. Wit ®, [ ® aradl ilg Beand nama | abiam what |k for in e [eamacaspeodids]

C2. " and Fs brand nams mests my szpaciations

C:3. | Tenl confidenca in *_* and its brand name

C4. "7 and Rs a bramd reame Tt mever disappoints me

CE. " and rs brand name would be honest and sincere in addressing my conoems

CA. | cowd rody om "..° and its band name io solse any probicm causcd by &S
= e [

C7. " and f= brand name would make any sfiarn 1o satsfy me

C3. °..." and s brand name woud compensate me o some way Jor any probiem with
any of T [sersdccs!products]
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Part E: Brand Loyalty items

Itame on the left ars coored (1) Strongly Disagres to (7) 3trongly Agres on the right.

trongly Strongly
Dicagroe Agrae
G EC BG B PO B
1 2 3 4 - ¢

D1. | considar myssit 10 ba Stangly oy 10 *...* and its brand

D2. Whan [servcesiproducts] with 3w brand of another foothat cha e on sas, | wil
generally peafer tham, sather than the [services'products] fom the beand of oy
usasl foothal o *..°

D3. If the [sarvessipeoduci] with the beand of footbad! cub * " ams nol svadatis in the
sioen, 4 wou'd make it dffersnce to me if | had fo chooss the [servces/peoduct|
of anather focthall club

DA 111 docaied lo prrchusss cinan jsseviossipodocts] with te beand of foothsl cub

"5 mght easly change my decision upon recayng discreges! informason
about these [servicesiprocucts)

DB. | e willng 10 pay maoes for [servcaseoduci] wih the brand of foolwsd et *
than for other [services'products] with the brand of ather football club brands on
the market

DB. | recommeand buyng [sarvcesproducts] with the brand of football ch =~

D7. | would be wiing to defend my fvounte foolbal cub pubiicly, sven # it caused
conraversy

D8. | coudd newer changs my aflation fom my favounis Soothsd cub 0 seotee
professonal oot dub

D8. It the [servicesipeoducts] with the Beand of football club *..." are nat availabie in the
oo, | wil buy the [seevcaspeoducs] with the besed of snother foothal! club that |
oy

D10. | considar mysaif & commitied fan of my Savourits foothall chid

D11, | would watch my favouriia foathal ckb ragantiass of which Soo®all dub thay wem
piaying sganst 31 the teme
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Part F: Emotional Attachment and Involvement lems

The purposs of ths part of the quesTonnaine 5 DD MeREEPR & PErEon's emnosenal attachnment and meokasment wit a
Fxihall chuls and it Drand amd Fes prodiects o sarvices you repuelaniy purchass o beses porchasa in the pasl, To e
this measune, we need you bo judge e foaothal club and ks brand against 3 seres of descriptive scales acconding bo

hores O porooive the club and its beand.

e on the laft are coomd (1) Bbrongly Dieasgres bo (7 3trongly Agres om the righi

Ebrongly SHronghy
Dilc=gress Agraa
i~ — e e« ~ "~ —

1 2 :] i B ] 7

E1. | don't percere the brasd of club =.._" == being a friendly brand

EZ. I do ot fecl attacksd whion chioosing any of e j[sondoesiproducts] branded from
=..." football club

EZ. | f==d delighbed with any of the [Serdoesiprodescis] mnded by ... foocbkzall clun

| Fezree the feedng of peacefuinecs sbowt the ormand of =" football ches

r

EE. | do not feel afacHonsts toveseds e [zerdcesiproducts] brasmadess By =" Soodnedl
(=T

EE. E wes mporizmnt 5o my choloe of Benvices/prodscts] teanded oy =" footbal cub
Tt it ot mgint

E7F. Al eenileal] clube Beands sea aqualy caplivafing For ress

| fismsd Dronadiad with & spesecifc Toalbell oty breand

n

EB. & bl purcFoias of @ry [eanscaspeodocia] with the brand of 6 apachc foasilsl] oub
ocoukd bering Foa greet

ET0. I co et Seasd A Al cannecied o & spacfic fooll ciub hrand

L Tz s s Fossrthanll ol brsared =" &

. L nisrepecartant Wergsariant
Canl e o Y Y S
2. Baoring s g
[ [ L T [ [ L
3. Irsb=aanl Fsimraanl
[ el I B N B S
™ Uincwcking Emciting
el R T o B Y e
I&. hesans ot ng Bfaminea @ ko 5o e
[ [ L i r [ [
8. Linappaaing S gl e
[ o S Y S -
I7. Flundane Fascnatng
[ el S S | Y S
13. Worthiess Waluabks
[ Y Y RN Y A N il
18. Uninsodwing reciving
el i i o e =
I Mot nerded [ rh |

[ S S -
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Appendix E — Questionnaire (Spanish Version)

Seleccione el idioma en que desea realizar este cuestionario

== El 101 — 1] ==

Muchas gracias por participar en esta encuesta. Usted ha =ido seleccionado para formar parte de
un estudio exhaustivo sobre la implicacion emocional de los hinchas con sus respectivos clubes
de fiitbol.

Este cuestionario servira para comprender las percepciones, expectativas v el grado de
implicacion de la gente con dichas organizaciones, asi como a mejorar la relacion entre estas y
sus consumidores.

Los datos recogidos en esta encuesta seran anonimos € intransferibles y su uso sera exclusivo
para esta investigacion.

Le agradecemos su participacion y esperamos que estos datos sirvan para avanzar en €l campo

de las teorias académicas.

317



Consumer brand relationships — The determinants of brand loyalty in the context of

football clubs

Parte A: Informacion General

1. Escriba el nombre de su club de futbol favorito 2. Género
”» Mazculing
o Femening
3. Edad
16 - 24 25 - 34 35 - 44 45 - 54 55 — 64 Mas de 65
» . F - r »
4. Nacionalidad 5. Educacion
O} | Ingles L | Alembn " | Ingenier, postgraduado, licenciado ete
ol
r Espa - Francés = Dipto -
r Ttaliano - Portugués
— r Formacidn profesional
P | otres Por faver espeficique [ | Becundaria
» Sin la educacidn formal
6. Salario bruto annual
Mo de £ € 15000 - € € 31000 - € € 46.000 - € € 61.000 - € Més de €
15,000 J0000 45000 60,000 75000 75000
> 0 - - . 0
7. Ocupacion
T | Estudiante | Trabajo manual
- Profesional, funcisnario F sector s
L) | Ermpresaria L] Trabajo ne cuslificads
. Trabajo me  manval{dern, - .
secretariads) Otros, indigue cual
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Instrucciones

Faaiid wn jinGo mckeperaiania para cada una de les peaguntas. Inlenls conlastar da ks asponlanss &n las cnoad
paries de las que consta esta emcuesia. Mo Se preoouns &N SR0esn por s preguntas de manera indradual, Bogue

DR Camas o5 QU Sus apreciacianes scan honcsias vy que usicd plasme sus impresiones inmediaias sobro aguciio guc
a8 @ pragunta

Por atro kadao, lea con delenmiento oz detalies del fexio, consiguisndo azi una magpor seracdad en sus respussias,

A contimascidn o indicamos & cscala de valoness sobne ks que wsied puniuara cada preguntac

E=cala:
Hada ds En Un poso B U'n pooD o Mury o=
asusrde || Decaguerdo | desmousrgg || MOFECENE | sergg || DEEOUSTED o uerde
i~ o r i~ i~
1 2 B O 3 " s ] 7

= Ejlamplo 1 - 5 senbe gue no osia de aowerdo | pero no &n complelo desacuendo], debes marcar & v como e
Imdcamos & corhimmsc bdn:

- i i~ ~ - r~ r
1 2 3 4 ] B

«Elampio 2 - 5 usied senbe gue osla de acuemioc, pero soio un pooo, debs
AT

E=cala Descripiva:

= Ejlsmpila & - 5 sinme gue o merea redAcanala oo sl b B ACRMCE & UG U oifa punto | pend i3 manata
SRS | T S GO B e

| e e e [ e
Atrackiva : Ho as afrastivo

.o &  Mr & e
Abranfiva Ho at afrastvo

«Elompio & - S senis gues la marcs rescioreds con sU dub 58 srsens 3 o U obin punts (pen sl ligeramenie)
miamue coma ke indicamos:
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Parte B: Grado de |dentificacion com su eguipo de futebol v sumarca

Cada ver mds /oS Oubes de idhal e consideran ona manca con camoemsicas simiares ol sl o a5 Smevesss. Lo
que oS gusisma gue Ricisre Bg Que nencars =0 5L pemnko civh 0 coma bne marcs ¥ i secibiers g i misee meners
que percibe cosiguisr oire amyovess e serddcing T

En ssts parts del cuesbonars le mogames coreste en relacon con 8l club de fithal gue usted sigia 8 percipio

Lo pardmatros &s la lzgulsrda van decda Mads de aswsrdo (1] kacts Muy de sousrda (T)

Hada de Muy de
Amssrdo Anuardo

i ™ I i i i "

] 5 : & 1 -
Al Mo s prencips s mi aauipo o 18l gane o penda
AZ En mi equipe de fithol favorito no hay ninguna esireila a & que me guste ver jugar
#3. Me gusia ol entrenadar de mi squips de filtbol
Ad. El presidentes di dicho chub realiza una busna gesion do sus jugadoncs
A Mo gusian los coloncs guic reproscnian a mi cquipa
AR El eabadin i mi eoispo da Nithal Sans una anguitacium eapalndida
AT. Loa paridos de mi pquipo son inlenscaipmaconanins
AZ. Mi equipo de Wibal Tiene wn Rigional & vshonas

BB \ar, ker o hablar de mi sqgupe de TOibel Tewonio e pROpORGEONE e via dis
esmape benis al dia 3 dia

A0 Para mi &= impaiania que o Amigos comd familanes ween spguidones de m
Thi T g

A1, Comence a sor ssgudor d2 mi equips influendade por amigos o famieres
A1Z Ponsaron mi coQuipd mi trad: Bucmcd nocuerdos

A3 M couipo do fihol tovorto ayeda @ la comunidad 3 que nos sintamos arguiosa
ila parEnacel & &

A4 Considern que apoyar 3 mi Squips a5 300 |mportantes
&A1& Posso un gran conocimienio sobre todo ko relacdonado con mi chb de Skl

A18. Es miuy impartants gue mi squips compia por ganar la Lige o e Copsa
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AT, Mia gusta abesnar 8 b astmlas da m sguips

A3 Bl antmnadin sabicoonsdon & conddidn an al munda dal depona
AR E1 spuiipo dingeire da mi club raakza ins busna gession en gansrsl
A0 Me qusta sl Logotipo que identfics 3 m squipo

AZ. El esindio de mi cleio dee #0800 tene ‘cardcter

A22 Los paridos de mi equips son entreienidos

A3 Mi squipo Hene una tega tradicion futbolistica

A, Wer, leer o hablar de mi couipo de fitbal fvario me oyuda a ofvidamme de mis
i b B PR

AZE. Miz amigos y familares me corsidaran un forods de m club

A28, Ex imporiante ser del mismo equipa gue muﬁmllar:srmgm

A2T. Tenigo grandcs Feoucrtas O a8 ooasioncs on |as que apdyt 0 mi cquipo
A23. Mi cquips ko da prestigio o la comunidad y-o of pak

AZ8. Ser un fonodn de mi couipd &5 Importanis paea mi

A30. Bi hiviera g escibi e Bxia oon s dains gl posed da M equipn, sedia na
lasla iy langa da deiee

A31. Es imparianis qus mi cquipa jucgue la Liga oo campeonis o la UEFA

A32. Mi cquipo favartin cucnia con esinlias a k&S que apnooio vor jugaer
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£33, El smrenador-ssisccionadar reslize un busn rebao

834, Bl squpo direcivn joma ssbias decisiones mepschn & sus jugad ones

A3E. Los unformss de mi sguipo Benen colonss que me gustan

A38. El estadio de mi club de fikal favorio reatza ef disfrube de atender a partidos
A3T. Los partidos que juega mi equipo fasormio son enireisndos

A33. Mi oguipo nos Bene un hishonal smeemom b

A38. ¥er, lzer o habiar de mi =guips die 308000 favarfia me foma iejos de 25 ‘'mol=sies
in LA widda

Aal. Mo sicniz alagado ouardo adguicn habia bicn do mi equipo de fotbol
B Say anquidar de et equips infisenciada por M@ Amigas y-0 tamilenes

mrﬂh}:llﬂlllfﬂﬁrml‘ﬂwﬂ:ﬂ mmawni;mnrmminrmmhwnm
BHjuijE

AA3. Mi club siree para meojorar & imagen do mi comunidad y-o pals

Ad44. Comparanda con oinos cubes prodosionalcs oncucnimo que o mio sonifica
muche M pars m

AA5. Comparanda con oiros chubes de futhol me sienio un esperia respecho al mio

Ad48. Cuando habéo de ml sgopo empiss =1 Erming ‘Mozoims” mids veces que =l
lErening “Elkos!

