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Abstract 
 
Stadium naming rights are one of the fastest growing trends in Sweden. It is more likely a stadium 
ends up with a corporate name than not. The purpose of this thesis is to gain a deeper understanding 
in the usage of stadium naming rights in Sweden. We have investigated, described and started to 
explain this phenomenon. Moreover, a case study has been performed regarding purchasing-, and 
selling stadium naming rights in order to reach our stated purpose. Our results indicate that the main 
objectives are creating brand awareness when deciding to purchase stadium naming rights, and to 
increase finance and cash-flow when selling stadium naming rights. Our results include existing 
theories, but we have added and developed certain objectives to suite the Swedish market.  
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Sammanfattning 
 
Att namnge sportarenor är en av de snabbast växande trenderna inom svensk marknadsföring. Det 
är mer troligt att en arena får ett företagsnamn än ej. Syftet med den här uppsatsen är att få en 
djupare förståelse av användandet av arenanamnrättigheter i Sverige. Vi har undersökt, beskrivit och 
börjat förklara detta fenomen. En fallstudie har utförts med avseendet att förstå syftet med att köpa 
och sälja arenanamnrättigheter. Våra resultat indikerar att huvudmålen för att köpa 
arenanamnrättigheter är för att skapa medvetenhet om ens varumärke och för att öka finanserna och 
pengaflödet när man väljer att sälja. Våra observationer inkluderar befintlig teori, men vi har lagt till 
och utvecklat vissa mål för att anpassa dem till den svenska marknaden.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

TABLE OF CONTENTS 

1. INTRODUCTION .................................................................................................... 1 

1.1 Background ...................................................................................................................... 1 

1.2 Problem discussion .......................................................................................................... 3 
1.2.1 Overall purpose ................................................................................................................................................... 4 
1.2.2 Research Questions ............................................................................................................................................ 4 

1.3 Outline of the thesis ......................................................................................................... 5 

2. THEORETICAL REVIEW....................................................................................... 6 

2.1 Sponsorship objectives ..................................................................................................... 6 

2.2 Conceptual framework ................................................................................................... 11 

3. METHODHOLOGY ............................................................................................... 12 

3.1 Research purpose ............................................................................................................ 12 

3.2 Research approach ......................................................................................................... 13 

3.3 Research strategy ............................................................................................................ 13 

3.4 Data collection ................................................................................................................ 14 

3.5 Sample selection ............................................................................................................. 15 

3.6 Data analysis ................................................................................................................... 16 

3.7 Validity and reliability .................................................................................................... 17 
3.7.1 Construct validity .............................................................................................................................................. 17 
3.7.2 Internal validity .................................................................................................................................................. 17 
3.7.3 External validity ................................................................................................................................................. 17 
3.7.4 Reliability ............................................................................................................................................................ 18 

3.8 Outline of research methodology ................................................................................... 18 

4. EMPIRICAL DATA ................................................................................................ 20 

4.1 Konsum Norrbotten (Coop) .......................................................................................... 20 

4.2 Luleå Hockey ................................................................................................................. 21 

5. DATA ANALYSIS .................................................................................................... 23 

5.1 Research question one: Coop ........................................................................................ 23 
5.1.1 McCarthy & Irwin (2000) ................................................................................................................................ 23 
5.1.2 Dolphin (2000) .................................................................................................................................................. 24 

5.2 Research question two: Luleå Hockey .......................................................................... 24 
5.2.1 Dolphin (2000) .................................................................................................................................................. 24 
5.2.2 McCarthy & Irwin (2000) ................................................................................................................................ 25 

6. FINDINGS & CONCLUSIONS ............................................................................. 27 

6.1 Purchasing stadium naming rights ............................................................................... 27 
6.1.1 Primary objectives ............................................................................................................................................. 27 
6.1.2 Secondary objectives ........................................................................................................................................ 27 
6.1.3 Contributory factors ......................................................................................................................................... 28 

 



 

 

6.2 Selling stadium naming rights ...................................................................................... 29 
6.2.1 Primary objectives ............................................................................................................................................. 29 
6.2.2 Secondary objectives ........................................................................................................................................ 29 
6.2.3 Contributory factors ......................................................................................................................................... 29 

6.3 Implications for theory .................................................................................................. 30 

6.4 Implications for future research ..................................................................................... 31 

LIST OF REFERENCES 

APPENDIX A – INTERVIEW GUIDE KONSUM NORRBOTTEN (SWEDISH)  

APPENDIX B – INTERVIEW GUIDE KONSUM NORRBOTTEN (ENGLISH)  

APPENDIX C – INTERVIEW GUIDE LULEÅ HOCKEY (SWEDISH)  

APPENDIX D – INTERVIEW GUIDE LULEÅ HOCKEY (ENGLISH)  
 

 

 

 

 

 



 

 

LIST OF FIGURES & EXHIBITS 
 
Figure 1.1:  The Role of Sponsorship in the Promotion mix ........................................................... 2 
Figure 1.2:  Outline of the thesis ..................................................................................................... 5 
Figure 2.1:  Objectives with sport sponsorship ............................................................................... 8 
Figure 2.2:  Objectives when purchasing the stadium naming rights ............................................10 
Figure 2.3: RQs & Theory .............................................................................................................12 
Figure 3.1: Research Methodology ................................................................................................12 
Exhibit 1.1: Relevant Situations for Different Research Strategies .................................................13 
Exhibit 1.2:  Six sources of Evidence: Strengths and Weaknesses...................................................14 
Figure 3.2:  Three concurrent flows of activity in analyzing data ...................................................16 
Figure 3.4:  Graphical outline of the Research Methodology .........................................................18 
Figure 2.3: RQs & Theory ............................................................................................................ 23 
Figure 6.1: Purchasing stadium naming rights ............................................................................ 28 
 
 



BROBERG & ROSÉN   INTRODUCTION 

- 1 - 

1. INTRODUCTION 

This initial chapter will provide information on the background of our research area. It will also provide our problem 
discussion on sport sponsorship and stadium naming rights and state our overall purpose and present our research 
questions. 
 

1.1 Background 

According to Schultz & Barnes (1999), the word brand originates from the Viking word „brandr‟, 
which means “to burn”. In this particular meaning it was to mark cattle (Ibid). Consumers often tend 
to choose brands depending on how important the product is to their personal interest. A deeper 
involvement often leads to a greater significance in their choice of brands. Once a brand has been 
selected it will often be granted loyalty from its consumer (Quester & Lim 2003). 
 
Nevertheless, to pick the right name for a product can be difficult and according to Wild, Wild & 
Han (2008), a brand name is the name of one or more items in a product line that identifies the 
source of character of the items. A strong brand name can become a company‟s asset and a source of 
competitive advantage.  A brand name is therefore central in the product's personality and can 
become a national image (Ibid).  
 
When trying to display a product there are several tools to use. Product placement is described by 
Jobber (2007) as the deliberate placing of products and/or their logos in movies and television. The 
reason for using this is the mass-market reach, positive associations, credibility, message repetition, 
avoidance of advertising bans, targeting branding opportunities, promotional opportunities and 
measurement. However, there are also risks regarding product placement. Risks such as 
movie/program failure, lack of prominence, audience annoyance and loss of control (Ibid).  
 
Furthermore, once you have picked the brand name and started to advertise the product, it is 
important that you protect it. According to Wild et al. (2008) there are three different tools for 
protection. Firstly, a trademark is a property right that is in the form of words or symbols that 
distinguish a product and its manufacturer. Secondly, copyright is when giving the creators of 
original work the freedom to publish or dispose of it as they choose. Thirdly, patent is when a 
property right is granted to the inventor of a product or process that excludes others from making, 
using or selling the invention (Wild et al. 2008). 
 
However, to distinguish your company from others there is several tools to use. To utilize unrelated 
diversification can be one choice. It is described by Whittington, Scholes & Johnson (2008) as a 
development of products or services beyond current capabilities and value network. Strategic fit is 
when an organization tries to fit their positioning to their environment (Ibid).  
 
Furthermore, Jobber (2007) sheds light on sponsorship. He claims that there are five principal 
objectives with sponsorship; to gain publicity, create entertainment opportunities, foster favorable 
brand and company associations, improve community and create promotional opportunities. He 
further claims sponsorship as a business relationship between a provider of funds and an event or 
organization. The provider can offer in return some rights and association that may be used for 
commercial advantage. 
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Farrelly, Quester & Burton (2006) mentions that the prime objective for a sponsor is to use the 
image of the sport entity to define, enhance, or even re-establish their own image. The process is 
described to lead to a clear idea of why an event or perhaps a program is being sponsored. Figure 1.1 
illustrates sponsorship‟s role in the promotional mix (Ibid).  
 
