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Abstract 
In this thesis, the research is focused on a theoretical foundation of brand equity that is analyzed in a sport 

setting and brand extension likewise analyzed in a sport setting. The motivation was this was the increased 

focus on brand equity for sport organizations, as well as the recent trend of sports companies entering the 

esport market through brand extensions. 

Based on exploratory research and a comparative case study, the aim of this thesis is to develop new 

frameworks that would optimized existing ones. One proposes a theoretical framework that aims at 

charaterizing components of brand equity for professional sport organizations. While the other proposed 

theoretical framework proposes eight key factors useful for sporting organizations when evaluating the 

potential success of a brand extension. These frameworks are then used to analyze the questions that were 

raised in the research of the theoretical foundation. 

Three major questions were raised and answered by the use of the proposed frameworks in this thesis. 

These questions regarded the characterization brand equity for professional sport organizations and what 

components can strengthen brand equity in the minds of consumers. The characterization of brand equity 

for professional sports organizations was identified as spectator-based brand equity and the key 

components of the framework are perceived quality, brand awareness and brand associations. 

Furthermore, key factors for identifying and evaluating potential success of brand extensions was found for 

sport organization organizations and used as a framework for the final research of this thesis. 

The final research regarded the how brand extensions may affect brand equity for Brøndby IF’s brand 

extension into esport and why F.C. København did not use their team brand, when they entered esport. 

The brand extension of Brøndby Esport was found to have a positive affect on brand equity, while F.C. 

Københavns reluctance towards of using their team brand name in esports, might be due to fear of brand 

dilution and negative impact on brand equity. 
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Introduction 
 

A recent trend in professional sports is a shift from a short term focus on profits to a long term strategic 

focus of managing the team brand and enhancing brand equity (Gladden, Milne, & Sutton, 1998). This has 

lead to sports organization having to make major strategic decisions based on which components of they 

can alter to increase brand equity. Theory tells us that the consumers are the driving force of brand equity, 

since they are the ones evaluating the brands and thus creating value for the brand name (Keller, 1993).  

 

A result of the focus from sports organizations on enhancing brand equity, the strategy of brand extension 

has become more popular than ever. This is  also result the increasing costs of managing a sports 

organization have resulted in an increased need to generate additional revenue streams for the sports 

brand. One way of increasing revenue for the organization at a relatively low risk, is to use the leverage of a 

strong existing brand name to create new products and enter new product categories. A possible 

explanation for this recent trend of sports organizations relying on brand extension strategies could be the 

shift in focus of many sports teams from short-term profits to managing a team’s brand value and long-

term growth (Lee & Walsh, 2012). Another reason for the increased focus on brand extensions by sport 

organizations other than generating new profit, is the aim to enhance brand relationship with their fans 

(Apostolopoulou, 2002). The primary goals of the research in the area of brand extensions for sports 

organizations are similar to that of tradition research on brand extensions. The main focus will be how 

consumers evaluate brand extensions and how the brand extension will impact the brand equity of the 

parent brand. Another interesting part of the research specifically for the brand extension of sports 

organizations concerns levels of fan identification of team brands and how these will impact their 

evaluation of the parent brand based on the brand extension (Lee & Walsh, 2012). 

 

One of the most exciting choices of brand extension has been tradition sports organizations entering esport. 

An increasing number of sports organizations have decided to enter esports, either as a new organization or 

as part of an existing. This trend exploded in 2016, where the amount of traditional sports organizations 

increased from four in 2015, to 39 in total at the end in 2016 (Result Sports, 2017). The trend has continued 

in 2017 and more traditional sports organizations continue to invest in esports organizations. The entrance 

of big existing sports organizations is interesting for many different reasons but the focus in this master’s 

thesis will mainly be how traditional sports organizations decide to brand their new esports organization 

when entering the industry.  
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In Denmark alone, six professional clubs have entered the esport scene, as football teams Brøndby IF, F.C. 