Cruanc pansn en mi cily y S e s senlimsnios son; [Geank) mas ceica &8 el & un lada o el i reldegs 2
afiih Eripl

BAT, Ignonansia Sahidria
cCCcoCrC e
Sl S s Y S s

i Irnind Bearvilizicran

[ S R A Y S

[ S R R A S S

322



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Importands: En lac clgulsniss cacolonsc oon la palabra carviolo o producto noc refarimoc & todec lec ofsrisc
relaolonadec oom @ olub de firtbol que ucked ha celsoolonado oon antericrded [ ropa de wecdir, ropa oe
dapaorts, acisisnola 8 loc parfidoc, los sarvioloc dendro dal scizsdic, sl cansl da TV, [ fsollidacsc
soondmizac relasionadas aon ol club abe.)

Parte B: Grado de satisfaccion con los productos ofrecidos por su club

Lot pardmatroc de la lzquisrds van decds Hads de sowanda (1) hasts Buy de aowsrdo (7]

Bi. Goncmalmenie £sioy satisfecho con los prodscing relacionados oon mi chub de
Tirthl

EI. Creo gues o o comescio: al usar los poducios o serdcios que esie me olmece

E3. Mo esioy comienio om los producios o sendacks gue me oiresce mi dub

Parte C: Confianza en los servicios de su club

Lo pardmatroc de la lzquisrds van descdes Nads de sowanda (1) hasts Buy de aoswsrdo (7]

Heda o Muy ds
Ao Anusnda

" i~ - I r i i~

1 F. 1 4 a5 B

C1. Con ™..." v &l Mants Asmpen abiengd o gus besno &n servicns O prodiscios
C2.°.% y 8u Marca cumjien mis sepactaims

C3. Conlig an ", yan & s

C4. “_° vy 5U marca nunca me decepciorsn

CE. “.." v su marca representan de fomma sncem y honesia aguelio que me conciema

C:A. Pusda confiar an gus =" v 5u macs ms resohveran os despadecios caussdos
[N S0 SOnicios. o producing

CT." "y Al marcs sa (Wescujian e qus w0 aeld aalishacho

C8. “_° ¥ su manca ms compsnzaran ko despedecios encontrados en alguno de oo
producios o serdcios
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Parte O: Lealtad a los productos de su marca

Lot pardmatroc de |3 |[zquisrds van Sepds Nads ds sousrda (1) hasts Muy ds aswsrdo (7]

oa.

DE.

DOF.
Da.

oa.

oi0.

s conmideeg ksl a mi dub ®.° y 8 meecs

S los mmrvicns o producios de ol squips sstan de olerda, gerees meris, prefism
poenpEar Ssios on vez de los de mi oquipo T."

5 an una tanda na by ke serdcos o producios da mi egups " ma @& gua
COMMEEar cinos

.5 Al 00 he IRgada A RAQAT LN sAncpRdicin dr mi manca feonta ..y

alguian dicieps sabie dickea aarnco o preducio, no b compro

Mo me importa pagar algs mas por los seranios o peEnducios relacionados cion mi
iy da Wikl *.°, Sundgus pudsican a0 mas Baralos e da oFas A

o msmo recomiends cOmprRAr Ssmacios © producios refacionados con mi club
Defenda os =ervicos 0 producios de mi ciob, 30n & resgo de cousar contraversis
Mo podris aflarms a oo club de fithol profescesl

% #n wrs benda o hay los servicior o producios de mi squps me da gus
COSTEEIr O e oird club Tamass

k& cormiclarg un oo wtal de mi dub

W0 Cake poarboo g m BUED S8a quisn sea el egquipo conlrarg
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Parte E: Grado de compromis.o

Bl prageisila do asta enciasta a2 seanguar gl mesds da cads pamana an relacadn con 2o club da Tifbal y con los
procucios gues Farya consumita 0 corsuma derivados del mismo. Para medir dicho inierss necesiiamas gue juzges 3
s coquipo o club denira de una cscalks desoripiva de valores aporde on 54U propia opinidn.

Loc pardmairoc da la lzguisrds van decdes Mads de sousnda (1) hasts Muy da aswsrdo (7]

Heda ds Muy de
Acusrdo Apuarda

i [ :.'r LB r i [

E1. Mo ms pamecs qus 3 mancs del dub ®..° saa amgabls

EZ. Mo sisnla ningin wincuin al alkegr cualqusss de oz [serviciospeod ucion ) de la
e o] ciub dic- fitbed *_"

EZ. Ewlay srcantadn oon csslquses de oy (arncos'pegd ucion ) da la manca
el by e fthod ="

Ed. La maira del club de flihal ™7 ma ITAREamne una aansacian da paz

EB. Mo siaimia ningdn abacin por los |senacioaiprocdechon ) dis la mars el
club de fithal =,

E&. Fara mi, cra imparanie seniimms Dt acucnda con la clecoion de
iservicmiproducios) de b s del dubs de ikl "

E7. Fara mi, iodas las moecas de os chubes de- fithol son iguakmenie
cautivadoras

EE. M siania coomeciago oo uee meecs sapecifcs da un duls da Titbol

E&. Lina maka compra &a cuskpean da los (sansceaiproducios) de s mana
e wn club de Wbl puede rasrme dokor

E1. Mo sinmin nimgdn wincuie oon kb merca g un clul da Wihal eapacilica

L Prira md, md cluhy di Tithe ™" el
H. Poco impananis Frpeiania
[ Y S -SRI Y S
12 Abmarrida s anas

SR S R A R N

13. Irel=vante FReeyanie
| e SRS N (Y e S i

4. M cs apasionanic falet Ay ]
C o000 C
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IE. Mo sagnilca nada par m Significa mikch
SR SR I S
18. Foco atractha Actract
S U N A Ao S
I7. Triveal Fascinamie
el N e A el e i
13. Sin mucho vaks Wl ks
e i i
18. Ma i il macha erglicanta

e s
H My B8 nadesana Macssannio
[ Y S S T Y S SN
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Appendix F — Questionnaire (French Version)

Seleccione o idioma em que deseja realizar este questionario

o] L I
== EA Il =— 1] ==

Nous woudrions, avant tout, vous remercier pour votre participation a notre enquéte. Vous avez
ete selectione pour participer a um fravail qui est parti intégrante d'une tése de doctorat qui a
pour but d'avalier l= degre diintensité emotive que les consomateurs peuvent développer en ce
gui conceme la marque d'un club de football de leur choizx.

Cette enqueéte a pour objectif de pouvoir donner a ces organizations um meilleur apergu en ce qui
concermne les perceptions et expectatives des consomateurs, Ainsi gue le degre de leur
relaficnnement avec ce genre de margue de services, de mode 3 rapprocher la margue de son
consomateur.

Toutes les informations consignées dans cette bréve enguéte seront maintenus anonymes e
complétement confidentielles, et ne pourrons éfre ufilisées a dlautres fins que ceux ici méme
eénoncés dans le cadre de cette enquéte.

Voire participation est extrémement importante et cera immensément apréciée dans le doméne
du progrés de la recherche cientifique, ainsi que dans celui des propres clubs.
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Section A: Informations Generales

1. Quel est le nom de votre club de football favori

| 2. Genre

- Mazculin

»

Espécifiez 5. V. P.

- i rhiiry
3. Votre i.ge
16 - 24 25 -34 35 - 44 45 - 54 55 — 64 65 et plus
- - - - ' -
4. Nacionalité 5. Education
L) | Englaix [ B | Abemnam T | Post maitrise (ex. DESS, Doctorat)
I F [:

» Espagro » TANCARS F P
r Ttalierine r~ Portugais

» Certificats professionnels

r Enseignement secondaire

»

Sarnes dducation formel

6. Revenu Annuel Brute avant impdts
Moins de € € 15000 - € € 31000 - € € 45.000 - € € 561.000 - € Supdrieur & €
15,000 J0000 45000 &0, 00 75.000 75.000
F | E | F F | F | »
7. Activité Actuells
T | Espdeializé i wel [ex.
Etudiant Electricien, plombier)
r Professionnel  libdral (ex. | Semi-espdeializd [ex.
mdecing, ingdnieur) Comducbeur, surveillance)
| Gestionnaire (ex. Marketing, - L
Produit, Ressources Humaines) Non espleializt (ex. nitoyage)
r Espéeializd non manwel [ex - -
secrétariat) BAutre, Espdeifier 5.V.P.
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Instructions de remplissage du questicnnaire

‘Weailez ine chague alfirmation mdividueBemeant et Smating ure: openion nddpendenie. FReamplitanz les ong chagiines da

Fenquéle d'ame facon rapide. Me vous préooopeT pas ou ne fardez pas longiemps & épondre & une informaban

particuliere. Ce gue nous rechemchans ce som wos apinions imédiaies, vos sentimenis spontanes =m ce gul concems les
affrmations LoMSCMiE dans oo guestonnaine. Mol wous doimandors Tomoment B ne pas 2 rempln e fomie akdanoins ni

"N Iz MSgéne", pARCE QUE C= QUE ROUS PECRErchons ca sl w08 GEEndns archies
‘wiolcl comment uilser Péohedls Dour WS EDOnSes

Echells:

Emi fodsl Em Em l&gar sanc Em l&iper Aooord Em indsl
décaooord désaoaond décazaord oiplnlcin asaard &ooord
[ i i~ i~ i i [

1 2 2 4 E -] 7T

« Example 1 - 51 vous senisz gus wous 8les sn déssccond {mals pec pldmemand], 4= cs o vous derse chosn

Fopdion subanie:

[ i l_ SR S "

«Example 2 - S8 vour &ss em accord [male ceulamsnt Mgarsmant), siors vous desrez cholsir Fogton
suranie:

Eschelle Deacriptive:

= Exmmples 3 -

Sl vouls sentez que |a margee du cub de foothal ... & 23t e & un =xdreme de Pachelle (maks pes

comphiieinend], dans ci ek skl SeeTe: shchar woine mponass de e fagan sisvans

- - oe e
Apsllatit : - Hon apsliatf
il

R e
Apsliatif C Mon apeliatif

« Example 4 - S vous senisz qus la marges du club ds foothal & . = esl ==glement Bgsement lde & un extreme

d= Fachedle (malks n'est pes pour ¥ous mewine, siors s devres Cocher woire réponse de |8 fapon
B A

O C O oo 6
Désintsreccant Intdreccant

O

ﬂ el A SO
Désintsreccant C - Intdreccant

329



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Section B — Association des margues

O piUs &0 oS s clrss de= dnothal sassoment Comme uns mangoe o s=ndces avec oes camodrisiioues semblabies
A& pne puine manges gosiconaus C® gue nous vous Jemangans cecf ge penser 8 wobve ol g it od e ST
commme 5 sagissall dome mangues, iz e mdime oM COMIME VOUS SETEoiar pns qualconouE auine manoe e

SErwoEsT

Dans cetie paric du guestionaine nous aimerions que vouks répondicz aux afimations suhsnbcs on oo Qul ponccime e
clula da Tealthal gues voue sy chEe anlinsunasan

Lo afimmstione & gasohs coa ponotudsc da (1] Em total décsosord & |7) Em todsl seoord & drolts

a1,

AT,

AR,

A

A11.