 

 
Figure 1.1:  The Role of Sponsorship in the Promotion mix 

Source:  Adapted from Behrer & Larsson (1998) 

 
Sport sponsorship is one of four main areas where sponsorship is taking place, though it is 
considered to attract the most interest. The other areas are broadcast sponsorship, the arts and cause 
related marketing (Brassington & Pettitt, 2000). The earliest traces of sports sponsorship can be seen 
in ancient Rome as the gladiatorial games were sponsored by Roman patriarchs to win the public‟s 
esteem. The first sport sponsoring in modern time can be traced back to the 1950s when President 
of the United States, Dwight D. Eisenhower, invited two companies to sponsor his physical fitness 
program (Shannon, 1999).  
 
When sports in Europe first emerged, they were self-financed with the main sources being income of 
tickets and lottery sales along with refreshments. National and local governments recognized that 
sports could have a great socio-economic importance and they were also a healthy way for citizens to 
spend their time, so therefore they supported sports by means of taxes. Sport grew, but the financial 
support was not enough. Research in 1974 showed that sport could not survive without money 
provided by business and industry. Sponsorship has previously been a vague concept, but in a 
changing world new fields are being created constantly offering companies new opportunities for 
marketing and sales (Jiffer & Roos, 1999). 
 
Brassington & Pettitt (2000) explain the main advantage with sport sponsorship is its ability to reach 
large audiences, and, compared to normal advertising, it can communicate with audiences in an easier 
way. The growth of sponsorship can be partially explained due to the fact that companies use it as a 
corporate image and brand positioning platform (Farrelly, et al (2006). Nowadays, it is common to 
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buy a stadium name. McCarthy & Irwin (2000) explain this phenomenon as Stadium naming 
rights. Furthermore, the earliest traces of this type of marketing originate from USA, when Great 
Western Bank bought the naming rights to The Los Angeles Forum and named it Great Western 
Forum (Ibid). 
 

1.2 Problem discussion 

The old conventional method of sport sponsorship is the relation between a provider of funds, X, 
and an event or organization, Y. Yet, sport sponsorship has become much more developed over the 
last couple of years. Turley (2000), a Professor of Marketing at Gordon Ford College of Business, & 
Simmons (2000), an associate Professor of marketing, have in the Journal of Services Marketing 
stated “One of the most important findings with this study is that although people in a captive service setting notice the 
ads in a facility, they obviously do not process very many of them” they have further stated “it’s difficult for an ad 
to stand out and be remembered by those consumer in a captive setting”.  
 
Furthermore, according to Mäki & Sjöstrand (2007) there is a difference in sport sponsoring and in 
elite sport sponsoring. They argue the importance in classifying sport sponsoring into two different 
objectives, primary and secondary. Although Meenaghan & Shipley (1999) argues differently; they see 
sport sponsorship as two separate components, a medium and a message, combined to achieve a 
brand image effect. They also claim the factors are different, but nonetheless inextricably linked. 
They further state sport sponsorship is an activity involving a symbiotic relationship comprised of 
values. Dolphin (2003) however sheds light on another part of sport sponsorship. He argues that 
sports fans appreciate the role of sponsorship because it generates sporting events that might not 
otherwise be staged. He further claim sponsorship is here to stay and its role in bringing organization 
sustained competitive advantage will only increase (Ibid).  
 
Sport sponsorship and stadium naming rights though are taking place in many different forms and 
has several problems. According to Leeds, Leeds & Pistolet (2007), stadium naming rights have two 
different sets of stakeholders; the city hosts them, or they franchise themselves. They further claim 
when firms announce they have purchased the naming rights of a sports facility it will provide the 
firm greater visibility and lead to higher profits. However, the authors state that these factors have 
become an untrue echo in marketing literature. Their findings instead indicate little or no evidence 
that purchasing stadium names leads to any greater value. Their study on the contrary also implies 
the lack of economic research within the subject (Ibid). 
 
The debate continues and McCarthy & Irwin (2000) claim that there are reasons other than visibility 
and higher profits. Their findings instead point out two extremely important objectives; firstly, to 
increase sales, and secondly for gaining community citizenship. McCarthy & Irwin (2000) also 
contradict Leeds, et al (2007) findings, and state stadium naming rights as the fastest growing 
marketing tactic and also the most cost-effective. This statement is also viewed by Friedman (1998) 
who also claims stadium naming rights is the most cost effective marketing communication in the 
market today. In contrast, Hudson (1999) has viewed the same results as Leeds et al (2007) and 
claims there is no economic benefit in engaging in stadium naming rights. 
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Moreover, Turley & Simmons (2000) point out the importance for a sponsoring company to engage 
in long-term commitments. Their findings claim the importance for an advertiser to consider 
commitments lasting over several seasons. Turley & Simmons (2000) however also state problems in 
stadium marketing. They point out the difficulty for an advertisement to stand out inside an arena. 
The authors further argue that people who recognize an advertisement are often frequent visitors to 
a sports arena. They also state another problem of always having updated evaluated data. However, 
Amis et al. (1999) agrees and also argues how essential it is to always update the available data. They 
further claim a firm generally approaches sport sponsorship as a potentially good resource worth 
spending time and money on. The authors additionally state the importance of a customer 
recognizing and associating the firm‟s name with the sports brand, but also that a company can 
utilize the recognition and use the sports club's target market in order to sell more consumer goods 
(Ibid).  
 
Nonetheless, all of the researchers are doing research in different areas and there is no clear unity in 
the issue of stadium naming rights, Amis, Berett & Slack. 1999; Dolphin (2003); Friedman, 1998; 
Turley & Simmons, 2000; Leeds, et al 2007; McCarthy & Irwin, 2000); Meenaghan & Shipley (1999); 
Mäki & Sjöstrand (2007).  
 
As stadium naming rights is growing at such a fast pace and the topic is lacking in Swedish studies, 
we would find it interesting to examine how this phenomena is used in Sweden. The above 
background and the problem discussion provide us with a purpose which will be stated in the next 
section.   
 

1.2.1 Overall purpose 

Based on the reasoning above, the purpose of this study is "to gain a deeper understanding in the usage of 
stadium naming rights in Sweden". We have outlined two research questions, which by answering will 
help us gain the knowledge we will need in order to accomplish our purpose.  
 

1.2.2 Research Questions  

RQ1: What are the objectives for an organization when purchasing stadium naming rights? 
  
RQ2: What are the objectives for an organization when selling stadium naming rights? 
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1.3 Outline of the thesis 

Our thesis is divided into six different parts; introduction, theoretical review, methodology, empirical 
data, data analysis and findings & conclusions. Our first chapter is already presented and the 
following will be discussed in the next chapters. The picture below illustrates how our thesis will be 
outlined. 
 
 

 
 
Figure 1.2:  Outline of the thesis 

Source:  Authors own construction 
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2. THEORETICAL REVIEW 

In the first chapter we gave a brief introduction to our chosen area of research and presented a problem discussion. We 
stated our overall purpose and presented our research questions. We will in this chapter present literature relevant for 
our thesis. 
 

2.1 Sponsorship 

Jobber (2007) claims that sponsorship has different entities and activities, and examples of these are, 
sports, arts, community activities, teams, tournaments, individual personalities or events, 
competitions, fairs and shows. Jobber (2007) further explains the sponsorship parts in detail. Gaining 
publicity provides an opportunity to create publicity in different media channels such as sport 
tournaments. The publicity opportunity of sponsorship can therefore create major awareness shift. 
Jobber continues by arguing that sponsorship can be used to position brands in the marketplace. 
Creating entertainment opportunities is described as a major objective for utilizing sponsorship. The 
essential part is to create entertainment opportunities for customers and the trade. This can create an 
opportunity to bring key customers to different events. Fostering favorable brand and company associations 
is the third objective when engaging in sponsorship. Jobber (2007) describes it as a process when a 
brand reinforces its market position and its energy association. He explains that both the sponsor 
and the sponsored activity create a mutual relationship. The task facing a sponsor is if its presence is 
clearly associated with the activity it is going to transfer. Improving community relations is for example 
when a company sponsors a school and provides them with material used for the education. Caring 
reputation is important and can foster a social responsibility. Jobber (2007) explains the last part of 
sponsorship as creating promotional opportunities. It is explained when an event is used for sponsoring 
activities. He further claims that it can improve the effect of other promotional vehicles.  
 
Jobber however sheds light particularly on sport sponsorship. He claims that it is by far the most 
popular sponsorship and is used as a medium that offers high visibility through extensive televisions 
press coverage. Jobber further states an ability to attract broad cross-section of the community and 
to service specific niches, he also claims it has the capacity to break down cultural barriers.  
 
There are several objectives when engaging in sponsorship, Miyazaki & Morgan (2001); Gwinner 
(1997) states that there are three key goals associated with corporate sponsorship of an event.  
 