København, Lyngby BK, Vejle BK, OB and AGF have all entered the esports market. This is an interesting 

development as esport as different market from where traditional sports clubs normally operate. 

What is esports? 
Esports is the short name for electronic sports and can be described as professional competition in different 

video games. This is not a new phenomenon as esports competitions have been around since the 90’s 

(Investopedia). 

It has recently started to gain the attention of the mainstream media due to its massive revenue growth 

reaching an all-time high of almost 700 million dollars in 2017, which was a growth of around 40% from the 

previous year (Warman, 2017). There has also been a growth in viewership as it is estimated that almost 200 

million people are watching esports regularly and that number will increase to almost 300 million in 2020 

(Warman, 2017). 

The increase in revenue and audience of esport has led to industry broadcast giants like ESPN and Turner are 

broadcasting or developing their own esports leagues, such as the Turner produced Counter-Strike Global 

Offensive league Eleague (Elder, 2017). Furthermore, in 2014 Amazon acquired the live streaming platform 

twitch that is the leader in online gaming broadcasts and is watched daily by nearly 10 million viewers 

(Mediakix, 2017) 

Sponsorships make up the majority of the revenue for esports organizations and in recent years esports has 

seen a shift from mostly endemic gaming organizations dominating the professional leagues and stadiums, 

to new organizations backed by huge sport organizations enter the mix of top esports organizations. 

(Rapaport, 2017) NBA teams such as the Philadelphia 76’ers and the Miami Heat have bought or entered 

partnerships with existing esports orgs and top European football clubs like Paris Saint German, Manchester 

City and Schalke entered the esports industry with their own brand. (Rapaport, 2017)  In Denmark, we have 

also seen the two most popular clubs Brøndby IF and FC Copenhagen enter the esports market. Brøndby IF 

have decided to enter the market as Brøndby esport, while FC Copenhagen has partnered with Nordisk Film 

and has rebranded their esports organization as North. 
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Why is a focus on esports interesting? 
As mentioned above, esports is experiencing massive growth and since it is still a relatively new market, there 

is a lot of untapped potential in esports and new ways to create value are still being discovered in the 

industry. The increasing number of viewers has resulted in an increase in the revenue stream from 

advertisements and sponsorships (Elder, 2017). The increased revenue gained from sponsorships is making 

it more interesting for organizations to have one or more top teams across different esport titles and this has 

increased competition for existing endemic esports organizations who are not backed by massive venture 

capital or wealthy investors.  

An interesting focus for this master’s thesis will be the comparison between the Brøndby Esport and North, 

specifically how and why the football clubs behind the esports organizations chose to brand their new esports 

organizations as they did. Since esport has a global audience, a strong Danish brand might not be the best 

way to brand your new organization in the industry and due to the highly emotional relationship between 

fans of the football clubs and their brands might be a limitation of re-using the existing brand. It will be 

interesting to analyze the process of the branding decisions Brøndby IF and F.C. København have made. 

Motivation for choice of focus on Brand Equity and brand extensions for professional sports 

organizations 
The increase in professional sports organizations who choose to enter the esport market as a result of the 

rapid rise of the industry is fascinating. The motivation to better understand why traditional sports 

organizations might want to enter an industry, which does not yet guarantee a profit has sparked the focus 

of this thesis.  

Realizing that some sports organizations enter new markets just to build a fan base or increase awareness 

for their brand, resulted in my focus on the characterization of brand equity for sports teams and how they 

can increase this. As a direct result of this I also chose to focus on brand extensions as brand equity is crucial 

for these brand extensions into new markets possible.  

The lack of modern frameworks that can help sport managers identify important components of brand 

equity, resulted in my interest in developing my own framework, based on existing theory, that could help 

with the characterization of brand equity for sports organizations and how it can be enhanced. 