A2,

AT,

Al

A1E.

Em tedal
désacaord

= - - - - =

1 a 1 4 5

Cal st ndiffdrent que mon club de foothall pedidng gagre oy perds

Ml Club de foctball prédted ne poassede sucune “sisr du footbal® gue Falkme wole
[t

- J'appréche 'sniralineur de mon s de S0l Tavor]

La Direction de mon club de footall favor faf de son micux pour consirur uns
Exninii: deqiipe ida: Aoothall

J'aime les couleurs qul peprézeni=nt mon cdubde football prdddes

. L'erchi=chors du siade de mon choo die oot prefers ot abirayanis

Less mabchs de miom chub de ool preters sont excitanis

. hYom club de footbal favor & wn Fislonigue viciorswm

Wiodr, line o parier au swjet deomon ek de fociball pethéns: me: pemet d'oubller mss
gt L S e TR B

1 est pour mal impcriant que mes amisTfamile me conskdérent comme on “fan® de
mrecni club de foothall fawon

J'al commencE 4 Sfre adepds e mon chon favor & couse de mes ames el de ma
tamilie

L st dhx peanssier & ma el o foodssl| prdfing mee rappel o Bons sourninins

Mos iy dig Toothal Tavor parmed & s populagio lacsl da s santic orgusilanss
chu lieux o iks habilen

o chuh di Toathal préfded el personied bme? impoitant pow mai

Je presdde de honnes connEisERncEE AU SR de mon cub de foodhel] PR
fervonin

Em fodnl
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a18.

AAT.

A1E.

A8

I sl Inds impddlanl que mon chifh da Eathal Tevori e poar gagnarn e
championnal sliou 3 coups naconal

J'alme wolr foser les “siars do footballP d= mon dub de Tootball fasar

L'entrainsar de mon dub de fsoiosl favard esi inés connu dans k= monde du spok

La Direction de mon dub de football fasorn pratique une bonne gesdon du club

.o 'Eimes |'amibiEme de mon clui de foctzall T

. L= sinde de mon cli de ficolizall fvod 8. du Scanrschie”

- Lz mabchs da mon chab o foodhall Tavedi sont um ks por moi
- B chuh g Toodhall prdfded posshde uns nohs histons

. 'wigdr, e 22 paner e sujet de o cub de ool favesr me penmeet doub e @

problimes guobidens

. Mies. amis: =t ma familie: me wolkent comme un Tan® de mon dub de footbal faswsari

.l est imporand pour mod 3t sawieni e mime club o ioothal gQue mes ams oo
i Tamila
. e perde de bons scuveEnks des moments o Pal soul=nu mon cub-de footoall favod

. Man dub: de football favor appore du presige A L3 comunaut?® ebiow aw pays

. Etre *tsn" d= mon club de foatball favor estimporiant pour mod

. Bl je dovas daborcr une FEie dc mes connassances & sujct 9z mon cub de

Fathall favenni, cllba-cS SRradt Iomopues:

. Il et impartant powr mol gues man chub de football favon sot pres=ni 4 FUEFA ou &

lai Liguse: dics Champians
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A3Z. Mon dubr de TooiDal Tavcrl posssces des jomsurs “siers du Tootball® oo |"sime woir
fausr

A33. L'=ntmineur die mce Club S foodinsl favosr falt un bon travall

A4 La Diraction da man chib de fooksll T prands da justen ddcmions T ausx
imérels des jousuns

A3E. Liaa dquipemants da man cih da foothall fean fon atrmysns

A3E. L stade da mon cluh de fnothal Tevor side & sugmenter e plaksl d'esssher oo
malchs

A3T. Les maichs doman cub de football fson Son? agrtablos
A33. Mon dub de football #=vorl n's pes d'histodgue

B30, M, e e g g man cub di Teathal favon me “déconneche” des probkErmes
quotkdens de = we

AdD. Desnd quelkguun #sk Feloge de mion cub de fooinsl favor, = = reszent comme 511
sagissalt d'wn complimeni

Al Mo sus mon club die fooall favor pance gue mes ams cf ma famile siment e
i el g moi

K42, Suparier gl suivee mon clol de footbal favon aves mes ames & ma Bl ms appel
di bons SourCnirs

£43. Mon dubr de footiall favor exaite Mmage de s comuneubs sYoo g Fays

Add. Bl Fon compans o= ques = ressens Do =5 suires clubs, mon club de Soodel] favord
e5i ires imporian pour mol

AAE. &= me conskdére un connalizseur d= man dub de Tootizall favar, 51 P'om compans svec
d'suires clubs die Sl

AAE. Doand = parie su suet de mon cheis de foctball fasod, normaiment [utllse = mot
Taous" su ey de is"

Chsanel pa pesrisa & inan diily da Toolball 6l & ea mamus, mes ssemdmants & o gl oo (pIE WoUE WaLE rapanoshas
dac sxirémes, pluc vous marguesz votrs oglnlon)

BT, Igmicre Connaisseur
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Importart Dens los ceotlons sulvantss, chagoes folc qu'est mencland la voosble [saryisesiproduis], cald Inolu
bout Hpas dofarfer relacdonmssc sveo | olub de foothell gus wac avez cholel snbyncrmsnt |par axamplo, arflslsc
cporiifs, allss aux matshe, cerdoss disponiblizds dans ls ctads, oanal ds thléviclon du club, Incialations
dispandhisc su sisde, carviosc insnolers disponiSiilzas par bs sub)

Section C — Satisfaction avec la Margue

Lac afinmetions & gauche son panofudes da (1) Em iofsl décacoond & {7} Em fotsl socord & dralbs

Em total Em toinl
dacasaard Booord

{ = - N = 2 [z

Bi. J= me= sens =n pEndml sabisial =n o= qul conosrne ma dcsion d'uilser un
gquelcongue dies [mervoesiproduibs] de mon club de foolball favan

B2 J= pemzE Que = fersis = bon chobr s fubliss on ouesicomgues  diss
[t o et dha ivian cduly da fgaila B Baesaini

B2. J= ne m= s=ns pas heursux quand ['vllse un guelconoue des [Serdocsiproduis)
it man cduly die Pootball feesari

Section O — Confiance en la Margue

Lac afirmebicne & gaucha son ponofudss da (1) Em fofsl décaooord & (7) Em ioisl soooed & drojés
Em iodsl Em $aksl
désanaond aspord
i . [ i ™ r i i~

Ci. Awec l= "_." =t zon nom de marus fobbd=ns c= gue |= pechepche deass un
[ ratparodist]

C1. "7 el zon nom de mamue parsdsnmsn & corespondee 3 mes expeciatives
C3. Fal conflance & *..." =% &n 500 nom de mengss
Cd. “_.." =t:zon moen de masque ne m'snt jamaks décu

E6. “.." =t son nom d= margue sers ajours honnéie =1 sincéne dens Fabordege de
TR R

CA. J= sens que Fal confisnce &m o ... & o S0 500 nom e mangqus pour iesoudne ue
probléme QUEkONQUE Causs par S5 [Somd oesiproduis]

CF. 0= s=rmm qu= " b son onom de marges sond Imidnessds & saisfsies mes
néCEne fees

C&. "7 ob soon mecem oo marmue frowssera s Soema de e Coeimces O [l iun
probiEme quelconque advenu & = sufe d'un de s [senicesipod uls]
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Section E — Loyaute Envers la Marque

Las afirngtdons & gauoha son poncfuses de (1) Em iofel décaooond & |T) Em todsl sooord & drolbs

o2,

DOa.

O7T.

oa.

o1

Emi fodsl
décaooord

l_ i [ L { i
1 2 1 | B

Jes s consdens farement kel snvers & |, = Bl maegue

Guand les [seridces/prodeiis] de B margus dun aubes Sub o foothal sonk sm
sl dios, géndmimon (o les priftnent, on déiment des | sondcosiprodults| de a
A & e clol Breon "

Pour mal, | me sarsk indisrent 51 j& d=vals cholslr =5 fserdoesproduis] un
IUtne chat e oeodnall dans e cas ol ks [sernces\produits] de |3 mangue du ook
the Fariball = . » rele noie pon. disponibies am magasin

. B, mvant defectyer I'schak, j= devals cholsir les serdoesiprodubis] de la mangpss

du il die foathall o _.. &, 3 cho polmat faclamant changer an recawant une
mlermalon dégrdaalim

Je= suis prés 3 payer plus chér les servicesiprocuis| de fa margus du club de
fooinal °..." em compamison aver es Servdoesiprodelis] dauires manees de
il Tt deapniis s B Soecks

Je peoomande Mschat des Bendossprodullx] 3= s marque du dub de Tootball =.."

b sogait prés & dédendre pubiquement mon ool de foothall fosoed, méme siood
{Eniirad Blrd cnlicnnsi=g

J= ne poumat [amals échanger ma flation & maon club die foothal preférs en
Tervesar oo mire dub

El k=5 [serdoesiproduiis] dis s margee de club de fooinel ®...° n= sonf pes
Jdponities =n magasin, [fobbens e [serces/prodeiis] = B margus Jun o
dubrde football que [aporecie auss]

= mee considéps un “vmalr suparier de mon cub de Footnsll frvor

Fassish= & nimparie gquel mabch de mon cub d= fooball fevsan IndEpendemment
3= radversairs qul l=s aHontent

Em #okal
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Section F — Attachment Emotionnel et Engagement

L'objecif de c=te sachon du quesbonnalkre =58 de mesurer b= deged dintégraion ou Intdrt personnel svec b= club d=
Inaibal ot sa mamue, ains que de scs produiis ou Screoos que wius acheicz réguiénoment ow avez achetez dans le
paksl. Pour effaciuar catn Avaliabion, nous Avoina hasoin g wOus jugies vwing club e footbsll @ & mangus aur une
sk g Echeles desonpiives, am acoord avec |a fTorme comme WOUS percepionez le club et za mamue. Voo
correment pilizer PAchells pour vos neponses:

Lat afirmatione & gauoha son ponodfudsc de (1) Em iofxl décaooced & [T) Em todal socord & dralts

Em todal Em foksl
désanaord &oocord

- [ L L i [ [
1 2 3 4 5 i ¥

El. .Ja n'eriercs pas b mangua da club =" coema dtant ane marqua amicala

EZ. Ja e MA s fEe comgramis par e Tail dracauin un senioaipmduil de b
meque du dub de football =, =

EZ. Ja s ravi des (anrnvices § prodists) 8 ke meegus du dub de foathab ="
Ed. La rreequa du cduly dis Tothall ®,, " mes teansssd urss saneabon & poix

EE. Ja i@ gars sacung alfacion an ca g concame ks sanscaspeadusts da b
mesque du dub de football =, "

E8. En cit qui conoome ke 1ol de chaisin s senacos\pmduins du chud 3 foo®all =" |
sal imparant de sanbn o cham aamme oormacia

EF.Four mal Sowes les marques des cwbs de football sont  égaksmen
cApianhes

EE. .la garns un sitsachanman paticulian & une mangss apacliqua de culbs de footlsl|

EB. Lin mauvais achal de [serncesiproduis) de s megue don ciub de
ficoiial | peut &tre doukoureux

E1D. Ja re méfrs sacin seedmant anvers b mangue specilique d'um chib de faathel

L. Paiiir o ks mresaty i A el i Toothall =" et

M. Sl | ARG IEgEiania
[ S SR SR IR S S
2. Ennuyese rrEEsanie
(B oK S BN o B ol o o
13. Sans bt Diigre o= Inbaret
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[ e S S S Y S
4. Manalone Exoiants
[ e S A e [ S

I5. msigndante pour mal Trés significattee pour ma
e e e i i e o

18. P aplatie Apcilatve
[ i I I £ i

IT. Blodsing FRscinania

13. SAnE Rk Préciniiz
[ Y Y N I A S
18. Man ematree Eminthwe

0. Futic M&CosRainn
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Appendix G — Questionnaire (German Version)

Bitte wahlen Sie in Weicher Sprache Sie den Fragebogen beantworten méchten

> = il =— 11
ﬁ Lh & -

Vielen Dank, dass Sie an unsgerer Untersuchung teilnehmen. Sie Sind ausgewahlt worden um im
Rahmen einer Dizsertation die emotionale Teilnahme an Fulball als Marke zu bewerten.