 Enhanced brand image through association with well received events 

 Increased goodwill via perceptions of corporate generosity 

 Elevated brand awareness from increased exposure 
 
Meenaghan & Shipley (1999) state sponsorship is similar to advertising because it is fulfilling 
particular commercial objectives. By achieving image through sponsorship there are separate 
components to take into consideration, a medium and a message, combined to achieve brand image 
effect. Furthermore, sponsorship is different in that both the medium and message elements are not 
separate, but are inevitably linked (Ibid). 
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Sponsorship as medium is sponsored events that fulfill the central function of a marketing 
communication and it attracts and provides access to an audience. However each sponsored event 
attracts and reaches different audiences. Sponsorship as a message is described as 'medium is the 
message' and the message is filled by the content of the sponsorship. Its content is often filled with a 
personal attribute, which an event or activity processes in the mind of the audience. Yet, message 
content in terms of personality of an event or activity is rarely investigated by scientists and is often 
based on informal judgments. To understand the image transfer process it is important to 
understand the actual media and media vehicle effects for the reasoning. Media affect often appears 
to have a parallel at the category level, while media vehicle level has close parallels to the individual 
sports sponsored activity (Ibid). 
 
There is, however, an essential difference between advertising and sponsorship. Advertising is 
controlled by the advertiser and created to fulfill a certain purpose. In the case of sponsorship, the 
essential part is buying an already made image (Ibid).  
 
Even so, Meenaghan & Shipley (1999) also outline three specific findings of goodwill with regard 
to the image and categories of sponsorship: 
 

 The goodwill factor in commercial sponsorship 

 Image of sponsorship categories 

 Latitude to exploit 
 
They finally claim that advertising is a method of marketing communication and seeks to influence 
brand image through both message content and media/media vehicle elements of the advertisement 
(Ibid).  
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According to Dolphin (2003), sponsorship is an activity associating the organization with a third 
party activity designed to achieve a series of mutual agreed objectives. He continues by stating four 
different objectives for sponsoring: enhancing corporate image, increasing awareness of brands, stimulating the 
sales of products or services and leveraging corporate reputation (Ibid).   
 
 

 
 
Figure 2.1:  Objectives with sport sponsorship  

Source:  Adapted by Dolphin (2003) 
 
The four objectives are explained separately and they have different meanings in different settings. 
Enhancing corporate image is described as a process when a company tries to change the attitude 
towards a specific segment. Stimulating the sales of product or service is when a company use different 
methods for increasing and stimulating the sales or services. Increasing awareness of brands is explained 
by Dolphin (2003) as a process when a company tries to establish superiority over other brands. 
Leveraging corporate reputation is when a company uses a sporting event to create corporate reputation, 
for example events such as Olympic Games etcetera (Ibid). 
 
According to Mäki & Sjöstrand (2007) there are both primary and secondary objectives when 
engaging in B2B sport sponsoring. They claim that the primary objective is to enhance the employee 
relations to the company. The secondary reason is yet to increase the company's image in the 
community by increasing their community involvement. In contrast, they also claim that financial 
relations, increasing sales, and facing competition with others is not of any great interest for B2B 
companies. Mäki & Sjöstrand (2007) indicates that there is a difference in elite sponsoring and just 
sponsoring. They claim that elite sponsoring has more community involvement and differs in the 
objectives. 
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According to Behrer & Larsson (1998) there is diversity in the relation between the different tools in 
the promotional mix. They state the differences in supply concerns the sales of goods and services; 
image is described by the authors as the sum of people‟s perception of a brand or a company.  Inform 
is describes as a one-way communication process and in contrast interact is a two-way communication 
process. The authors further explain the different parts of the promotional mix. Advertising is 
primarily focusing on enhancing the brand and is therefore leaning towards image in figure 1.1. It is 
also focusing on pure information as a one-way communication. The purpose of sales promotion (SP) 
is to foster a wider and faster selling, often on a short-term perspective. SP is often just information 
to deliberately influence the buying decision. There is also an element of interaction when the 
customer is given a free sample. Personal selling is expressed in various forms such as customer visits 
or a personal contact within a store. An important part of personal selling is within a concept known 
as “relationship marketing”. Public relations (PR) involve numerous activities such as sponsoring, 
exhibits and fairs. However, it also involves special events, event management and news event 
management. The definition of PR refers to the two words; “public”, as in a company‟s different 
privies, and “relations”, as in opinion-makers and competitors. Finally, sponsoring is depending on a 
company‟s first intentions regarding sponsoring. This requires investigations of lifestyle, attitudes, 
behavior patterns, recreational activities and current affairs regarding the demographic factors 
relevant for the primary target market. 
 
Amis et al. (1999) explains sport sponsoring as a three step process. The first step is to perceive 
customer value. They explain this part as an agreement for raising the customer's value of their product 
or service through an increase in brand equity. By using sport sponsoring the company can deliver a 
clear and consistent message to consumers. The second step in sport sponsoring is competitor 
differentiation; it is explained as a process when the nature of the sponsorship must be such that it 
differentiates the company involved from its competitors. It is further explained as a way in which 
any kind of sponsorship can easily be replicated or imitated so it will not produce a sustainable 
advantage. The third and last step of the process is described as criteria for adding perceived customer value 
and making a company stand out from its competitors. Furthermore, it is explained as if a firm is 
going to maximize its investment the benefits of involvement must be extendable across the 
company. They explain two ways for which companies can seek to extend their sponsorship; 
externally by utilizing its customer oriented promotions, and internally by involving employees and 
building corporate culture.  
 
According to McCarthy & Irwin (2000) there are levels of satisfaction in purchasing naming rights. 
To retain attraction as a form of corporate communication both purchasers and benefactors must 
continuously guarantee that the relationship is mutually useful. Furthermore, they also argue that 
name recognition as a rationale tool for obscure companies is to primarily purchase naming rights 
and the spiraling effect of costs and agreements suggest a complete service partnership can become a 
norm. They additionally claim that agreements must be structured and managed so they can sustain 
value over the course of the agreements for both purchaser and seller (Ibid) 
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McCarthy & Irwin (2000) further state the most popular objectives when purchasing stadium naming 
rights as:  

 
Figure 2.2:  Objectives when purchasing the stadium naming rights 

Source:  Adapted by McCarthy & Irwin (2000) 
 
According to McCarthy & Irwin (2000) the theory is divided into five different parts. Community 
citizenship is a way of creating goodwill towards the community. In example, when purchasing naming 
rights to a stadium, the company supports the county in terms of facilities and financial benefits and 
therefore supports the local sports teams. By engaging in purchasing the naming rights to a stadium, 
they are not only creating a service to the public in the community, but also enhancing the 
company‟s market position. This may contribute to the second part of the theory, increase sales/market 
share where the motives are to sell and therefore increase market share. If the company engages in 
purchasing the naming rights to a stadium, they may be viewed as a valued corporate citizen as they 
have significantly contributed to the community‟s quality of life and therefore increase their sales or 
market shares. Extended sales opportunities are when a company tries to expand their line of business. 
McCarthy & Irwin further describes this as when a company pursues in purchasing stadium naming 
rights, the sponsoring company may create opportunities for business with their clients via the 
agreement, such as ticket packages and luxury suites. This can strengthen the relationship between 
the company and their key customers. Generating brand awareness is when a company tries to create 
awareness through different media channels and product usage is exclusivity by a product during a 
sports venue (Ibid). This can take form as when a company has the exclusive right to display their 
product and/or service within their sponsored venue. With this, the company can display their 
product on an on-going basis to a captive audience. 
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2.2 Conceptual framework 

The previous section brought up the review of literature and theory regarding our research questions 
(RQs) that were stated in our first chapter. In this section we will use a conceptual framework to 
illustrate how our research questions relate to our theoretical review. Due to the lack of theory in our 
subject we will try to examine if the available theory can be utilized in Sweden.  
 
Furthermore, not all theory can be correlated to our RQs. The theories by Meenaghan & Shipley 
(1999); Miyazaki & Morgan (2001) and Gwinner (1997) are focusing on corporate events. The theory 
by Amis et al. (1999) and Mäki & Sjöstrand (2007) are focusing on B2B sponsoring. These theories 
are not included given that they are not relevant for answering our RQs. They are included to gain a 
deeper knowledge in our research area.  
 
RQ1: What are the objectives for an organization when purchasing stadium naming rights?  
 
Regarding the most suitable theories for answering RQ1, the theory by McCarthy & Irwin (2000) will 
be utilized. The theory lists five main objectives: 
 

 Community citizenship 

 Increase sales/market share 

 Extend sales opportunities  

 Generating brand awareness 

 Product usage 
 
The reason for choosing the theory from McCarthy & Irwin (2000) is because it focuses on stadium 
naming rights in particular. We also believe that the theory is the most adequate for answering RQ1. 
The theory however only lists these five objectives but our interview guide adds objectives for 
questioning the theory.  
 