Furthermore, I was also interested which factors could determine the success of brand extensions into 

esport. I realized that frameworks that can help identify key factors of successful brand extensions for sports 

organizations hardly existed, why I decided to propose my own framework for how what factors might be 

helpful in identifying successful brand extensions. 
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Lastly, I was particularly interested in how sports organizations might determine how to enter esport and 

decided I would compare the two cases of Brøndby Esport and F.C. Københavns North with my proposed 

framework. 

Research Questions 
 

Following the introduction and the motivation if this thesis, my research questions are: 

How did the brand extension of Brøndby IF into esport affect their brand equity? And what factors might have 

convinced F.C. København not to use their brand name, but create a new brand when entering esport? 

What characterizes Brand Equity for professional sport organizations and what components of brand equity 

can sports organizations strengthen in order to increase brand equity in the minds of consumers?  

What are the key factors of identifying potentially successful brand extensions  for sports organizations? 

Research Objectives: 

Based on the theoretical foundation of brand equity, propose an updated theoretical framework for 

identifying the antecedent conditions that create Brand Equity for sport organizations. 

Based on the theoretical foundation of brand extensions, propose an updated theoretical framework for 

identifying possibilities for sports organizations to succesfully extend their brand into new categories. 
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Methodology 
 

Theory of Science 
This is an important part of the thesis since it improves understanding of how knowledge is generated. Theory 

of science involves reflection of what knowledge is and how knowledge is generated through different 

theories and methodology. The theory of science will thus create the foundation for decisions and actions.1 

Epistemology 
Epistemology concerns the process of recognizing new knowledge and questions whether true objective 

knowledge exists and how we can know if it is true. In a neo-positivistic paradigm the epistemology is 

modified objective, which means that in this thesis I recognize that it is not possible to reach complete 

objectivity.2 

 

Ontology 
The term ontology is understood as the philosophical study of the nature of being.3 In the neo-positivistic 

paradigm we acknowledge that we have limited access to the real world, which means that objective 

knowledge is not obtainable.  

 

Methodology and intended research design 
In theory of science we are taught that our actions are driven by the paradigm in which we are currently 

operating. A paradigm is: “A basic set of values that drive our actions – both in everyday life and actions 

connected to research.” (Guba, 1990, p. 17). The ontology, epistemology and methodology are all dependent 

on the chosen paradigm. The chosen paradigm will thus influence the way knowledge is created and how 

research is done. 

This thesis is written in a neo-positivistic paradigm. This means that I acknowledge that an absolute objective 

truth does not exist, but that the reality will be portrayed as objective as possible. The knowledge collected 

in this thesis comes from logical deduction, which means that a general theory will be used on a specific 

example. The logical deduction used in this thesis allows me to develop new frameworks based on existing 

theory. 

                                                           
1 Kompendium i metodelære s. 45, Introduktion til videnskabsteori, Birgit Jordansen og Jens Alstrup Madsen 
2 Side 40, Valg der skaber viden, Søren Voxted   
3 Side 54, Valg der skaber viden, Søren Voxted 
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The use of a neo-positivistic paradigm allows the use of both qualitative and quantitative research data. The 

data used for this thesis was collected qualitative research as it is a purely theoretical thesis that uses existing 

theory to generalize relevant theory introduced in the theoretical foundation to develop theoretical 

frameworks that are used to provide answers for the research questions. All data and methodology are 

chosen due to their reliability, validity and relevance for the research of the problem definition. This is 

important for the thesis in order to avoid a problem with validity.4 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                           
4 Thomas Harboe, Metode og projektskrivning – en introduktion, Samfundslitteratur, 2013 
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Theoretical Foundation 

 

Brand Equity 
Companies to define the value of their brand use brand equity. It is an important concept in this thesis, as 

the main reason companies extend their brands is to improve brand equity. Brand equity is used to 

evaluate the strength of a brand, since brand equity is created in the minds of consumers. Aaker (1991) 

defines brand equity as: ”A set of brand assets and liabilities linked to a brand, its name and symbol that 

add or substract from the value provided to a firm and/or to that firms customers.” As mentioned above 

brand equity is important, since it is a part of defining the value of a company. This thesis adopts a 

consumer based perspective of brand equity as I do not seek to measure brand equity, but wish to identify 

key factors of brand equity that give the brand value in the minds of consumers. 