Dies wird den entzprechenden Organigationen helfen die Eindriicke, Ersvvarfungen und Teilnahme
von Leuten gegeniber Dienstleistungsmarken zu wverstehen. Dadurch =oll ein hoherer
strategischer Fit zwischen Marke und Konsumenten erzielt werden. Die im Rahmen dieser
Untersuchung erhobenen Daten werden komplett anonym erhoben und werden augschliellich fiir
den spezifischen Zweck dieser Forschungsarbeit genutzt.

Wir bedanken ung recht herzlich fur das Ausfiillen dieses Fragebogensg und die Unterstiitzung
der Untersuchung.
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Teil A: Allgemeine Informationen

1. Bitte nennen Sie Thren LieblingsfubBballverein 2. Geschlecht
r Mannlich
r Weiblich
3. Altersgruppe
16 - 24 25 - 34 35— 44 45 — 534 53 — 64 Uber 65
i - r© - r 0
4. Mationalitat 5. Schulabschlul
r Englisch r Deutsch r~ Hiherer Grad/ Graduierte {Doktorat)
{1 | Spanisch £} | Franzésisch 1 | HochschulabschluB (Uni/FH)
- Ttalienisch - Portugiesisch
- Lehre/BerufsabschluB/ Meister
e - Sekundisrschule {Hauptschul-,
» Andere Namlich: Realschul- oder GymnasialabschluB)
» Kein Abschluf
6. Brutto Jahreseinkommen |
Unter € € 15000 - € € 31000 - € € 46.000 - € € 61.000 - € Mais de €
15,000 30000 45000 50.000 75.000 73.000
i - r© - r 0
7. Augenblicklicher Beruf
T | student | Arbeiter
r~ Freie Berufe | Halb/Partei erfahren
- Management - Ungelernt
- Angestellte - Andere, namlich
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Anleitung

Branbaortan Sie bitte jada Frage unabhdangig. Brantwarian Sie jeden dar flnf Trilke des Fragebogans
ralative Tiigig, ohna 711 sehr libar aingeine Fragestsllungan nachausankan. E5 ist Ihr ershar Eindruck, Ina

spontEnen Gallnle, an danen wir intenesse sind. Saian Sie bitte abar such nichi nachlassig, da wir an
lhren wahren Eindrocken nberessier] sind.

Skala:
R Eimms Etimma atsr Afimmms sher gtimma voll
Dbsrhaugt Soht zu - — Wader noah U Aflmmes zw -
nbakit zu
& 1 . 2 - 2 a 4 a & e -] C ri

« Blaspial 1 - Wisni S michl ssslisenes (abar nleht cabir ctark), sollan S das wes folgl maiksean

- e = - - - =

1 7 3 s - & -
« Blgcplel 2 - Wenn Se zusimmen (abar nor gersda ). solten Sis des e fogh markisnen

i " | i ™ r~
1 :

L = - = =

Beschralbande Ebens:

= Blacpdsl T - Wiarn Sia e Msinung ared, daes des Marka des FuBbabwanine radalie el sl dér ainan adan

arclersn Sote der Saala anzusieden sl [sber nchl exrem) deen soiien Sie sin Koz we foigt
setren:

el S I I
Ansprashand Mizht ancprachand
ar

| Y Y S S SRR
Ansprechsnd Hioh amcprecshsnd

« Blsspiol & - Wem Se der Menung snd, dess die Mervs des FuBbalvemeine nur ischl zu siner Sete der Skals
jendicri {aber michi wirddich neutral i3], dann sciBon Sie cin Krouz wic folgt sctzen:

e -~ e
Undntarassant - ) e Intarascant
Cr
Urll'rturu“urrtr Lo Intyrascant
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Teil B: Markenassoziation

e ond mehr FuShabvereine versfefen sich als sine Deasfalsfungsmeke mi dinichen Li=rmmakes wie anoem
Lisr=n auch oo wir Sl EiHmn mBckden, gt Dber hren Leblngsiudbafoermin (o wde Dber =ine fferos 20 genk=n,
Obsr s 50 7o cervien, wie S aoch andene Densieisingsmanien emoiocdess wrgen®

In desem Teil des Fragebogens mchien wir Ske darum bitien, Fragen in Benog ad den oben gewahiben Lishiingsveren
21 havmnbwanirian:

Antworisn sind von links (1] ,, 3immes Dbarhaupd nloht zu® ble (7] ., 38mme voll ou® braaried.

EHmims
Dberhsupd
nlakt ru SIUET
i i i [ [ i i
1 2 <] 4 5 £ T

AL W s fagald ob maain FubBallaanasn gesdnnt adar sa e

A2, Men Fulbaliversin hal kene Star-Speler, dis ch mir gems arsshe
A2, koh ey den Trainsr des Fullbslversins

Ad. Das Managemor menes Fullbahvereirs tut das besie sin guies Team ousammen
2u stelen

AE. koh mag die Vereinsfarben

&8 Dis Archilekiur des Versnsstadiums st alirakliv

AT. Dis Spieks manes Leblngsyareins snd spannend
AB. Mein Liebingssersns hat eims Tradion zu gesinnen

A8 Menen Wersin anzuschooen, Ober (hn oo lesen und o sprechen, gbt mis
Dadnganhiail e Problams 2u sanges sen

A0, Kr st es wichiig, dass mich mesine Freunden und’ cder Familenmiiglisder als Fan
menes Lishiingsvereins sehen

BT ket b wegan Fraundan undl oder Famiianmigiecdam angalangan mssinan
Versin zu uniershitzen

B2, leh hiabe: guie: Erinnanungen, wenn ich Ghar meinan Wenzin sunlckdanos

RS, Weesn Wansin hilt lokelan Blingenn dabes, s aul dan O 20 Sain in dem sia el
A14. kct saha mainen Verain sle persdaich wichig an

BB, kot et wrstangrachas Wissan Gbar msanan Fulhalsanin

A1E. Ex izt sshr wichig, de=s men Versn um de Meistereschafl und’ oder den Poks
ampdt

BAT. leh g a5 dan Slar-Sgpinkam maines Vanzsng 2u Fuschauan

BAE. Dar Trainar mainas Varsne @l hakare in sainmsm 5pon
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A18. Das Management meines Lsblingzwamins machi snen guisn Job bem maragen
des Vensns

A0, Ieh ey des Logn misines Vaning
A2, Oes Etadion melnes Versins hat "Charscter
A22. D Siale méien Vafars srd unlerhataan

A2, Ken Lisbingsveren hat sing michs Veeganganhed

A2, Menen Verein annschseen, dber thn 2o emen und 2o sprechan, Wi mir meing
A Hagspenbicme 20 Wemessen

AZE. Mene Fraunds und’ ader Familermilgioder melbmen mich sle Fan menes
Leblingsuemsings watr

AZB. Ex isf wichig, dan salban Veran, wio mang Fraunda ued' odiar Famiseenigisder
Tu unisrsilizen

A27. Ich hate: guie: Erecsungen an dic Linemtitzung meines FuBbalkancing
A28, Main Lishlingsvarin gkt dar inkaken Gamainds Prestign
AZ8. Ex iut i wichiig ein Fan menes Lisblingavanin s sein

AZ0. Wann ich geteagl wordhen wilida alas bar mainan Fulhalvamin aulaschigiben,
wirds sne [angs Lsis hermes kommean

AM.Er il mir wichiig, dass mein Vensn im UBFA-Cap! in der Champions Leagua
mitejee

A22. Mein Lichlingsvenein hai EZar-Spécier, dic ich mir geme anschaue

A3, Dir Trainer meings Vorning machi cinen guicn Job
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AZ4. Das Mansgesmsn! menes Liebingsverses machi weiss Perzonalentscheidungsan
bezugich der Speder

AZE. Dhn Trikes mesines Laahdingawianing aind ity

ABB. Than Stachiam masinis Verers amoht di Frauda sith Spiae secuschosn
AST. Man kann chis Spisis meinas Versne ganedan

233, Men Lebirgsiulital ersn hat kere Geschichts

A38. Marsn Versm srneuschauen, Gber thn zu lesen und o =prschen, hil mir die
Unanmchimdichkoiten dos Lebons 2u wogossen

A0, Wenn peroend meinen Lisbingssensn kabt, fiht e sich wee sin Kompimenl an

Ad1. Ich untershitre mesin Team, da meins Freunde und' oder Familenmigieder den
soiben Vensn untersitizen

A42 Ich habs guis Ennneromgen daran mensn Vemin mil Freonden und! oder
Familenmiigiedem zu uniersiutzen

Ad3. Main Vernin Rl dabes das Inage der nalan GemesndiasLand zu ardhan

Add. Im Vesgisich dacu wie ch s srckern professonslle Fubbalcilns: fihee, sl @i
main Leblmgeysmin sshr wechiig

AdE. Im Verghsich zu andernn Fulhalicibs, ashe eh mich sl Esparien Gber minen
A b

Add. Bienn kch dber resdne: Fosbabssrein rede, oenutzs ich =her Swir ok "sie”

Wann ich uber meinen Fullbalcob und ssre Marse nachdenis, sehe ich s wee foigl: e nEhar 8la nach links. odar
rechic tendlsren reflakiler dis Stdrks [hrar Sefiihls)

AAT. Dwmm Weise

B4R, Sohnleoivt s
Y S A A A S

A4, Mutzios Mutzbringond
[N ¢ { I § £ 4

AE50. Schedch Sitark
[ AR S 4 I [
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Wichilg: Wenn Im nEchetan Abschnitl [Désnctalsiumgend Produkis] ganannt wird, damn balmhalfst dias alle
Angebods Im Esnsg auff Ihren oban banannisn FuBbsivarain (z.B. Eporibakisldung, Eintrittckartam,

Olanctislcbungan dis Im #Eedicn ang=boten werden, dar TW-Hanal dec Varaine, 3iadicnsinrdobiungen,
Finanzdismsiislchangen dac Yarsins)

Teil C — Fragen zur Markenzufriedenheit

aAnfevorten sind ven linke {1} ,, Fimme Obsrfaupt nkeht zu® bis (7] . Eimme voll zu* bavwsrist

:Il:lmrrn-i-l:It
OE=rhau
nlakrt zu e

i [ [ i r i [

. . 3 4 E .
Bi. Im Aligemeinen bin ch oufreden mit meiner Entscheidung  [Diensd etshungens
Froscdiskbe] ineeimees Waeraings: 20 nutaan

B2. ich denks, dass ich das richtige mache, wenn ich |[Disnstestiungen’ Froduskte]
meircs Lichingswensines nutzc:

B3. lid  bin  michl  gliicklch, wann ich [DesrsiEsiungan’ Prodokis] maines
Lt inggeess neines routee:

Teil ¥ — Fragen zum Markenvertrausn

Anfsvortem eind von linkc {1} .. Eimms Obsrfaupt nleht zu bls (7] . 38mmes woll Do bhewsrist

atimms

e rmaust —
nbaért zu .
i i i L i i [

i F. 1 i N ] T
Ci. Mk _...°" und seincemn Markennamen bskomme ich das, wonach ikch Besd
[Dbznsd oisungend Produkicn] schaus

G2, .= und ==in Markennames efillsn msne Ervariungen
Ca. lch bt Vertrauen in .. und seinsn Marksnonamen
cd. .." und ==in Markennams entiau=chen mich nia

CE. ...~ und scim Markonname waren chich und ofen im Behamdeln meinss
BEodonicn

CA. ichi kann .= und ssnem Makennamen varirsesn, dess =ie ale Problsman ma
Fren [Diensteistungen’ Produkien| beheben wurden

CT. " und sain Markennams s@nen &n meiner Zufnedenha i inbressien

CB. " und = Markannama sdinda eech on B lerentas Foren 1o Poclbdama o ceasy
[Drisarvedivams fumngan’ P rochakian]

343



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

Teil E - Fragen zur Markenloyalitat

Antwarten cind von linke (1) , Himme Dbsrhsupt nletrt zus bls (7], BHmms voll zu* bavesrist.

afimms
Dserhaugt
riiodrt woll 2un

|‘"1|"“1|"“ [ " i~ i

[
(=]
1N
m
L]
-4

DA. lch sche mich als schr loyal zu " an

D2. Wenn |Dicrsbosiungen’ Produkcie] mit der Marke won andicnon FuBballvencinen im
Angenot 2ind, hivoruge ich datas i osligemesnan., ansiela vwon [DenaieEstungen
Pmdukisn] mit der Marks menes obichen Fullbalbersnes | ©

DE. Wenn dic [DicnsTicisungon’ Froduikte] mit der Marke des Woreins ...~ im Laden
nchi varhandan end, machl s 8 mich ke groBan Unlerschisd
|Disnstisstungeni Produkie] sres andersn Fulibal vemsines zu s@hlen

D4. Wenn Gch mich filr don Baud [ciner Dicneticisiung’'cines Produkscs| mid dor Marke
das FuBbalichibe ,..° anlschiadan haba, kiereda ich mers Enlecsdiing schial
andem, falke ich sbwsichands infermationsn Db [dis Dienstssungidas Produkt]

DE. e Bin bereit mihr 800 [Diensbemiungaen’ Produkia] mi der Marka des Vansing ",
ks fir [Dears issiungan Peoduais] mil der Maras won andansn FuBbalwansnan o
zahien

DA. lch empichic [Diensticistungon’ Produkss] mit Sor Marke des Vencins . 2u
L]

DO7. lch winde mcing Lichingswercim &ffcrndich vercidigen, auch wenn diess 2u
Kaoanirmsirsgn bt

D2. lch winde nismalks meins Unlesioloong von msinem Fulbalvemsin oo snem
andernch prodcssioms en Fubballvenen wochssin

DB. Wann chea [DianePesnrgeeProdiaia] mil der Mearkes des FullEsildibs " 0
eirern Laden rich! weriigbar sind, wirde ich die [Disnstestungen/Produkis| me
dor Mamko cines andoren Fulbalvoreins den ich mag kawlen

DAD. leky mahe mich als ergsgionen Fan morss Lsbingstdlbalweains

D11, Ich wurds merem Fullbslbersn o scheusn egal gegen weichss andem
FulkbaHeam e gersces speeien
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Teil F: Fragen zur Persdnlichen Teilnahme

Der Zeeck dieses Tedls des Fragebogons isf o5 ou messen wie starke eine Person Teinahme oder Inleresss zeigl
gegeniber dem FuBbalseroin und Sciner Marios und don Produsten oder Dicrsbestungen dic Sic regeimabe] e
adar in dar Vangargeeds gakanl] Taban, Lim des oo meesan, héreailen Sia bils ran FilEcd venarn und sairs
Karks aul srer Sxala auf der Bass wis SE den CQub und sere Markes ampfinden. Hise oes) Beispels wes Sie dis
Biala nutzon solben.

antearten eind von linke (1) , Fimme Dbermsupt nleirt zus bl (7]  Mimms voll 2u= bewsrist

Eimme
Bberhaugt ::
nilzht zuw

. [ [ T i i 0
1 2 a 4 H] ] T

EA. kch smplinda chia Marks wan dam Fusssfedbonan ®," nichi arspréchand

EZ. kch fibla mich bed der Auswahl seer [ienztestung  eines Produkbes nicht it der
Pelerke s Fulbalwsmeines ©.." weErsumden

EZ. lch 1lihhx miach dahi sl mil den Deenedanhmdgend den Produkten der Mars das
Fulbalsrsnaes <"

Ed. D Miarkic diés Fullbalverpines °." schicken Sac mir cin Goddnl won Fricden

EE. kch filhke miach nachi 2o den Dierskssiingen [ den Produkien der Marke des
FuBbealbeniginas =" hifgee igen

EB. Ex war mir wichig bl der Wahl meinsr Diensteisiong’ des Produkies von der
Ml g Fulkhalveragings °...", daas & sich “richiig”™ aniidhi

EF. e Marken der wemschedensn FuBbalesreins sind fur mich glechemailsn
arciehcnd

EE. Izh filhik: imnach i o Marks i apecinlan Fubbalwentines siibonden

EB. D Erwaih @iner achkachinn Densbeming §aees schleohoen Produkts o
spezel s Marte snes Follbs ersnes surds mch amgedich shomen

EAi. k=h fihk: mich gar nichs mil der Maros cines spaziedn Fulhallvereines verbiindan

I Firmich ksE der Fu Bl heeneim =™
. Unevichdig Wiichig
[ e e S I AR S
12. Langwaikg Fretaesan

| S S S I S S
2. Irreieraan| Hsmuanl
| SR Y T N (N Y
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e Mick sndragand Aidragand
[ S S ST IR SR S

I5. Bedeutet mir nichis Bedeuiet mir sehr visl
[ A S S A e S

1. Micke arsprechend Ansprechend

cC 0000 D0

I7. Alaglich Faszinicrend
e e i e =

13. Wartics ‘it |
| S N S I SR S

18. Mt siir Tadnahma Zur Teslnahima anisgpsned

anmsgemd
e e e o i =
Hi. Linindig Bty

[ Y SR AT IR S SR
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Appendix H — Questionnaire (Portuguese Version)

Seleccione o idioma em que deseja realizar este questionario

| L] —
== EA 11 =— 1] ==

Antes de mais gostariamos de agradecer o facto de aceitar tomar parte desta nossa pesguisa.
Vocé foi seleccionado para um estudo inserido numa pesguisa de doutoramento que pretendes
avaliar o grau de envolvimento emocional que os consumidores podem desenvolver com a
marca de um determinado clube de futebol da sua preferéncia.

Esta pesquisa tem como objective poder proporcionar a estas orgamizagdes um melhor
entendimento acerca das percepgoes e expectativas dos consumidores. Assim como, o
envolvimento por parte dos mesmos com este género de marca de servigos, de forma a
AProximar a marca ao seu consumidor.

Todos os dados obtidos por intermeédio da sua participagdo neste breve questionario serdo
mantidos anonimos e completamente confidenciais, e de forma alguma poderdo ser usados para
qualquer outro proposito que ndo relacionado com esta pesquisa.

A sua ajuda no preenchimento deste gquestiondric & extremamente importante e sera
imensamente apreciada no sentido do progresso da teoria académica, assim como dos proprios
clubes.
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Parte A: Dados Gerais

3. Faixa Etaria

1. Qual o nome do seu clube de futebol favorito " 2. Género
- Maseuling
r Femininog

16 — 24 25 - 34 35— 44 a5 - 54 55 - 64 Mais de 65
- - - - - -
4. Nacionalidade 5. Educacao
L | Inghesa ) | Alemd L | pés hicencisturs (ex. Mestrado, PhiD)
hola F
| Expanhe » rancess = Pe—
i Ttaliana - Portuguess
| certificadas profissionais
| outres Por favor especifique T | Ensing secundério
= | sem Eduwcacso formal

6. Rendimento Anual Bruto antes de impostos (14 meses)
Menos de € € 15000 - € € 31000 - <€ € 46.000 - € € 61.000 - € Mais de €
15,000 30000 45000 &0.000 75000 75.000
a | O | OO | o0 | o0 C
7. Presente ocupacao
N | Expecializado mriarual [
Estudante Electricista, eanalizadar}
B Professional libe=ral [ | Semi-especializado [ex.
mddicos, engenheins) Condutores, seguranca)
r | Gestor (e Marketing, (il [ N&o especializado [e=
Produto, Recursos humanos) Limpezas)
| Especializado néo manual [ex. = .
secretarisda) Outro, Especifique por faver
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Instrugoes de preenchimento

L cada alemagio isosiamants & satababeza uma opindo indapandants, Prasnche as cinco panes do quastonsn de

uma forma rApida. Nao se preccupe ou panderns Bm demasa em relacao a uma particuar ad e do. O qus procuRmos
SO0 25 LIS opinEes modabas, o scus senbimenias cspantinens acerca das afrmagies presenios o gueshanana.
P faialnG ladho, padeice g nfo o faca da uma kema aleakis @ descuctads, poegie agudo gus procunsrs. i &

T GpETEORE ENpeTE
Eis T LSar & csoaln nas SUes 1os posios:

Escala:
Disacrdo ot Dicaardo Canaordo Comnsordos
pisnamsnks ‘ — Bgsiramants Indiferente ligairamanbs e mlsnamsnks
[ " [ i [
1 2 - H - 4 E -] T

»Exam@ig 1 - 5p come que discorda (mac no de ume forme plana), entio dewerd escolher @ sequings opcio:

Escala Descritiva:

« ERsmpla 2 -

«Exsmplo 4 -

Se meple qus 8 marca do cdube ds fulsbol eet melsconads ® um exremo da scal (mas ndo

completamons ), onblo dowsm assinakr o S resposin da seguinte: forme:

el
Dasiniarsccands

Dasimiarsccanis -

=
ou
e

eoror

[ B

Y Y R A A el
Apalatea HEo apiativo
ou
Y SN N S S S
Apelakhea HEo apsiativo

IntBrsccands

IntBrsc canis

S vorl senis que 3 meecs do cube de fulsbol st speroe ligeremesnts elaconads 3 um edrsmo
da =scaka (mas ndo & paea = neutro), enida deverd assinalar 3 sua resposia da seguinte formas
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Parte B: Associagao de marcas

“Cade vz mas of clebes o fUneBol SE BSELMEm COME UME MAanca O Sendpns oM carachensizas semenanizs 2
Quapier auint mancs. O aus i Beciimos & Qo DEnsE NG SaU dube ge fo=bol fvonts [ come 5= fosse Uma manca,
dn m=sme fovma gus oite per gualgoer oulra manrca oe scn.'.Eu:'

Hesta pane 4o questionano gosianamas Qut respandoeiss &5 soguinkes afimagies om miacio a0 cube de fubebal que
sranz P srler T manta

0% lEsns & ssguerds slo ponduados de (1) Dlecordo Planameants abs (T} Conoordo Plenaments & dirsta.