RQ2: What are the objectives for an organization when selling stadium naming rights? 
 
In trying to answer RQ2 we will use the theory by Dolphin (2003). Our reason for choosing Dolphin 
(2003) is because prior research do not in particular focuses on selling the naming rights of a 
stadium. Our examination will therefore be different from RQ1 were we will examine the purchasing 
part. We believe the theory from Dolphin (2003) captures sponsoring objectives on a general basis 
and we believe it is applicable to all aspects within sport sponsorship.  
 
Dolphin (2003) lists four objectives in sport sponsoring:  
 

 Leveraging corporate reputation 

 Stimulating the sales of products or services  

 Enhancing corporate image 

 Increasing awareness of brands 
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We have also created a model to illustrate how our research questions are connected to our chosen 
theory. RQ1 is connected to McCarthy & Irwin (2000) and RQ2 is connected to Dolphin (2003). 
Nevertheless, each RQ is also connected to our main purpose: "to gain a deeper understanding in the usage 
of stadium naming rights in Sweden", but also how it is connected to the given theory. This picture 
illustrates how we will try to answer our RQs.  
 
 

 
 
 
Figure 2.3: RQs & Theory 

Source:  Authors own construction 
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3. METHODHOLOGY 

In the previous chapter we presented literature and theories that are relevant for our study. In this chapter we will 
present the methodology we have used in our thesis and it will work as a guideline for the reader to see how we approach 
the purpose of our thesis. The methodological choices we have made will be stated and motivated. 
 

 
 
Figure 3.1: Research Methodology 

Source:  Adapted from Foster (1998) 
 

3.1 Research purpose 

According to Saunders (2000) research can be divided into the purpose it will fulfill and also by the 
research strategy that will be used. There are three types of classifications: exploratory, explanatory 
and descriptive (Ibid).  
 
An exploratory study is useful when a researcher wants to clarify the understanding of a problem. 
The main advantage with this study is that it is flexible. There are three ways to conduct exploratory 
research: search of literature, talking to experts in the chosen subject or conducting interviews with 
focus groups (Saunders, 2000). When conducting a descriptive study, it is essential to have a clear 
picture of the phenomena. The objective with this study is to portray an accurate profile of persons, 
events or situations (Ibid). Yin (2003) explains that a descriptive study also focuses on trying to 
define and test rival explanations. The explanatory study emphasizes on explaining the relationship 
between variables, and in order to do this, the study concentrates on a situation or a problem. 
 
The purpose with our thesis is to gain a deeper knowledge in the field of stadium marketing and why 
organizations undertake decisions in buying or selling arena names. Therefore, our thesis will be 
primarily descriptive.  
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3.2 Research approach  

According to Denscombe (2000), there are two types of methodological approaches within social 
science; qualitative – and quantitative research. The best approach for a study depends on the 
purpose of the study and also what kind of information is to be studied. 
 
Denscombe (2000) states that qualitative research is often connected with small scale studies. 
Furthermore, qualitative research has the intention to focus on words rather than numbers, thus 
understanding and describing the problem (Ibid). Saunders et al. (2000) claims that a qualitative 
research has the aim to gain a deeper understanding in the chosen problem area, rather than 
generalizing the problem. According to Saunders et al. (2000), qualitative data is all data which is non 
numeric and may be collected through policy documents, in-depth interviews or open-ended 
questions in online questionnaires. Quantitative research on the other hand, is based on numbers and 
the results can be seen in tables and diagrams (Denscombe, 2000). With this, quantitative research 
tends to have a more general and wide focus in contrast to qualitative research, which goes deeper.  
 
In our thesis, we have chosen a qualitative approach. The reason for this is that we want to gain a 
deeper understanding in the usage of stadium naming rights in Sweden. We are going to study 
relatively small samples and by this we will have a better ability to investigate several variables and 
therefore gain a better understanding in the problem area. 
 

3.3 Research strategy 

The purpose of our thesis is "to gain a deeper understanding in the usage of stadium naming rights in Sweden" 
and for this we have outlined two research questions: 
 
RQ1: What are the objectives for an organization when purchasing stadium naming rights? 
  
RQ2: What are the objectives for an organization when selling stadium naming rights? 
 
 
According to Yin (2003) there are five major research strategies in social science; experiments, 
surveys, archival analysis, history and case study. In the exhibit below we have listed the available 
research strategies and how they are determined using three conditions. 
 

Strategy Form of research 
questions 

Requires control over 
behavioral events 

Focuses on 
contemporary events 

Experiment How, why Yes Yes 

Survey Who, what, where, 
how many, how much 

No Yes 

Archival analysis Who, what, where, 
how many, how much 

No Yes/No 

History How, why No No 

Case study How, why No Yes 

 
Exhibit 1.1:  Relevant Situations for Different Research Strategies 

Source:  Adapted from Yin (2003) 
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Denscombe (2000) states that a case study maintains focus on one or a few research units, which 
give the research a detailed explanation of occurrences, experiences, relations or process that can 
appear. Denscombe (2000) further explains that case studies are designed as to bring forth answers 
to questions as “how” and “why” which will provide more specific answers, rather than generalizing, 
which is an important factor for our research approach.  
 
For our thesis, we have chosen to conduct a multiple case study since we are studying two entities. 
We want to gain deep and detailed knowledge in the field of stadiu+m naming rights and therefore a 
multiple case study is the most appropriate strategy to answering our research questions. By this, we 
can also make a comparison between the two cases to explore any possible differences or similarities. 
 

3.4 Data collection 

Based on the study a researcher intends to carry out, there has to be a decision if the data that will be 
collected should be primary, secondary or a combination of both (Saunders, 2000). Primary data is 
collected directly by the researcher for a specific purpose, while secondary data, is data which has 
already been gathered by another researcher for a different purpose (Ibid). According to Yin (2003) 
there are six sources where the researcher can collect their evidence when performing a case study; 
documentation, archival records, interviews, direct observation, participant-observation and physical 
artifacts. Yin (2003) further claims that each individual source of evidence is no better than the other. 
The data which have been collected for this thesis originates from documentation and two 
interviews. To simplify this, we have in the figure below, listed the strengths and weaknesses for each 
source of evidence. 
 

Source of evidence Strengths Weaknesses 

Documentation (Sources can 
be; letters, agendas, 
administrative documents, 
formal studies or evaluations 
and newspapers) 
 

 Stable: can be reviewed 
repeatedly 

 Unobtrusive: not created as a 
result of the case study 

 Exact: Contains exact names, 
references, and details of an 
event 

 Broad coverage: Long span 
of time, many event, and 
many settings 

o Retrievability: May be low 
o Biased selectivity if collection 

is incomplete 
o Reporting bias: Reflects 

(unknown) bias of author 
o Access: May be deliberately 

blocked 
 

Interviews  Targeted: Focuses directly on 
case study topics 

 Insightful: Provides 
perceived casual inferences 

o Bias due to poorly 
constructed questions 

o Response bias 
o Inaccuracies due to poor 

recall 
o Reflexivity: Interviewee gives 

what interviewer wants to 
hear 

 
Exhibit 1.2:  Six sources of Evidence: Strengths and Weaknesses 

Source:  Adapted from Mäki & Sjöstrand (2007) 
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Documents should be used to confirm and add to evidence that has been collected from other 
sources when conducting a case study (Yin, 2003). Furthermore, documents can be of essential help 
when preparing for an interview due to the fact that they can prohibit the misspelling of titles and 
names of organizations. Even so, documentation is classified as secondary data considering that it 
was most likely written to another audience and for some other purpose than the purpose of the case 
study (Ibid). 
 
One very critical source for a case study is the interview. Interviews are guided conversations, in 
other words, the researcher is following a consistent line of questions as the conversation goes along 
(Yin, 2003). Denscombe (2000) mentions three types of research interviews. A structured interview 
is generally following a schedule, where the questions have been pre-written and they are not be 
compromised, often a worded questionnaire is administered.  The semi-structured interview has 
structured questions to be asked with open-ended questions to obtain additional data. In this, the 
interview becomes more open with the interviewee. The unstructured interview puts focus on the 
interviewee and their thoughts and ideas around a certain subject that is introduced by the 
interviewer. During the interview, the interfering from the interviewer should be minimized so that 
the interviewee can freely express its thoughts and ideas (Ibid). 
 
Our interviews will be conducted as two semi-structured interviews. We created an interview guide 
with questions we wanted to ask but we still want to have some flexibility. In this way, we implement 
some of the characteristics from an unstructured interview, where the interviewee has the 
opportunity to develop their thoughts and ideas in certain questions. We chose this kind of 
interview, because we have detailed questions to ask, necessary to collect data that will be of great 
importance to answer our research questions. We conducted the interviews in Swedish and we used 
an interview guide to help us when conducting the interview.  
 