Customer based brand equity 
Realizing that the consumers are the driving force of brand equity, since they are the ones evaluating the 

brands and thus creating the value for the brand name, Kevin Lane Keller (1993) developed a framework for 

understanding how brands are strengthened in the minds of consumers. Keller (1993, p. 8) defines Customer 

based brand equity as: “the differential effect of brand knowledge on consumer response to the marketing of 

the brand”. Keller identifies three important concepts in his definition.  

The first is differential effect, which is determined by comparing consumer response to marketing of a brand 

with similar marketing of an unnamed version of the product or brand. The second is brand knowledge, which 

is influenced by brand awareness and brand image, as well as characteristics and brand associations. Lastly, 

consumer response to marketing is defined by consumer perceptions, preferences and behavior arising from 

marketing mix activity. This means that customer-based brand equity can be either positive or negative if the 

consumer reacts more or less favorably to the marketing mix of a brand than they do to a similar marketing 

mix of an unnamed version of the product or brand (Keller, 1993). 

Brand knowledge is a key part of this definition of customer-based brand equity since the more customers 

know about a brand, the higher the impact of a brands marketing activities. Brand knowledge consists of 

brand awareness that can be measured through brand recall and brand recognition, as well as brand image 

that is defined as consumer perceptions of a brand (Keller, 2003). Knowledge about the brand should increase 

marketing communication effectiveness and the probability of a consumer choosing a brand over a 

competitor. Brand knowledge also leads to brand loyalty and decrease vulnerability to the marketing actions 

of competitors (Keller, 1993).  
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According to the customer-based brand equity model, building a strong brand can be thought of as steps of 

a pyramid. The first step involves brand identity and determine who you are as a brand, the second step is to 

establish brand meaning and what you are as a brand, the third step is to elicit proper responses to the 

former steps and the final step is to convert the brand response into a brand relationship between customers 

and the brand (Keller, 2001). The customer-based brand equity pyramid, also known as the brand resonance 

pyramid, can be seen in the figure below: 

 

Figure 1. The customer-based brand equity pyramid (Keller, 2001, p. 7) 

 

 

Brand Identity 
In order to achieve brand identity a brand must create brand salience as seen in figure 1. Brand salience 

relates to brand awareness and the customers ability to recognize and recall a brand. Through brand 

awareness customers should be able to link the brand to their product or service and know what needs the 

brand will satisfy and what function the brand provides for the customer (Keller, 2001). 

Two key dimensions of brand awareness distinguishes a highly salient brand – depth and breadth. Keller 

(2001, p. 9) describes the two as: “Depth of brand awareness refers to how easily customers can recall or 

recognize the brand. Breadth of brand awareness refers to the range of purchase and consumption situations 

in which a brand comes to mind.” Salience provides three important functions in the development of brand 

equity. First, it influences the strength of brand associations that make up the brand image. Secondly, brand 

salience increases the likelihood of a brand being part of a customer’s consideration for purchase, when a 
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need arises. Lastly, low involvement with a product category will result in customer choices based solely on 

brand salience (Keller, 2001). 

Brand Meaning 
The second step of the customer-based brand equity pyramid seen in figure 1. Is brand meaning. Brand image 

influences this as it refers to a customer’s perception about the brand. The brand meaning then has to 

enhance the brands unique abilities in the minds of customers. Keller (2009, p. 10) states that the creation 

of strong, favorable and unique associations and desired points-of-parity and points-of-difference are 

essential in building brand resonance. Brand meaning is made up of two categories of brand associations that 

exist in customers’ minds – brand performance and brand imagery (Keller, 2001). 