Olsacrdo Comoardo
Flanamanis Flanzmanis

[ A ™ [
Iﬂ1 2 !" errﬁ T

A i el s impaorie ae o mad cubs de ipabol Tevorin geandss ou psics

AT D meu dubs de fubebel favorks nfio =m guakouer jogadorss, "exireles, ds fuisnol
i g eaba e wRr penpar

A% Eu gosio do irsinador dio me clubs de fuisbal Bsonio

Ad. A direccdo do mew cube de fulebed favorito faz o seu medhor pam corstnar uma
oy oquips dic: Fubcbiol

AE. Eu groestn das cores: gue reprress=niam o meu clubs fulebol Bvonio
AB. A arguieciums do estadio do meu dube de fulsbol Beonio & atractea
AT. O jogos do meu cube de fulebol Bvorio 580 excianies

AE. 3 mew chube: de futebol favorfio fem um Rstonal viloroso

AR Wer, lor & faler acorca do mew cdube de fuisbol oo da-me o escape
emponno dos probkemas didnios da vida

AAD. £ pars mom imporante que os meos amegosfamils me vesm como fa do meo
clube de fuichal fasodin

AT B comace por sgear o ma clube Tevesin por s dos mees amigas @ Ramils
A12. Pearaar scarca do mau cube de fulabol Tavorio irae-me hoas e

A12. 0 meu cubs de fulebol fvoefio sjuda os esdentes ocal 3 ssnbrem-se
orguihosos do local onds wivem

A4, O mad chabe 38 hnebad TAvorniio & pessnaimenie: iMpmanis parm misn

A1E. Eiy deslaniun om glovado geau de conbsscimenila scarca dis men Gl Roebol
frvonio

B8 E mwitn impotants gue o meu duba de fubehol Tavorio e para ganhar o
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chmpannal aiti & laca nadonal

A1T. Ewgosin de ver jogar as "estreles de futebol® do mey cluse favario

A18. O weinadar &0 meu chubs de fubebol Rasanio & mubo conhccido na mundo o
= =]

A48, & direcsio do meu cube de fulsbal favonio faz wm bom trabalho a genr o clubs
m.mmmmmmmcluuumm

A O esisdie dio mew cluse g futebal favaoriio f=m “camcier

A22. Os jogos do meu ciube de fulehael foorio 30 um enincicnimenis para mim
ARE O micy sl g futebed T Som wm Risional oo

A2 ver, lor o falar sabre o mey dube de fulebol favordin ajedami-me a csquoecor o6
Eea profvaman qualeianoe

#26. Js meus amigos © familizres véem-me como 3 do meu cube futebol favorio

&28. E para mim importante apoar o mesmo clube de fiebol gue oz meus amigos siou
meus familiares

AT Eu tank boss eeeeadvins de eoeeeios am o spoial ¢ meu cluba & Tuiabgl
favartio

A23. O e ubi di Tuiehal feeariin prestign & comunidads e'ou o pais
A28, Ear 15 o s chubs g Wutefal Tassariin & imporianis pans mim

A30. Sa ivaess 8 alaborss uma iele sfea aquile que conhegn da meu cuba Tulabal
Favoriio s=ta sana bastarts longa

A31. E impanant para mim gue o me cubs die futehol Tavorfo eaitja A compssn na
LIEFA adois res Lige das campedias
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A32. O mey Clube de futznol f2vorio =m jogadones “esireing de futebol™ gue &u Qoshs de
L -

A33. O treinador do meu cube g utehol Tavorio S22 um bom irebaliho

B34, A dieeccfio 4o mad cube de futehol favoriho oma decsafies aortadas am ek
e EERunks chio gpackons

A3E. Ds couipamenios do meu clubs de fuicbal Tasarniio a0 airacmcs

A28, O oshado do med dube do futebol faworto ajuda a aumenar o prador o assiEn aos
(5

&37. Os jogos do mew clubs de fuishol favoriio s3o agradavels

. O ey Clube de fuichaol avoriio ndo iem hiskoral

. e, ler o falar sobre o mcw clube de fuichal favariio faz-me desligar das chatices
didiriees s vica

AdD. Duando akgquém cnalicce o meu cebe de fulchol favorio cu SO0 BS0 DOEMD S
Pevcait LM b

&41. Eu apon o meu clube de futebol favorto porgque o5 meus amigos & familaes
QOSLam d0 MESmo Chubs Qus o

AL Apace & et O et ke da ftedel Bereiilo juni cm amagos & Tamilans r&e-
me boas memanas

A43. O mau cduba da Tiulabal treonilo analiess & imagam da comumidads aiou do Paie

Bl Compearadk com o G enld por dulos clulwe, o ey chilss de Rabefsd Tavaiii &
muiia imporianis pam mim

AdE. Eu cansideno-me um cenhacsdar do mied o da Tulebal Tavoeio, comgsrada com
ouires chdsss da Tulahal

&48. Cuando faio acerca do meu clubs d= fuishol favoriio, nomalmems uso 3 palasta
Tds" &0 Inyves de "Eles”

Chuanda panss acan:a da mau duba da Tulabal @ & 208 marcs wap-o de sagunis foma
(= praximidads a cada umn dos Edos reflecis 3 s opinisa)

BT, Igrcrania Sahio

LB Mawtiza Betanéiliczay
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Importarin: Mac ceopdns coguintsc cempm gue surglr o tarmo [sarvigosiproduboc], Isbo Inglul iodo Bioo de
pferisc relsclonadsc oom 0 olubs da futsbol gue vood acoalhaw snbardcrments |por soemplo, arigoc
decportivoc, laE acc jogoc, cerdgon disponibllizados dentro do sciddio, oanal tséesichao do olubs, Inctalagssc
dispontesic no asisdio, canvigoc fimanosiros disponibllizedos peio olsbe)

Parte C — Satisfagao com a marca do clubs

O« Hens & ssquerda sio porhesdos de (1) Dleoorda Plenamants aié {7) Coneordo Planamends & dirstba.

Olsoordo Caomasand o
Flanamanis Planamanis
i [ [ [ i [ [

1 2 1 ‘ 5 B

Bi. Eu =zinlo-me satmfeio am gemal com 3 minha decsio de vzar quasquer dos
| s posdproduios] do mew clube de foishal fassoriio

B2. Eu scha ques Tana & come acarads ea usar quasguarn dos [Baricoaieoduios] &
meu dube de utebol favonio

BE. Eu niia mo sinds oz quand uso gualsquer dos [sendicosipmduios] oo mey clube
e Tulabad Breiils

Parte O — Confianga na marca do clube

O« Hene & sequerda slo pomhesdoc de (1) Dlcoorda Flensmants aié (7) Coneordo Planamends & dirstba.

Disaordo Conoorda
Plamamsnis Flanamarta
i [ L " ' [ [

| ; 1 | 5 I 7

C1. Com o "..." & 3 sua manza =u abienho aquilo gque procun o |sensgodprocuio]

C2. “_° e a Sua Maca ConSEgqUuem OETespander s minhas expeciativas

C2. Eu sinlp comianca na “..." & U e

Cd. "__° ¢ sua marca nunca me desaponta
CE. "7 & sua marca, sord sempre honesia o sincero a fider com as minhas
[N e

CH. Eu sinio que posso corfar na™_." 2 Na Sy Marcs para esokber gualquer
probiema casado polas scus [servigosiproduios]

CT. Eu =mnio gue * " & 3 mus marcs demonsirs msremse sm satsfazer 3= minhes
TRECoes Sadadie s

C3. " " & & sud marca ird anaegar ioema de me comgsnaan por quakpess problama
que = devido 30s seus [serdqns produtos)
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FParte E — Lealdade para com a marca do clube

O« Hens & asguerda sio pormbuados de (1) Dicoorda Flsnamants até (7} Concordo Planaments & dirsta.

o1.

02.

O7F.

oi0.

Dicaard o
Planzmanis

N =

Bl o ko foriomamie sl pana oom 4 ..." 0 8 S0 maeea

Do o [serdgns'penduios] com a marca de outno chubs oo foiciaol csilia cm

Bl el eeralneane prafim-co, @m dairimanis dos e o] oom &
marca domeu dubs de fubsbol freonto ©.°

. Pam mim scria indicremie 1er de cscalber of [senicosproduins] de oo oube de

Turtahi ched o [aarcoeinrodilos] e & msics do clules de lnsdal ©..." nda
peisam dizponives na kaa

. B docidsse adquir aiguns 4os [soracos/produlos| com & mars oo chabo do

Tirtahie ®...", eeaed aacake eacdars Boimania ge mcabase akguma mlenmagin
d=crepante acscs dos mesmos

. Eabods dhepeealny A PRGAT Mais DRics [Renviposiproduias] com A marca do clube da

Turtehd ®..." s o e [emrvigaiea prendunen ] cam & marca da oulis cubas da
fulsbo! exiztentes no mercada

. Eu recomenddania a compra dos [sendcospmdulns] com @ marca do clubs de

T HE

Eu cshra disposio a dodomder pubicamonte o mod oube de fulebhal fesoritn
YRR RS TR R Rl COITOR TR S

. Eu ndn mudana de fiscao a0 mew cdube de futebol favanio paras me fiar nowto

dlube die futchol

- G o [aanecteiprodilos] com & e G chls de kel "7 R swlbo

disponivess numa ioja, eu adgquirn o5 |serviposiproduics| com a marca de outns
clube dic futchol que cu iambdm aprecic:

Eni oo acheansy-rrod v 5 rmpeanidiomio i s chubes G fuledal Mavarilo

Ev msesio 3 qualquer jogo do mew dubs de fulsba! fvorfio independenisments
do adversario gue ses detroniem
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Parte F: Ligagao emocional e envolvimento com a marca

0 peoposite desta parte do quesstionarns & medr a igacdo emocional & 0 envolvmenis com o cube de fsbebol £ 3 sua
Manca, SSESim oMo 005 SEUS PRoduios U SErCos Que woolt adquira neguianmenis ou ienha adquinda no passada.
Pam afecluar éoala svalachd, e recseamas qua plgue ¢ sai chls da Tulahal & 8 mManca caniia v sene &
pecales descriivas, de aconio coma WICE percepciona o clubs & 3 =ua marca

¢ Hent & scquerda sho ponbesdoc de (1) Dicoordo Flenamants até (7} Consordo Plansmends & dirsita.

Olzacrdo Conoormda
Flanamants Fl=namaria

i - i
" ! gt i r bl“ g

E1. Eu i peafcafionn & mneica oo cluba *.." o senda uma mancs amagsmeal

EZ. Eu nida siniy gachn a0 asmihar gualguer um dos [senicosipnoduios] com A
e oo clube de futsbhal ="

EZ. Simg-me cncantado com quakjucr um dos [sendcosipenduing] com @ marca da
[i= L T T

Bl A manca o chubs o foteinod " iransmis-me Uma seTsacso oo Par

EE. Eu rio sinto qualquer afecio para com os [sendgospeoduios] com & mewca do
Clube = futenal ="

E&. Ma minha sscolha de [zerdgesiprodidos| com a meeca do chebes de futebol = fiol
Iimporiaris senbr que era acerco

ET. Todas & macas di clubes dhe fabeol i quslmants calivanies para mim
EE. Eu 2int0 uina e & Lk maics de i clubs de el aapacilics

Ef. Uma ma compra de quakjuer um dos [sensgospenduios] e 8 manca de um
chubs ds fulshal poders trazse-ms sofbments

E1D. Ein naaa Ainco quislquar e cam A manza de um b di futabol eepecificon

L Para mim a marca da dube die futchal =7 &

. Snm imgariAnGa rgartanin
[ R S S I SRR S

I2. Abairaada e T
c o o o °

3. Iruleraante Hamyanie
| S S - N N e Sl

14. Mondiono Excante

355



Consumer brand relationships — The determinants of brand loyalty in the context of
football clubs

GO N s &

16. Insgnificants pars mm Signiicy muto paes mm
Gl O G
8. Nio apelatvo Apciatvo
salll ol ol < <~ B
7. Mundana Fascinanie
C OO & O ' ¢
18. Sem valkn Valioso
Co 00 0 &
8. Nao Envovents Ervolmnts

(o2 <Y o 20Y o BN o0 « NN ¢
1o, Desnccezsana Nocessano
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Appendix | — Questionnaire (Italian Version)

Selaziona |a fua lingua, par favors:

= B 11 = 11
Sjz —

Grazie della sua partsclpazione alla noatra ricerca. Lel & etatola eceliofa per partecipare ad uno
studlo di dotforafe welto 3 weriflicare I colnvolgimento emotive dells pereons con le sguadre dl
calchy Intess come manchs.