The interview guide was sent in advance to the interviewees, so they could prepare for the interview. 
The interview guides can be seen in Appendix A, B, C & D. We used information from the 
interviewees to describe the company‟s background and complemented with information from the 
company‟s homepages. 
 

3.5 Sample selection 

For our thesis, we have used a judgmental sampling. According to Saunders (2000) this is used to 
select a case which is best suited to answer the research questions. Since we are conducting a case 
study which has to be particularly informative, a judgmental sampling is very suitable when working 
with small samples as in a case study (Ibid). 
 
For our thesis, we wanted to look at an arena which is named by a company. There are numerous of 
these arenas in Sweden, while, there is one arena named by a company in the geographical region of 
Norrbotten, and that is Coop Arena in Luleå. The reason for choosing Coop Arena is because we 
could interview the organization which has purchased the naming rights to the arena, Konsum 
Norrbotten, and the organization that is the main user of the arena, Luleå Hockey. 
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Our intentions before contacting the organizations were to find the persons who were most suitable 
to answer our questions regarding the selling and buying of the naming rights. After this, we chose to 
conduct our interview with Stefan Axelsson, marketing manager at Konsum Norrbotten. We found 
the contact information by looking at the website for Konsum Norrbotten and contacted him to set 
up a meeting. When we contacted Luleå Hockey, we were redirected to Janne Dannberg, who is a 
salesperson at Luleå Hockey, because he was highly involved in the selling of the stadium naming 
rights. These persons' work positions and their knowledge about the business transaction made them 
suitable respondents for our study. 
  

3.6 Data analysis 

After the collection of our data, the analysis began. Yin (2003) claims that analyzing data is a process 
of examining, categorizing, tabulating or otherwise recombining the collected data. Miles & 
Huberman (1994) explain that there are two analyses available for studying case study data; with-in 
case and cross-case analysis. Miles & Huberman (1994) further explains that there are three 
simultaneous flows of activity that an analysis consists of and these are viewed in the figure below: 
 
 

 
 
Figure 3.2:  Three concurrent flows of activity in analyzing data 

Source:  Adapted from Miles & Huberman (1994) 
 
The analysis for this study is conducted both within each individual case, as well as between the two 
cases, because it is a multiple case study. In the exhibit 3.2 we explained the three steps in analyzing 
data. Once the two first steps are done, analysis both within the cases and cross-cases are performed 
through our model from the conceptual framework in figure 2.3 “RQs & Theory”. We can therefore 
reach our conclusions for each research question, based on the findings of the study. 
 
 
 

1. Data reduction

•Organizing data and 
therefore making it easier 
to draw conclusions and 
verify them.

2. Data display

•Taking the reduced data 
and displaying it in an 
organized and compressed 
way so conclusions can be 
easily drawn.

3. Conclusion drawing and 
verification

•Deciding what things 
mean - noting regularities, 
patterns, explanations, 
possible configurations, 
casual flows, and 
propositions.
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3.7 Validity and reliability 

According to Denscombe (2000) validity is described as how accurate and reliable your data 
collection is. Furthermore, it is also described how the data reflects the truth and reality. It is also 
important to judge the quality of the research. 
 
Yin (2003) states four different tests for judging the quality of a research: construct validity, internal 
validity, external validity, and reliability. Moreover, Yin (2003) describes different tactics when 
dealing with different types of tests within a case study. These tests are displayed in exhibit 1.3. 

3.7.1 Construct validity 

According to Yin (2003), construct validity is a way of guaranteeing the right measures are being 
studied. In our thesis, we conducted a multiple case study. We conducted two different interviews 
where we used our chosen theories for constructing our interview guides. We tested our interview 
guide with our supervisor Mr. Håkan Perzon, associate professor at the Department of Business 
Administration and Social Sciences, Luleå University of Technology. Furthermore, we chose to 
contact both organizations to find the persons who were most suitable to provide us with answers to 
our research questions. Prior to the interviews we sent the interview guides to both respondents, 
giving them the opportunity to prepare for the interview and avoid any misunderstandings that could 
occur. When conducting the interviews, we recorded them via a microphone connected to a 
computer, in order to listen to the interviews again so nothing was left out or misinterpreted. The 
interviews were conducted in Swedish because this was the native tongue of both us and the 
respondents. We also felt it was easier for both parties that the interview was held in Swedish. We 
believed that this would lead to a more fluent and easy discussion around our topic. After the 
interviews were done, we translated the answers into English. However, to make sure there were no 
failures in the translation process, we sent our translated answers back to the respective respondents 
for double-checking.  
 

3.7.2 Internal validity 

According to Yin (2003), pattern matching is a process when comparing empirical based patterns 
with the predicted. We have also done multiple pattern-matching when comparing our empirical data 
to the figure 2.3 “RQs & Theory”. Furthermore, when conducting our cross-case analysis we 
addressed rival explanations in our data analysis in chapter five. Yin (2003) explains addressed rival 
explanation as an analysis that demands rival hypothesis, or competitive theoretical hypothesis which 
is then expressed in operational terms.  
 

3.7.3 External validity 

In multiple case studies, Yin (2003) explains that the focus should be on using replication logic. 
Furthermore, he explains that once research is finished, it can be tested in a similar surrounding, to 
examine if the findings have high external validity. 
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3.7.4 Reliability 

According to Jobber (2000), reliability implies that another researcher, who conducts a similar study, 
should reach the same conclusion. We have tried to keep our thesis as uncomplicated as possible. We 
have therefore always tried to double-check our models and texts for guaranteeing no 
misinterpretations can occur. Furthermore, we also recorded and kept the taping so anyone can listen 
to our interviews. During the interviews we were careful not to ask any leading question that could 
lead to misinterpretations. Furthermore, our interview guides are available in both Swedish and in 
English as an appendix. We also sent our thesis to Kate Kithil who has a Master‟s degree in 
Education from Colorado State University and is a former English teacher at Luleå University of 
Technology, to read, correct, and help us with the English language so no misinterpretations can 
occur to an unfamiliar reader.  
 
 

3.8 Outline of research methodology 

In the figure below we have recapitulated everything about our methodology chapter and how it is 
going to be used in our thesis. 
 

 
 
Figure 3.4:  Graphical outline of the Research Methodology 

Source:  Adapted from Mäki & Sjöstrand (2007) 
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4. EMPIRICAL DATA 

In the previous chapter we presented the methodology used in our thesis. In this chapter we will present our empirical 
data we collected through two interviews, Konsum Norbotten & Luleå Hockey. We will start by presenting a brief 
background of the companies along with the data collected for each research question separately. 
 

4.1 Konsum Norrbotten (Coop) 

 
Konsum Norrbotten's total turnover was 1.7 Billion SEK in 2007 and they have about 504 
employees. They are operating on several markets such as consumer goods, and have a broad variety 
of products and services. Konsum Norrbotten is owned by its members and is a part of Kooperativa 
Förbundet.  In our thesis Konsum Norrbotten will only be referred as Coop.  
 
RQ1: What are the objectives for an organization when purchasing stadium naming rights?  
 
According to Mr. Stefan Axelsson, marketing manager and responsible for sponsorship, Coop has a 
certain percentage of their annual turnover spent on sport sponsoring activities. Mr. Axelsson 
explained that the main reason for purchasing the stadium naming rights was to expose the brand in 
different media channels such as, newspapers, TV, radio and the Internet. Another reason was the 
connection to sports and wellness and the investment in youth sports culture. Mr. Axelsson further 
mentioned a payback scenario where Coop is given the opportunity to borrow hockey players from 
Luleå Hockey when launching an event or attracting customers in a Coop store. The respondent 
moreover mentioned a buzz in the form of conflict of interest when having a competitor in the same 
business field as the game sponsor. Mr. Axelsson stressed the fact that Coop wants to be portrayed 
as a sports and wellness company. The interviewee however claimed that one of the most important 
factors was to increase the company image and expose the brand towards their consumers, in other 
words, increase their brand awareness. He further mentions a negative association of their brand, and 
he explains that they want to change the perception and move towards a more youth- and family-like 
brand. The respondent also explained that Coop does not see Coop Arena as a strategy for selling 
more consumer goods or creating any type of goodwill. Mr. Axelsson however mentioned that the 
strategy was long-term and that the contract was signed for a 10 year period. 
 