Brand performance relates to the consideration of the tangible characteristics and assets of a brand that 

attempts to meet customers’ functional needs and determines how well a brand rates in on objective 

assessment of quality. Brand Imagery concerns the intangible features of a brand such as how a brand 

attempts to meet customers’ psychological or social needs, which will determine how people think about the 

brand (Keller, 2001). 

Brand Responses 
Keller (2001, p. 13) explains that brand responses refer to how customers respond to the brand, its marketing 

activity and other sources of information such as what customers think and feel about the brand. As seen in 

figure 1, and as was the case for brand meaning, brand responses can be distinguished by the two key 

categories - brand judgements and brand feelings (Keller, 2001). The goal of the third stage of the  customer-

based brand equity pyramid is to evoke positive reactions towards the brand as a result of the customer 

being satisfied with not only the product of the company but every aspect associated with the brand. 

Brand judgements concerns customers’ opinions and evaluations regarding the brand and how customers 

perceive the different performance and imagery associations for the brand, in order to form opinions. 

Customers can judge the brand in many ways but there are four types of judgements that are particularly 

important when creating a strong brand. These are brand quality, brand credibility, brand consideration and 

brand superiority (Keller, 2001). Brand feelings are the customers emotional responses and reactions that 

are evoked by the brand. These feelings happen in response to a company’s marketing activities and Keller 

(2001, p. 14) describes the six most important types of brand-building feelings as: warmth, fun, excitement, 

security, social approved and self-respect. 

Brand Relationships 
At the final step of the model we find brand relationships that can be seen as consumer brand resonance in 

Keller’s customer-based brand equity pyramid as seen in figure 1. This stage involves the bond between 
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customer and the brand that has been formed post purchase. If customers respond positively and are 

satisfied with their purchase, they will feel connected with the brand and will start a relationship with the 

brand. This relationship will result in high brand loyalty and enhance the possibility of re-purchase, as well as 

an increase in the customers interaction with the brand and willingness to share their positive experience 

with other consumers (Keller, 2009).  

Keller (2001, p. 15) breaks brand resonance down into four categories: behavioral loyalty, attitudinal 

attachment, sense of community and active engagement. Furthermore, Keller (2001, p. 16) names two 

dimensions that can characterize brand relationships – intensity and activity. Intensity refers to the how 

deeply loyalty is felt in regards to strength of attitudinal attachment and sense of community. Activity 

concerns how the brand loyalty manifest itself in daily consumer behavior and refers to the frequency of how 

consumers buy and uses the brand or engages in activities with the brand (Keller, 2001). Strong brand 

resonance can achieve the goal of an unbreakable relationship between the brand and the customer.  

In his 1996 study, Paul Feldwick divides brand equity into three groups – brand value, brand strength and 

brand description. Brand value is characterized by the total value of the company being defined as assets for 

the company that can measures in monetary terms. Brand strength measures the consumer’s attachment to 

a brand, which is consumer brand loyalty. Brand description is defined as the perceptions of brand 

associations and beliefs by the consumers, also called brand image (Feldwick, 1996). Brand strength and 

brand description is referenced as consumer brand equity and consists of the same definitions found by Keller 

in his 1993 on customer-based brand equity, which is discussed in a later segment. 

Aaker (1996) identifies four factors that will impact brand equity as seen below in Figure 1. – brand 

awareness, brand loyalty, perceived quality and brand associations. This build on Keller’s (1993) customer-

based brand equity model, by suggesting that brand loyalty and perceived quality will impact brand equity 

directly in contrast to influencing other factors in Keller’s framework.  