Clb alutera tall organizzazionl ad avera una migllors comprenelone delle percezionl della gente,
dedle lore azpettative & convaolgimentl con questo Hpo dl “marca dl servizl™, favorendo wn
migliare adaguamento efrateglce della marca al suo consumatara.

| datl raccold dalla sua pariecipazions saranno tenufl rigorceamsants anoniml @ non saranmno
utlizzat! in alcun medo &8 non per gil scopl epacificl di guesta fcenca.

L'aluta da Lel fornlio rlespondsnds al qusstionaris sara amplaments apprezzato & earvira al

prograsssc della taorla accademica.
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Parte A Informazioni Generali

1. Mome della sua squadra di calcio preferita | 2. Sesun
n Maschio
Femmina
3. Fascia d'etd
16 - 24 25 -34 35 - a4 45 — 54 EG - 564 65 ¢ oltre

L3
4, Nazionalits

BEF

g

Istruzione

Laurea di secondo Iheilo,f Studl

Postiaurea [Le. Master o Dottorato)
Lawrea dil primo lhsaiic

Diploml & altre certiflicazionl

Dipleme di scusls ssceaderia di prima afa
sacondo grade

Mezouna lstruzlone

EEEEE

L
G. Reddito annuwo lorde

I=

£230.001 -
15,000 Euro 30,000

C45.001 -
£ 67500

£ e87.501 -

© 75.000 Ditre: £75.000

7. Attuale occupazione

Studenta

Oparale qualificato (l.e
elettricista, drawlkoo]

Libern — profesclonlsta
madico, Ingegners)

[ E-5

Lavoratore seml gualificato [Le.
autist], shourerza)

Manager

Dperalc non speclalizzato [Le.
parsonale dl sarvizho)

Loveorotors non mensale
qualificets (ie. mpisgoto,
awgretoria}

1=
-
O

£} e e
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Istruzioni

Per fasome, dia un gusdizic separaio e indipendents & ciascuna domanda, corcands d nspondse rapidamente alie
cingue partl ool guestionaro. Mon si proscoupl o Ron rficia noppo swlke singolks domandc. Tk che ci inbcressa &
(EEgiang g aue prime impreseon, o sreason immadiass des quelo ohe leggend, Ao glasn Bmpo, peeh, caty d
non dars reposts supecicsl poche o inlsmsza coglens le spe eall impressoni,

Enon pome uillizzaes: e scale-

Zcala standard:
Daalsamsnbs
Ini Ini lsggam: Legg=rmesnis . Deolsamsnts
Ini IngETamands Drepoordo
- rdo | | BEassardo || dicassarde dacaordo draceordo
i [ [ .~ ™
1 z 3 4 B > a - T

Zcala Descrittiva:

= Examplo ¥ - Se rbene che B marca dells squadra di calcio ©..."7 =2 abbesianza comelata sifuno o sl godizo
Al estremitd dela scaln, MA DO oS vamente, slkofa et un segnd & Spunta coine Sedies:

iuu-ul:l:ruurl:u'_ £ Lo Man scsativands

appuns
iuu-ul:l:ruu_r Lok Lo b Man scsativands

= Examplo 4 -S@ rilfiens cha la mana dela squadm di calco "7 da comelata S0k RgQermanis, a fan prognio
neutrsie rispefio ad unc o alfakro gledizo afsstr=mild delis soele, allors metta wn segno d spunta

CONTIS SEgue;
[ e ™) [
I:l:-l'rl:u-ru“ulnr ! ) Inbyrascako
RHICT
IJI:-l'rI:u-r“nl-n'_ Lo Lo e Intamascako
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Parte A: Acsociazione di marche

= sousdre o CARCHD pEfTARdSCONG 52 ShEsse sempne Sl cowme Smevche of s=nszF con carsfferisfichie simila goeike ol
aifre: marshe. O vomerame o Le) pensasse Ain sun spuacdm del cCoone come 52 fosne ovl manca, ailc stesng maoda
in oo percesioe qualsias! atra marca of serdz®

In guinsta perke del guestonans wimemimo che e repondesss sl aequant domands rdatio ala egusdis 0 calean
iha ha ralcak prackdbnlarnania

Imediahil B grade dl sooordoldisacacndo oon ls I-Hﬂ.lll'l. affarmaczionl:

I:Iu-:l-;:mnl- Dealcaments
- . In msznrd o
T i . i [ L [

' k] 'l 1 [ T

A4, Mon importa = I mis squades vinoe o perde

AZ LA mia sqssdra del clons mom e neseun campenni o mi et gusrdan
AL M pemca i dingantaialanaion delks s sgquadna

Ad. La dingenos dalta ris squsdng i dal s medglc pee ofas i uns buons aguadng
AE. Wi proacoap i colgri eocial dals mia squedes dal cuona

A8, Lo stle amchiisSonico dele stado della mia squadia & mofo belko

AT. Le parite dela mia squsdra somo smozionant

AZ. Lo mia souadra del cuone ha un pos =i witionosos

A8, Guardars, leggens & parare dela mia squsdea del cucrs mi da modo & fuggire per
un po' dai penhibee dila vits

A0 E' impariams che | misi amiclll component dels mia famigia mi wesdana coms
uniuna tos'a della mia squadra

AT Hi inigisid & lilam par la M agquadng per vie ded mai amiciansn
ATL Paneam ala mis squeaies fipons sl meens b ool

A3 La mis equacia aiuta g abitanti dedla cilld & sanliee orgogliosi dal poeta nocui
¥NOnd

Ad. Considernm la mia sqUain some Una e importants dells mia e parsonak
AAE. His priss culurs eila i aquadn del o

A18.E' muofio importaniz che k& mis agiadia es 0 liecs ped B wilons dal
campicrabo'de 3 coppa nazionale

BAT. Mi et veader Qaacang | grand can@ion dela mis soisseins
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A13. || drgenie’allsmion dela mis souedes & famasc nellfambienie sporthi
&18. La dingenza dells ma squadra fa un buon lavoen

A0, Wi prace i logo dela me squadra del cuone

AH. Lo siadic dells mia squadm di czido ha Scarafers™

AL Le pariie dela mia squad sono und speiacoio placevie

A La mia sguara del cuone ha una foos stona

&M, Guardare, leggene ¢ padare dela mia soumdra del cuare mi aivia 8 dmenboaee 1
miei protiem quotidiani

AZE. | miel amich| componamd della mia famigla mi nooncscono come Hosola della mia
squadra dol cucen

AZA. E nportanti soatanang A fesss ayusdra dai misi e e/ membd della tenigha

A27. Ho memorie afiefuose del sosiegna dol mia squadna dol cudre
A23. || mia squadra del oucen porks || pressgia alla Comunid ok al pacso
A2, Esair un Tz dala mis squadna del s & impatants per ma

A30. S dovessi efencans o ha sepubn cira § mia squadn el cuone l3 Ea samnhhba
Abhastangs lungamania

A3, E importanic che il min squadm del cuone compeie nel campionad delia kega d
WEFAICFamgians

A32. || mia squadra del cucee ha giocaiod dela siola che gradisco quardars

423, || drgentefalisratore deda mia souadra del cuare fa un buon lavero
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834, La dingenza dels ma squesdes del cuors prende s decisioni ssgge del pansonal
del gecatore

A3E. Lo mi unifionmi delks mia equadim dil cians S Alinesnd

B38| mis stadey della mia equades del cuom sumanta | gadimenio & sasslam &
giachi

BT, | mini ginchi dala mia sguadis del cuone sono diverans
A33. 1| maa squadng del aucen non ha 20k

A28, Guandane, leggene @ panane dela ma aquadra dil cuofe o prendann via ded
haszias dells wila

#40. Duanda quaicuna ciogia | mia squacdea del cuone, FEeNe Bome un compliments

B Segun il mia aquadne del coony perchd: | ma amics e membd dela lamgls
{rackecaan i sgaes sy s

&#42. Ho memans affeftuose & quando sogue & del sosiegna dells mia squadra del
oL o gl amici &k memibn dislks feenig e

A43. | misl mull dela mia squadra del cuane elevano limmagins dela relativa Comunss
oo diel posse

Add. Confrantala & come flangs orcs alin aqpeedeas peolassdnal, | n@ aquadra del
cuare & malio imporiants par me

BAB. Confroniain ad abn gssdnss, i oonsidenn un st e i1 mea aguadne el
GO

AdE. Duanda parka della mia squadra, I dico solfamene "ol piutinsio che "Essl

Duanda pense 3l mia squadra ed alla relaiva marea o vedala i sequenie senso: [pll viono scegliete ad un lxdo o
Fahir rifeneis i wWaEito parene]

BAT. Imzensato Saggn

A4, SerEa vaiore Favoreynks
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Importunts: Malle cezionl cuooscslve cpacco risorns 0 bBinomio [sarviziprodotil]; son asco ol fa rifarimeanto & tuits
le varls offsris della cqusdrs di oalelo da Lal Indiosts preosdentamends {Le. sbbiglismantis oome fuls, glsooha,
oravatis rscantl || marchlo daila cquadm ol salelo, frequenes slls parbés, cervizl offert all'indsrno dello ctadio,

olub, canall islevicivl, stirszzators dello ctadio, samlzl Ananzar cifert] dalla cocleis cporiiva).

Parte B: Domande relative alla soddisfazione della marca

Imsdlohi B grade di ssoordaidisasocrdo aan |8 seguentl affarmazionl:
Deolcamamnts In

dlsassardo

e e

Bi.iln gensrae, m ssnio soddisfaticda dela scella & u==e wn omEisas
[serizin'prodotn] dela mia squad del cuons

B2 Penza & fams la cosa gusts ublirzanda un queisasi [serdziolprodolin] dels mia
squadra

B Nuin aonid conianials & uwsane sleun FEarasnprodomo] della mia squadn

Parte C: Domande relative alla Fiducia nella marca

Iredlohd W grade dl sooordoidlisasocrdo con lo soguentl affarmazicnl:

Deolcamamts

In
disasaordo

O e e

C1. Om "..." =dal = marchio olengo ulto cle' chis cenco Inun [Serdzioiprodotiic]
G2 ° . % e la sua marsa soddisfano e mis aspetative

G} Confido In *..." = n=l sua marchio

G4, "..." e Il suo marchia non mi dejudana mal

CE_ .7 il su marchio mi rasmettons oncstd o sinceritd nel curare | méed intenessi

CH. Posso comtane su "..." & & SUa Marca por risobsone gualsias’ probloms causaln dal

e [aRnsizitprodalti]
ET.7 ... 7 &l suD marchia sono inleressy all mia ssddisiarans
CEF. " ... 7 &l sun manchis mi rsarcirebbens in quakche modo per quaksiasl probksma

s o ko Frearizitpinitentin]

Deolcamamnts
In anaordo

-

-
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Parte D Domande sulla lealta verso la marca

In@chl 1| graca ol assordoddicasoordo oon bs cegusnt affsrmazioni:

D1.

oa.

Da.

Da.

DO7F.

Da.

oa.