Mr. Axelsson explained that their objectives externally do not differ from their internal goals. He 
further emphasized that the objectives that differs the most are the ones that create awareness and 
therefore will strengthen their brand. The interviewee also claimed that there are three major sports 
in the region of Norrbotten, basketball, football and ice-hockey and explained that the popularity of 
the sport genre was of great importance. The interviewee also said that it is vital for the chosen sport 
to actually deliver results. He also explained that it has been of significant risk but that outcome has 
been successful so fare. He further stated that the negatively publicity does not affect Coop 
negatively. Mr. Axelsson explained that their target market is not necessary the same as the potential 
spectator to an ice-hockey game. He also mentioned that the geographic area was not of great 
importance but mattered somewhat. Regarding the exclusivity, Mr. Axelsson mentioned the 
importance of public attendance. He further stated that sports sponsorship is important for a 
community and therefore also important for Coop.  



BROBERG & ROSÉN   EMPIRICAL DATA 

- 21 - 

 
Mr. Axelsson did on the contrary say that their purpose has been incorporated and that the outcome 
has been as expected. He further stated that it has been of significant importance that Luleå Hockey 
has always managed to play in the premier division, and therefore the media coverage has always 
been high. He finally claimed that it is important that the stadium is utilized for other events such as 
figure skating, curling, fairs, school events and concerts.  
 

4.2 Luleå Hockey 

Luleå Hockey is a member owned economic organization that was founded in 1977. They have been 
playing ice-hockey in the premier division "Elitserien" all seasons and are one of the most respected 
ice-hockey clubs in Sweden. They had a total turnover of 80 Million SEK in 2007 and have about 45 
employees. Coop Arena was re-built in 2002 and consists of one major arena and three smaller sub-
arenas that are mostly used for practice. Coop Arena's capacity is 5600 spectators and their mean 
average is about 4500 spectator/game. Their main event is ice-hockey although the arena is also used 
for figure skating, curling, fairs, school events and concerts.  
 
RQ2: What are the objectives for an organization when selling stadium naming rights? 
 
According to Janne Dannberg, salesperson at Luleå Hockey, the reasons for selling the stadium 
naming rights were several. The main reason was financial but also to strengthen Luleå Hockey as a 
brand. Another important factor was to strengthen the cooperation with Coop, but he also said that 
the stadium naming contract could have gone to another sponsor.  
 
Mr. Dannberg nonetheless claimed that they do not have any competitors so the reason for creating 
awareness around ice-hockey was not of great importance. The interviewee further argued that it was 
of little importance to create a competitive advantage and to increase market share towards other 
sporting events. He also explained that they negotiated with the county if the selling transaction was 
legitimate and further explained that they owned the commercial right and that they were investing in 
their own facility, otherwise the contract could never have taken place. The respondent did however 
state that it was important that the buying company was operating locally. Nonetheless, Mr. 
Dannberg claimed that the chosen company did not have to share the same target markets as theirs. 
Furthermore, the respondent emphasized that a criteria that had to be obtained was the cooperation 
from the company. He further said that Luleå Hockey uses their sponsor's image for emphasizing 
their own brand.  
 
The interviewee did say that cooperation could take place today, while he stressed the fact that 
during reigning circumstances, the contract might be different because Coop is not locally operated, 
it is operated by the headquarters in Stockholm, Sweden. Mr. Dannberg finally gave some advice to 
Coop and it was that Coop could use the contract more efficiently given that Coop is only focusing 
on the main stadium, not the sub-stadiums connected to Coop Arena to which they are entitled. 
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5. DATA ANALYSIS 

In the previous chapter we presented the two interviews conducted for our thesis. In this chapter we will analyze the two 
interviews. We will analyze both RQs against the two theories. RQ1 is more suitable for the theory from McCarthy & 
Irwin (2000), and RQ2 is more suitable for the theory from Dolphin (2000). To further illustrate how our analysis 
will be carried out we have used the model "RQs & Theory" from our conceptual framework. The data collected for 
each RQ will be analyzed separately.  
 
 
 

 
 
 
Figure 2.3: RQs & Theory 

Source:  Authors own construction 

 

5.1 Research question one: Coop 

 What are the objectives for an organization when purchasing stadium naming rights?  

 

5.1.1 McCarthy & Irwin (2000)  

Community citizenship was described in our theory chapter which is when a company supports the 
county in terms of facilities and financial benefits and therefore supports the local sports teams. Our 
finding concludes that it was not of significant importance for Coop to support the county when 
they purchased the stadium naming rights. The community however was involved, but more on a 
local sports level and not on the county level. The community involvement was therefore high but 
not according to the theory. 

 
In the matter of increasing sales and market shares our findings are notably low. The motives for 
purchasing were indirectly to increase sales and market share but not directly. Mr. Axelsson stated 
"we do not think we will sell more consumer goods because it says Coop Arena".  
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Under extending sales opportunities and strengthening relationships to key customers our findings were 
low. Yet, it still had a contributory importance in terms of the access for Coop to bring other 
sponsors and partners to Coop Arena. 
 
According to McCarthy & Irwin (2000) generating brand awareness is when a company tries to create 
awareness through different media channels. Our answer states the primary objective. Mr. Axelsson 
repeatedly mentioned the importance to generating brand awareness. Our finding also states that the 
motive was to expose the brand in different media, regardless of its contents.  
 
Product usage is described in theory as exclusivity for a product in a sports venue. Our findings do not 
include this part at all, except for when a different sponsor in the same business sector is the current 
game sponsor. Therefore contradicts product usage in this matter the theory's actual meaning.  
 

5.1.2 Dolphin (2000)  

Enhancing corporate image was described in our theory chapter as a process when a company tries to 
change the attitude towards a specific segment. Our finding includes this part because Coop's motive 
was to move towards a more youth- and family-like brand. Coop also stated that their motive was 
long-term and that the contract was over a 10 year period.  
 
Our answer for stimulating the sales of product or services correlates to some extent but also differs. Our 
finding includes this part because it is a part of generating brand awareness, but it differs because the 
theory does not involve it.  
 
Increasing awareness of brands has a similar meaning as generating brand awareness from McCarthy & Irwin 
(2000). The main reason for Coop was to create brand awareness by purchasing the naming rights to 
Coop Arena and thereby differentiate themselves from other brands in the same business sector. 
 
Leveraging corporate reputation and our finding includes this part although on a different level. Given 
that Coop wanted to be associated with sports, the level of involvement is high and significant. 
Nevertheless, it was still not their primary goal. 

 

5.2 Research question two: Luleå Hockey 

 What are the objectives for an organization when selling stadium naming rights? 

5.2.1 Dolphin (2000)  

Our findings regarding enhancing corporate image and leveraging corporate reputation are very similar and 
therefore we are not dividing the answers. To enhance their corporate image, we found that Luleå 
Hockey always wants to be connected with strong brand names. Therefore, by leveraging corporate 
reputation, Luleå Hockey is connecting themselves to strong brand names such as Coop. This means 
that Luleå Hockey is leveraging corporate reputation when they are enhancing their corporate image. 
However, our findings also include a difference. Luleå Hockey is only achieving corporate reputation 
when they are trying to enhance their corporate image, and this scenario can only take place in this 
exact order, not vice versa.    
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For stimulating the sales of product or services, our findings state a contributory effect. When Luleå Hockey 
launched Coop Arena there was a slight increase of souvenir selling. However, the reason for 
launching the arena was not to sell more consumer goods and therefore not a primary goal. 
Nonetheless, our findings do also include that an increase of consumer goods occurred because of a 
more stimulating environment.  
 
The increasing awareness of brands is explained in the theory chapter as a process when a company tries 
to establish superiority over other brands. Our findings state that the level of involvement was high, 
but according to Dolphin's theory (2000), it is low. If the level is supposed to be high, an advantage 
over other sports genre must occur. Luleå Hockey stated that they already are superior to other 
sports genres and claimed that it was not an objective. 
  

5.2.2 McCarthy & Irwin (2000)  

Our findings of the involvement of community citizenship had a significant importance. The theory is 
supposed to be for purchasing stadium naming rights, not for selling. Nonetheless, our findings were 
that Luleå Hockey wanted to sell the rights to a local organization which was member owned and 
therefore support the community citizenship. Luleå Hockey also claimed that it was essential that the 
company was located locally but also operated locally. Luleå Hockey also mentioned that they won a 
lot of goodwill from the county when they chose Coop.  
 
The reason for increasing sales and market share was not important for Luleå Hockey, while it still had an 
impact because the primary reason was financial. If Coop did not buy the naming rights, the 
outcome of the re-built arena could be different.  
 
For extended sales opportunities the level of involvement was low, but it almost had the same meaning as 
increasing sales and market shares. Luleå Hockey would not have the capability to increase their number 
of seats within the arena, if it was not for the selling of the naming rights to Coop. By this, Luleå 
Hockey gained the financial support to re-build the arena. Their involvement is therefore high, but 
low according to the theory.  
Our finding for the objective generating brand awareness was very high. Luleå Hockey stated that they 
wanted to be connected to strong and positive brand names. Luleå Hockey did also mention a buzz 
effect on sponsors. If one sponsor is connected with Luleå Hockey; several others could also chose 
to sponsor. However, our findings also include a similarity. We find Dolphin‟s (2000) theory on 
enhancing corporate image and leveraging corporate reputation very similar. The buzz effect can be 
compared to leveraging corporate reputation. Enhancing corporate image can be compared to a new 
company deciding to become sponsor because of the strong reputation.  
 