 

 

 

 

Figure 2. Four Components of brand Equity (Aaker, 1996). 
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The components of brand equity in figure 1. are described by Aaker (1996) as follows: Brand awareness is 

the strength of brand name in consumer memory. Brand loyalty refers to the degree a consumer will choose 

one brand over another based on experience and brand name. Perceived quality refers to consumer’s belief 

that a brand produces a quality products or service and will financial performance. Lastly, brand associations 

are the consumer perception of the brand driven by brand identity that is described by Aaker as: “What the 

organization wants the brand to stand for in the mind of the consumer” (Aaker, 1996, p. 25). 

Brand Equity in Sports 
Sports spectatorship is an important leisure activity in today’s society. As a result of this, many professional 

sport organizations have shifted their focus from short term profit to a strategic focus of managing the team 

brand and enhancing brand equity. In order to enhance brand equity, sports managers need to understand 

the components of brand equity and allow them to increase brand image, brand awareness and revenue of 

their products. Brand equity can also be used to determine feasibility and impact of brand extensions 

(Gladden, Milne and Sutton, 1998).  

In their 1998 study, Gladden, Milne and Sutton provided a framework of evaluating collegiate sport, based 

on Aaker’s (1996) four components of brand equity. Gladden, Milne and Sutton (1998, p. 2-3) evaluates the 

four components of brand equity in a sport setting. The component brand awareness refers to a sports 

consumer’s familiarity with a specific team. Brand associations represent emotional identification with a 

sports brand and exhilaration derived from attending sports events that will combine the tangible and 

intangible attributes that create brand identity. Brand loyalty is tricky to measuring sports, since sport largely 

provides intangible benefits, but highly identified fans are perceived as being loyal. Lastly, perceived quality 
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is defined by how well a team achieves preconceived expectations for wins and progression to postseason 

play (Gladden, Milne and Sutton, 1998).  

Furthermore, Gladden, Milne and Sutton (1998) presents a framework that identifies antecedent conditions 

that managers can manipulate to improve brand equity. The aim of the framework is to specify a system 

where the consequences of brand equity form a perception of the sport product in the minds of the 

consumers. Gladden, Milne and Sutton (1998, p. 5) explains: “This perception is the product of antecedents, 

established equity and consequences of established equity. Perceptions are often considered when brand 

equity is discussed in the marketing literature and they are particularly applicable to sport. Due to its 

intangible, inconsistent and perishable nature, the sport consumption experience is nothing but a perception 

of the association with a particular sport entity. The conceptual framework for establishing brand equity 

lends itself to a greater understanding of this perception and with it, the means through which to enhance 

brand equity.” This means that perceptions impact both antecedents and overall brand equity. While the 

antecedents create brand equity, the consequences derived from brand equity can also increase or decrease 

brand equity, based on consumer evaluation.  

The framework of brand equity in college athletics by Gladden, Milne and Sutton (1998) can be seen in figure 

3. The framework consist of three kinds of antecedents: Team-related, organization-related and market-

related. Team-related antecedents are success of the team, the head coach of the team and a star player. 

The organization-related antecedents are reputation and tradition of the team, conference and schedule of 

the league and entertainment package/product delivery. Lastly, market-related antecedents are 

local/regional media coverage, geographic location, competitive forces and support. Linked to these 

antecedents are the consequences of brand equity that will lead to marketplace perception. These 

consequences are national media exposure, merchandise sales, individual donations, corporate support, 

atmosphere and ticket sales (Gladden, Milne and Sutton, 1998). In their 1999 study, Gladden and Milne 

argued that a brand equity model for team sport in general was needed. Realizing this, they modified they 

framework by Gladden, Milne and Sutton (1998) and expanded the original model to include two new 

antecedents that could impact brand equity. The two new antecedents are based in the organization-related 

category and is team logo design and stadium/arena area (Gladden and Milne, 1999). 