D=slcamanis
in
dicanoonda

|"1|" i Ll

RR=nga dl exsere moko keake mel comfront di .27 2 ded sua marchio

Gomcralmorin, quando | sondziprodoti] ool marchilo d1 un'sfirs squadm. di calcic
Bt i il 1 pevderiecos A quali dela squsdoa di calcio pear cui 5o

58 | reraziprodos] ool marcho dela =qusdes d caleo " non song desponitl
nel megozia, 1a poca dflercnza per moe Sooglkone | prodeit di oe'akfma squadra

. G decideEai 8 popEstaig Un G [REoprodolia] an mancteg dals aguadn

.7, & rosyessi informazonl regabve nguardc ad essol poins facimenis
el are: idea

- S dhwpersloda g pagans di i par i eeddiprdos] ox mande dalks squadie

.7 e e | prodotiisendz ool marchio @l alire squsdre sul mersato

Consagho & W di oomprare [s=ndziprodot]] col marchio dells squadra ...

Sami duposiata 8 diendesa pubblcamants B e aguadra, anche ga o
rEEasse aspe polamiche

Mon camblers] |3 mia sguadn con nessun‘akrs

B | [serddiprodod] col mmsechio dells sgusdrs *_.° non Somo dispanisdll med
ARG, Camping qisli i oeakm squadm che mi place

Wi considcra un'una Tfosala moho legats alla sua squadr

Guarderci la partia dela mia squadna, indipondonicmense: dala squadm contro
TR
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Parte E: Domande sull’attaccamento emotivo e sul coinvolgimento

Lo scopo di questa sezione del questionario & di misurare I'attaccamento emotivo e il coinvolgimento di una persona
nei confronti della sua squadra e dei prodotti/servizi che questa persona acquista abitualmente o ha acquistato in
passato. Per effettuare questa misura, & necessario che Lei esprima un giudizio sulla squadra di calcio “...” e il suo

marchio rispetto ad una serie di scale descrittive, in base alla sua percezione della squadra e del marchio.

Indichi il grado di accordo/disaccordo con le seguenti affermazioni:

El.

E2.

E3.

E4.

ES.

EG6.

E7.

ES8.

E9.

E10.

Decisamente in
disaccordo

. i . i -
1 2 3 4

Lo non ho la percezione del simbolo della squadra di calcio "..." come un simbolo
amichevole

lo non sento interesse a scegliere qualunque (servizio/prodotto) con il simbolo della
squadra di calcio “...”

Lo mi sento attratto da qualunque (prodotto/ servizio)con il simbolo della squadra
di calcio “...”

La vista del simbolo della squadra di calcio mi trasmette un senso di pace

Vedere il simbolo della squadra di calcio non mi da nessuna sensazione

« »

Nello scegliere (servizio/prodotto) con il simbolo della squadra di calico “...” sentivo
che sceglievo bene

Mi piaciono tutti i simboli dei club di football

Lo ho un legame ad un unico club di football

Un cattivo acquisto di qualunque (servizio/prodotto) con il simbolo di un club di
football, potra irritarmi o farmi soffrire

lo non ho legami con nessun simbolo di football

Per me il marchio della squadra di calcio “...” &:

11. Non importante Importante
GRUE IR Y G S R

12. Noioso Interessante
RTINS SRNY SRR SRR i

13. Irrilevante Rilevante
Y I S SRR S R

14. Non emozionante Emozionante
Y IR G (MY S R

15. No significa niente Significa molto per me

Decisamente
in accordo
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16. Non accattivante Accattivante
RN R A I ST S

17. Banale Affascinante
RN R AR I T S

18. Senza valore Di valore
I e N bR BT S o

19. Non coinvolgente Coinvolgente
T T A S S S

110. Non necessario Necessario

U S S S S SR
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Appendix J — Brand Association Dimensions

Dimension definition and literature base

Benefits

Escape - The extent to which interest in the team derives from a desire to “get away” or
be a part of something different from the “normal routine”. (Gladden & Funk,
2002; Wann, 1995)

Fan identification - The ability of a team to provide a vehicle (often representing
success) with which consumers can affiliate. (Cialdini, et al., 1976; Mael and
Ashforth, 1992; Sutton et al., 1997)

Peer group acceptance - The ability of a team to provide a vehicle which generates
broad social approval when followed. (Wakefield, 1995)

Nostalgia - The ability of the sport team to conjure up feelings from the past and fond
memories. (Holbrook, 1993)

Pride in place - The ability of the team to provide a rallying point for civic pride.
(Trujillo and Krizek, 1994; Zhang, Pease and Hui, 1996)

Attitudes

Importance — a person’s perception of the psychological significance and value he or
she attaches to a sports team. (Krosnick, 1988)

Affect — reflects an individual’s feelings about a team. (Crites, Fabrigar, & Petty, 1994,
Bassili, 1996)
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Knowledge — the amount of attitude-relevant knowledge that accompanied an
individual’s attitude related to a sports team. (Davidson, Yantis, Norwood, &
Montano, 1985; Kallgren & Wood, 1986)

Attributes

Success - Winning, making playoffs and competing for championships. (Branvold, Pan
and Gabert, 1997; Gladden and Milne, 1998; Porter and Scully, 1982; Schofield, 1983)

Star player - The presence of a player that is outstanding. Often defined by all-star
appearances. (Fisher and Wakefield, 1998; Gotthelf, 1999; King, 1998)

Head coach - The presence of a head coach that has a track record for success and/or
possesses significant charisma. (Gladden and Milne, 1998)

Management - The ability of the organization to garner trust from consumers in that
consumers believe management is doing its best to satisfy consumer needs.
(Fournier, 1998; Garbarino and Johnson, 1999)

Logo design - Use of corporate logo and marks to establish and reinforce an image.
(Biehal and Sheinin, 1998; Schoenfeld, 1998; Gladden and Milne, 1998)

Stadium/arena - The ability of the facility in which the team plays to enhance the
consumption experience. (Trujillo and Krizek, 1994; Wakefield and Sloan,
1995; Gladden and Milne, 1998)

Service/Product delivery - The ability of the team to satisfy a consumer’s need for
entertainment. (Marcum and Greenstein, 1985; Wann, 1995)

Tradition - Whether or not a team possesses a history of winning or behaving in a
certain manner. (Kolbe and James, 2000; Putler and Wolfe, 1999)

368



Consumer brand relationships — The determinants of brand loyalty in the context of football clubs

Appendix K — Frequency Distribution of Football Clubs

club supported
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club supported

Cumulative
Frequency Percent Valid Percent Percent
Valid |AC Milan 21 2,5 2,5 2,5
Academica 2 2 2 2,7
Almeria 5 ,5 3,2
Arsenal 12 14 14 4,6
Aston Villa 5 ,6 ,6 52
Atletico Madrid 12 1,4 1,4 6,7
Auxerre 4 5 5 7,1
Barcelona 21 25 25 9,6
Barnet 1 1 1 9,7
Bayer Leverkusen 17 2,0 2,0 11,7
Bayern Munich 23 2,7 2,7 14,5
Beira Mar 2 2 2 14,7
Belenenses 1,0 1,0 15,7
Benfica 36 4.3 4.3 20,0
Bilbao 10 1,2 1,2 211
Birmingham City 2 2 2 21,4
Boavista 5 ,6 ,6 22,0
Bolton Wanderers 1 1 1 22,1
Bordeaux 7 .8 8 22,9
Borussia Dortmund 1 1 1 23,0
Braga 8 1,0 1,0 24,0
Bristol City 1 1 1 24,1
Burnley 1 1 1 24,2
Caen 3 4 4 24,6
Cagliari 5 ,6 ,6 25,2
Carlisle United 1 1 0 25,3
Celtic 2 2 2 25,5
Charlton Athlectic 1 1 0 25,7
Chelsea 4 5 5 26,1
Chesterfield 1 1 1 26,2
Cottbus 3 A 4 26,6
Coventry City 1 1 1 26,7
Crystal Palace FC 2 2 2 27,0
Deportivo 7 ,8 8 27,8
Derby Country 1 1 1 27,9
Doncaster Rovers FC 1 1 1 28,0
Dortmund 6 7 7 28,7
Eintrach Frankfurt 12 1,4 1,4 30,2
Empoli 7 ,8 8 31,0
Espanyol 7 ,8 8 31,8
Estrela da Amadora 4 5 5 32,3
Everton 2 2 2 32,5
FC Koeln 1 1 1 32,7
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FC Porto 17 2,0 2,0 34,7
Fiorentina 6 7 7 35,4
Genoa ,6 ,6 36,0
Glasgow Rangers 1 1 1 36,1
Guimaraes 2 2 36,3
Hamburg 13 1,5 1,5 37,9
Hannover 1 1 1 38,0
Hertha Berlin 4 5 5 38,6
Huddersfield Town 1 1 1 38,7
Huelva 5 ,6 ,6 39,2
Hull City 2 2 2 39,4
Inter 14 1,7 1,7 41,1
Juventus 10 1,2 1,2 42,3
Karlsruhe 11 1,3 1,3 43,6
Lazio 9 1,1 1,1 447
Le Mans 4 5 5 45,1
Leeds United 3 A4 A4 45,5
Leicester City 3 A4 4 45,8
Leiria 2 2 2 46,1
Lens 2 2 2 46,3
Levante 6 7 7 47,0
Lille 4 5 5 47,5
Liverpool 25 3,0 3,0 50,5
Livorno 4 5 5 51,0
Lydney Town 1 1 51,1
Lyon 13 1,5 1,5 52,6
Manchester City 12 1,4 1,4 54,0
Manchester United 61 7,2 7,2 61,3
Marseille 12 1,4 1,4 62,7
Metz 6 7 v 63,4
Middlesbrough 4 5 5 63,9
Monaco 10 1,2 1,2 65,1
MSV Duisburg 3 A4 4 65,4
Munster 1 1 1 65,6
Murcia 8 1,0 1,0 66,5
Nancy 8 1,0 1,0 67,5
Nantes 7 8 8 68,3
Napoles 1 1 1 68,4
Newcastle United 6 7 7 69,1
Nice 8 1,0 1,0 70,1
Norwich City 3 4 4 70,4
Nottingham Forest 2 2 2 70,7
Nurnberg 4 5 5 71,1
Oldham Athletic 1 1 1 71,3
Parma 7 8 8 72,1
Portsmouth 1 1 1 72,2
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Preston North End 2 2 2 72,4
PSG 12 1,4 14 73,9
Racing Santander 5 ,6 6 74,5
Reading 3 A4 4 74,8
Real Madrid 30 3,6 3,6 78,4
Regina 3 4 4 78,7
Roma 15 1,8 1,8 80,5
Sampdoria 15 1,8 1,8 82,3
Setubal 4 5 5 82,8
Sevilla 16 1,9 1,9 84,7
Shalke 04 7 ,8 ,8 85,5
Sheffield Wednesday 2 2 2 85,7
Shrewsbury Town FC 1 1 1 85,9
Siena 4 5 5 86,3
Souchaux 3 A4 4 86,7
Sporting 39 4,6 4,6 91,3
Stoke City 2 2 2 91,6
Sunderland 2 2 2 91,8
SV Eppendorf 1 1 1 91,9
Torino 5 ,6 ,6 92,5
Tottenham Hotspurs 4 5 5 93,0
Toulouse 4 5 5 93,5
Tranmere Rovers 2 2 2 93,7
Udinese 9 1,1 1,1 94,8
Valencia 8 1,0 1,0 95,7
Villareal 8 1,0 1,0 96,7
Watford 2 2 2 96,9
Werder Bremen 19 2,3 2,3 99,2
West Ham 3 4 4 99,5
Weymouth FC 1 1 1 99,6
Wigan 1 1 1 99,8
Wycombe Wanderers 2 2 2 100,0
Total 121 842 100,0 100,0
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