Product usage involvement was at some extend high. After the contract was signed Luleå Hockey was 
allowed to sell souvenirs at Coop's stores. This was not a primary goal but had a contributory effect 
because it helps to increase Luleå Hockey‟s awareness towards their consumers.  
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6. FINDINGS & CONCLUSIONS 

In the previous chapter, the collected data was analyzed through the model, "RQs & Theory". This chapter will 
provide answers to the posed research questions, present our findings, and hopefully reach the stated purpose of our 
thesis:  
 

"To gain a deeper understanding in the usage of stadium naming rights in Sweden" 
 
The research questions will be answered separately. We will divide our findings into three different categories, primary 
and secondary objectives but also contributory factors. We will then reach two conclusions, one for purchasing, and one 
for selling. Thereafter, we will present our implications for theory, and for future research. 
 

6.1 Purchasing stadium naming rights 

6.1.1 Primary objectives 

Given that Coop wanted to move towards a more youth- and family-like brand, the purchasing of 
the stadium naming rights was a strategic decision. Our findings claim that the strategy involved two 
important factors; firstly, to increase awareness, and secondly to put across a message that was youth 
and family like.  
 
We believe that the primary objective for Coop was to expose the brand name through different 
media channels, and the strategy was therefore to choose a sport synonymous to youth and family. 
Given that hockey is the most popular sport in Norrbotten, the motive for choosing Luleå Hockey 
was natural. Besides hockey, which we see as the main event in Coop Arena, it is also used for 
concerts, figure skating, curling, fairs and school events. We believe that is important for Coop 
because they are generating brand awareness through these different events. Our data also indicates that 
the media coverage is important regardless of its content. 
 
Furthermore, our findings indicates when Coop named the stadium they increased the awareness of 
their brand. Coop is creating uniqueness in naming a stadium since they are the only company in 
Norrbotten to do this, and also the only company in its business sector. We find that this has 
increased Coop's brand visibility throughout Sweden and the strategic choice of naming a stadium 
has therefore fulfilled its primary objective. 
 

6.1.2 Secondary objectives 

Before the purchasing of Coop Arena, there was already an established cooperation between Coop 
and Luleå Hockey. We believe that Coop could purchase the naming rights because of this, and 
therefore, they strengthen the bond between the two parties. Furthermore, our results also points out 
if Coop would be a completely new sponsor to Luleå Hockey, a business contract of this proportion 
would never occur.  
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6.1.3 Contributory factors 

We have also conclusion of contributory factors. By contributory factors we mean that they would 
never come about if the primary objectives were any different. Our data indicates that the objectives 
for increasing sales and market shares and extended sales opportunities from McCarthy & Irwin 
(2000) are only contributing factors, not at all primary objectives. Our findings also includes 
community citizenship as a contributory factor, we believe that the reason for supporting local sports 
club is to encourage youngsters to be more active in sports. We claim that community citizenship is 
equal to sponsoring a local sports club. 
 
There are both primary and secondary objectives we consider to be the most important to 
companies when purchasing stadium naming rights. Even so, there are also contributory factors 
within purchasing stadium naming rights. In conclusion, our overall findings state four primary 
objectives, but also three contributory factors. Our chosen theory from McCarthy & Irwin (2000) 
only included certain objectives. Our findings however claim that media coverage, changing perceptions and 
cooperation also are primary objectives when purchasing stadium naming rights. On the other hand 
differences can occur, such as how, well-known-, and newsworthy- a company is.  
 
The overall purpose of our thesis has been "to gain a deeper understanding in the usage of stadium naming 
rights in Sweden" and we are now ready to illustrate how we interpret “The objectives for purchasing stadium 
naming rights”:  
 

 
Figure 6.1:  Purchasing stadium naming rights 

Source:  Authors own construction 
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6.2 Selling stadium naming rights 

6.2.1 Primary objectives 

Our findings state that the primary objective to selling stadium naming rights is financial. All of our 
indications point out cash-flow and increased total revenue. Given that Luleå Hockey was re-building 
the arena, the need for a different income source was very important. Our data indicates that Luleå 
Hockey made the first contact to Coop, not vice versa. Our result is therefore not similar to any of 
our chosen theories, but the financial intention is still the primary objective. 
 
Regarding our chosen theory, the only primary objectives, are extended sales opportunities and increasing 
sales and market shares. We find this particularly interesting because these objectives originate from 
McCarthy & Irwin (2000), which we first had in mind to answer RQ1, not RQ2. Our findings 
however correlate to both theories.  
 

6.2.2 Secondary objectives 

We have found enhancing corporate image and leveraging corporate reputation as the secondary objectives. 
Our data indicates that it is important for a sports club to always be connected to strong brands, but 
also important to have a strong reputation. It is especially important for sports teams because sports 
includes and affects numerous people in different ages within a county. Our data also indicates that if 
sports clubs do not have a strong reputation, they might not be able to sell the stadium naming rights 
at all. Furthermore, we also claim that community citizenship is a secondary objective. Our data state the 
importance of a locally operated company.  
 

6.2.3 Contributory factors 

Moreover, we have also found several contributory factors. Our analysis indicates stimulating the sales 
of product or services as important. However, our findings are very fundamental. If an arena is re-built 
and the number of seats is increased, the capability to sell more tickets arises and stimulating sales will 
therefore happen. Furthermore, our data also indicates an importance of generating brand awareness and 
increasing awareness of brands. We have found the importance similar to enhancing corporate image and 
leveraging corporate reputation. The data indicates a significant importance in always portraying a sports 
club positive.  
 
There are both primary and secondary objectives we consider to be the most important to sports 
club when selling stadium naming rights. However, there are also contributory factors within selling 
stadium naming rights; we have ranked them as follow. In conclusion, our overall findings include 
existing theory, but we have also added and developed certain objectives. We have reason to believe 
that some findings have cultural differences, such as community citizenship and economies of scales. 
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Nonetheless, the purpose of our thesis has been "to gain a deeper understanding in the usage of stadium 
naming rights in Sweden", and we are now ready to illustrate how we interpret “The objectives for selling 
stadium naming rights”:  
 

 
Figure 6.2: Selling stadium naming rights 

Source:  Authors own construction 
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purchasing, and one RQ for selling. We then conducted two different interviews, one with Coop, 
and the other with Luleå Hockey. We also consider Coop and Luleå Hockey as early adopters of 
stadium naming rights. Thereafter, we started to analyze our data through the model, "RQs & Theory" 
in order to allow ourselves to study more deeply. We performed an additional verification to make 
sure the data we had interpreted were acceptable to publish.  
 
We are content with our findings regarding the RQs but we think our answers may be limited to 
some extent. We are therefore not sure if our models can work long-term and for all kinds of 
companies and sports clubs. We do think some of the available theories are focusing on sport 
sponsorship overall, and we believe more studies on a detailed level are necessary. Although the 
stadium naming rights phenomena is new in Sweden, we are confident we have chosen appropriate 
theories for our thesis.  
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6.4 Implications for future research 

The stadium naming rights phenomena has evolved rapidly throughout Sweden. It is an exciting and 
entertaining subject. We believe more studies are necessary to reach more detailed findings. Future 
research is therefore important and examples for subjects could be: 
 

 Cultural aspects of stadium naming rights 

 Community citizenship regarding sports 

 Generating brand awareness through sports 

 Media impact on sport sponsorship 

 
These subjects could lay a foundation for stadium naming rights; they could also unite problems and 
bring the separation of studies and theories more closely together. Our thesis has provided a 
relatively narrow insight on how stadium naming rights are used in Sweden. It would be interesting 
to continue studies with special focus on the subjects above. It would also be of interest for a similar 
study regarding the same business field as Coop, but on another sport rather than ice-hockey. We 
further believe that by doing research in the same study line our findings could enhance and further 
strengthen our conclusions.  
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APPENDIX A – INTERVIEW GUIDE KONSUM 
NORRBOTTEN (SWEDISH) 

 
1. Vad var avsikterna med att köpa namnrättigheterna för Delfinen? 

 
 

2. Fanns det några avsikter som var relaterade till era verksamhetsmål(internt)? Om ja,  
vänligen gradera nedanstående påståenden i en 5-gradig skala (Ringa in ert svar) 

 
 

 Förstärka organisationens image     1        2        3        4        5                

 Öka organisationens medvetenhet bland konsumenterna 1        2        3        4        5               

 Förändra allmänhetens uppfattning om organisationen  1        2        3        4        5                

 Finansiella skäl, exempelvis ökad försäljning varor  1        2        3        4        5                

 Skapa goodwill gentemot era kunder    1        2        3        4        5               

- Finns det några ytterligare avsikter än de som nämnts ovan? 
 