 

 

Figure 3. Conceptual framework of brand equity in college athletics. (Gladden and Milne, 1999). 
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While the theory of Keller (1993) and Aaker (1996) were developed with the consumer in mind, they are still 

primarily focused with manufactured goods in mind. Professional sport is not a consumer good by definition 

but rather a service that provides entertainment and value to fans. Based on this observation, Ross (2006) 

conceptualized sport spectator based brand equity. As in Gladden, Milne and Sutton (1998), the framework 

for sport spectator based brand equity by Ross (2006) also has antecedents that can impact brand equity and 

result in consequences.  

In his proposed framework for spectator-based brand equity, see in figure 4, Ross (2006) recognizes unique 

characteristics of spectator sport and includes three categories of antecedents that contribute to the creation 

of spectator-based brand equity: organization induced, market induced and experience induced. The 

organization induced antecedent is the marketing mix of the brand. The market induced antecedents are 

word of mouth and publicity. The experience induced antecedents are actual consumer experience. The main 

components of spectator-based brand equity are brand awareness and brand associations and are hereby 

consistent with Keller’s (1993) framework for customer-based brand equity. These components are crucial 

elements of consumer evaluation of sport services and the combined result of the brand equity components 

are a set of consequences that can affect a sport organization positively and negatively (Ross, 2006, p. 28). 

Figure 4. Proposed framework for spectator-based brand equity. (Ross, 2006, p. 28). 
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In their 2002 study, Funk and Gladden identified five constructs they classify as benefits in professional team 

sports. By identifying the benefits of the sports market it is possible to understand how people attach 

meaning and value to the team brands.  The five benefits in the sport industry are: fan identification, peer 

group acceptance, escape, nostalgia and pride in place (Funk & Gladden, 2002). 

Funk and Gladden (2002) describes the five benefits of the sport industry as follows. Fan identification is 

conceptualized as a component of the brand association framework, which means that team identification 

fulfills fans need to affiliate with something successful or desirable. Peer group acceptance is another benefit 

provided by team sport and suggests that positive associations with a team may be derived if a fan is willing 

to belong to a particular group. Escape concerns how fans and consumers in general use sport as an escape 

from their daily troubles and routines, which makes it a source of brand associations. Nostalgia refers to fans 

reminiscing past times that they cherish and that association can be provided by the team. Lastly, pride in 

place is people’s affiliation with a hometown team due to it representing a city and the belief that the team 

provides a rallying point for community may result in strong brand associations (Funk & Gladden, 2002). 

 

 

 



 
 
 

19 

Brand Extension 
It can be argued that a company’s most valuable asset is their brand name and their brand provides an 

opportunity to increase brand equity. Entering a new market is always a risk for a company. Many factors 

will determine the success of an entrance in a new market and the costs of the new venture. A way to keep 

down the costs of launching a new product or continue in a product category is by using a well-known brand 

and extend it into a new product category of into a new variant in a current product category. Extensions will 

provide a relatively cheap and quick way to launch new products with immediate consumer awareness. By 

extending their brand companies can capitalize on the added value that their brand provides, also known as 

brand equity (Grime, 2002). 

Different definitions of these extensions exist depending on how you extend your brand, but some will 

describe the same phenomenon why it is important to differentiate between the definitions. In the section 

below some of the most common definitions will be explained, as they are the definitions that will be used 

this thesis. 

Tauber (1981) finds four types of opportunities for brands to capitalize on their brand name with an extension 

of the parent brand. These growth opportunities are characterized according to whether the product 

category is new to the company and whether the consumer is already familiar with the brand. The new 

opportunities for the brand are seen in figure 5 and are – new product, flanker brand, line extensions and 

franchise extension (Tauber, 1981). 

Figure 5. New opportunities from the company’s viewpoint (Tauber, 1981). 
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Tauber (1981) describes the four new opportunities for existing brands based on whether the brand name 

or the product category is new as seen in figure 1. If the brand name is new and the product category is new 

to the company, it is a new product. If the brand name is new but is introduced into a product category where 

the firm is established it is a flanker brand. If the firm uses their existing brand in the current product category 

of the company, it is a line extension. And lastly, if the company uses their existing brand that is familiar to 

the consumers in a new product category, it is a franchise extension and is a method a company can use to 

enter a market, as they have the leverage of its most valuable assets – brand awareness, positive brand 

associations and attitude towards the parent brand (Tauber, 1981). 