 

3. Fanns det några marknadsmål (externt) gällande köpet av namnrättigheterna för Delfinen? Om 
ja, vänligen gradera nedanstående påståenden i en 5-gradig skala (Ringa in ert svar) 
 

1 = Mycket liten påverkan  5 = Mycket stor påverkan 
 

 Öka målmarknadens uppfattning  om organisationen 1        2        3        4        5           

 Förstärka varumärkets positionering gentemot konkurrenterna 1        2        3        4        5           

 Öka försäljningen av varor     1        2        3        4        5           

 Öka marknadsandelar gentemot konkurrenter   1        2        3        4        5           

 Skapa konkurrensfördelar     1        2        3        4        5           

 

- Har mål(en) ändrats sedan köpet av namnrättigheterna var genomförda? Om ja, vilka är 
dem/dessa? 
 

- Finns det något tillägga gällande era mål med namnsponsringen för Delfinen? 
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4. Hur gick ni tillväga när ni valde att köpa namnrättigheterna för Delfinen? 
 

 
5. Var det några speciella kriterier ni utgick från när ni valde en specifik arena? Om ja, 

vänligen gradera nedanstående påståenden i en 5-gradig skala (Ringa in ert svar) 
 

1 = Mycket liten påverkan  5 = Mycket stor påverkan 
 
 

 Popularitet och image av sportgenren    1        2        3        4        5         

 Samarbetsförmåga från den potentiella idrottsföreningen 1        2        3        4        5         

 Liknande målmarknader som den potentiella idrottsföreningen 1        2        3        4        5         

 Geografisk position av arenan     1        2        3        4        5         

 Exklusivitet       1        2        3        4        5         

 Publikantal per match/event     1        2        3        4        5         

 Skapandet av goodwill från kommunen     1        2        3        4        5         

- Finns det något att tillägga angående kriterierna?  
 
 
6. Med facit i hand, hade det här samarbetet ägt rum idag? 
 
 

Tack för din medverkan! 
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APPENDIX B – INTERVIEW GUIDE KONSUM 
NORRBOTTEN (ENGLISH) 

 
1. What were the objectives when purchasing the stadium naming rights to Delfinen?  

 
1. Were there any relating goals? If yes, please mark your answer in the five scale box. (Circle in 

your answer) 
 
1 = Very little effect    5 = Very high effect 
 

 Increase the organizations image     1        2        3        4        5                

 Increase the awareness among the consumers   1        2        3        4        5               

 Change the perception of the organization   1        2        3        4        5                

 Financial reasons, for example to sell more consumer goods 1        2        3        4        5                

 Create goodwill towards customers    1        2        3        4        5               

- Were there any other objectives not mentioned above? 
 
 

2. Were there any market goals related to the purchasing of the stadium naming rights to 
Delfinen? If yes, please mark your answer in the five scale box. (Circle in your answer) 
 
1 = Very little effect    5 = Very high effect 
 

 Increase the awareness of the organization   1        2        3        4        5           

 Enhance the brand position towards competitors  1        2        3        4        5           

 Increase sales       1        2        3        4        5           

 Increase market share towards competitors   1        2        3        4        5           

 Create competitive advantage     1        2        3        4        5           

 

- Have the objectives changed after purchasing the stadium naming rights? If yes, what are 
they? 
 

- Is there anything to add regarding the objectives for purchasing the stadium name to 
Delfinen?  
 
 
 

3. How did you go about purchasing the stadium name to Delfinen? 
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4. Were there any special criteria that had to be followed when choosing a specific arena? If yes, 

please mark your answer in the five scale box. (Circle in your answer) 
 
1 = Very little effect    5 = Very high effect 
 

 Popularity and image of the sports genre   1        2        3        4        5         

 Cooperation from the potential sports organization  1        2        3        4        5         

 Similar targets markets as the potential sport organization 1        2        3        4        5         

 Geographic position of the arena    1        2        3        4        5         

 Exclusivity       1        2        3        4        5         

 Spectators/game       1        2        3        4        5         

 Create goodwill towards the county    1        2        3        4        5         

- Is there anything to add regarding the criteria?  
 
 
5. Would this cooperation take place today? 
 
 

Thank you for your cooperation! 
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APPENDIX C – INTERVIEW GUIDE LULEÅ 
HOCKEY (SWEDISH) 

 
1. Fanns det några avsikter med att sälja namnrättigheterna till Coop? Om ja, 

vänligen gradera nedanstående påståenden i en 5-gradig skala (Ringa in ert svar) 
 
1 = Mycket liten påverkan  5 = Mycket stor påverkan 
 

 Förstärka organisationens image   1        2        3        4        5         

 Finansiella skäl      1        2        3        4        5         

 Skapa goodwill      1        2        3        4        5         

 Etablera nya sponsorer     1        2        3        4        5         

- Fanns det några ytterligare avsikter än de som nämnts ovan? 
 
 

2. Fanns det några marknadsmål (externt)gällande försäljningen av namnrättigheterna till Coop? 
Om ja, vänligen gradera nedanstående påståenden i en 5-gradig skala (Ringa in ert svar) 
 

1= Mycket liten påverkan  5 = Mycket stor påverkan 
 

 Öka målmarknadens medvetenhet om hockey  1        2        3        4        5         

  Stärka Luleå hockey som varumärke   1        2        3        4        5         

 Öka försäljning av biljett/souvenir intäkter  1        2        3        4        5         

 Öka marknadsandel(ar) gentemot andra sportgenrer 1        2        3        4        5         

 Konkurrensfördelar gentemot andra sportgenrer 1        2        3        4        5         

- Finns det något att tillägga gällande era objektiv med namnsponsring än de som nämnts 
ovan? 

 
3. Hur gick det tillväga när ni valde att sälja namnrättigheterna? 

 
 
 
 
 
 
 
 
 

4. Var det några speciella kriterier som följdes? Om ja, vänligen gradera nedanstående    



BROBERG & ROSÉN   APPENDIX C (SWEDISH) 

 

 

påståenden i en 5-gradig skala (Ringa in ert svar) 
 
1 = Mycket liten påverkan  5 = Mycket stor påverkan 
 

 Popularitet och image av företaget   1        2        3        4        5         

 Samarbetsförmåga från företaget   1        2        3        4        5         

 Liknande målmarknader som företaget  1        2        3        4        5         

 Geografiskt läge som företaget    1        2        3        4        5         

 Möjligheter att skapa goodwill från kommunen  1        2        3        4        5         

- Finns det något att tillägga angående kriterierna?  
 
 
5. Med facit i hand, hade det här samarbetet ägt rum idag? 
 
 

Tack för din medverkan! 
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APPENDIX D – INTERVIEW GUIDE LULEÅ 
HOCKEY (ENGLISH) 

 
1. Were there objectives when selling the stadium naming rights to Coop? If yes, please mark 

your answer in the five scale box. (Circle in your answer) 
 
1 = Very little effect    5 = Very high effect 
 

 Enhance the company image    1        2        3        4        5         

 Financial reasons     1        2        3        4        5         

 Create goodwill     1        2        3        4        5         

 Establish new sponsors    1        2        3        4        5         

- Were there any other objectives not mentioned above? 
 
 

2. Were there any market goals related to the sales of the stadium naming rights to Coop? If 
yes, please mark your answer in the five scale box. (Circle in your answer) 

 
1 = Very little effect    5 = Very high effect 
 

 Increase the awareness of ice-hockey   1        2        3        4        5         

  Enhance Luleå hockey as brand   1        2        3        4        5         

 Increase sales such as tickets/souvenirs  1        2        3        4        5         

 Enhance market share against other sports genres 1        2        3        4        5         

 Competitive advantages towards other sports genres 1        2        3        4        5         

- Were there any other objectives not mentioned above? 
 
3. How did you go about choosing to sell the stadium naming rights?  
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4. Were there any special criteria that were obtained? If yes, please mark your answer in the five 
scale box. (Circle in your answer) 
 
 
1 = Very little effect    5 = Very high effect 
 

 Popularity and image for the chosen company  1        2        3        4        5         

 Cooperation from the chosen company  1        2        3        4        5         

 Similar target markets as the chosen company  1        2        3        4        5         

 Geographical location as the chosen company  1        2        3        4        5         

 Opportunity to create goodwill to the county   1        2        3        4        5         

- Is there anything to add regarding the criteria?  
 
 
5. Would this cooperation take place today? 
  
 

Thank you for your cooperation! 