As explained previously, extensions capitalizes on the company’s most valuable asset – their brand name. 

This provides a number of benefits such as immediate consumer awareness, minimalized expenses of 

launching a new product, a possible increase in sale for the parent brand and a reduced risk of failure of the 

new product due to the existing brand conveying existing benefits to consumer (Tauber, 1981). Tauber 

(1981p, 38) identifies certain necessary conditions for a successful extension: “The parent brand should 

provide leverage in the new category. There must be a rub-off of perceived superior know-how, effectiveness 

or appropriate imagery.” This means that consumers should perceive the extension to be consistent with the 

parent brand or they may be at risk of potential dilution of the parent brand, which is the major risk of 

extension (Tauber, 1981). Furthermore, Tauber (1981, p. 40) describes three criteria of the appropriateness 

of the franchise extension – perceptual fit, competitive leverage and benefit transfer. Perceptual fit concerns 

whether the consumer perceived the extension to be consistent with the parent brand. Competitive leverage 

is fulfilled when the parent brand provides leverage in the new product category, that their competitors in 

the new category do not have. Benefit transfer is present when a benefit associated with the parent brand is 

the same as offered from the extension (Tauber, 1981).  

Being a well-known brand does not mean that an extension will automatically be successful, as many factors 

are important as shown in Tauber’s study from 1981. In his 1988 study, Tauber identifies the key criteria for 

successful brand extension as fit and leverage. Tauber (1988) describes fit as: “when the customer accepts 

the new product as logical and would expect it from the brand. In other words – the brand is a logical fit.” 

Furthermore, Tauber (1988) describes leverage as: “when the consumer, by simply knowing the brand, can 

think of important ways that they perceive the new brand extension would be better than competing 

products in the category.” Tauber (1988) also argues that there are seven types of leverage that companies 

should consider when seeking to extend their brand, since these will make sure that a company is using their 

strengths and will enable them to capitalize on their attributes in the minds of the consumers. The leverages 
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listed below should all be considered by a company for their extensions, since they could be crucial for the 

success of the extension if they are present. The seven different types of leverage are (Tauber, 1988, p. 29-

30): 

- Same products in different form. A simple way to leverage a product by changing how a it is offered, 

such as a food brand offering a beverage, yoghurt as a frozen dessert etc. 

- Distinctive taste/ingredient component in the new item. Taking a component of the current product 

and making it a part of a new item in a different category, such as cookie flavored ice cream, licorice 

flavored alcohol etc. 

- Companion products. Brands who produce products that are usually used with compliments could 

start producing a companion product for their brand, such as batteries and flashlights, toothpaste 

and toothbrushes etc. 

- Same customer franchise. Introducing a new product to the existing customer based, that is believed 

to be a need for the consumers. 

- Expertise. An effective type of leverage where a brand can offer extensions in a current category 

where consumers perceive the brand of having special experience or knowledge. 

- Benefit/Attribute/Feature owned. If the brand is synonym with specific benefits or properties such 

as “softness”, “richness” etc. it can become dominant leverage for the introduction of an extension. 

- Designer Image/Status. Some brands offer status for their users and a new item could project their 

image to the consumers, such as Ferrari branded watches, cloth designers branding perfumes etc. 

 

In a later study of consumers evaluations of brand extension, Aaker and Keller (1990, p. 27) identifies two 

extension approaches – line extension and brand extension. They describe line extension as when a current 

brand name is used to enter a new market segment in its product class (Aaker & Keller, 1990). An example 

of line extension could be when a processed foods company that produces butter launches a line liquid butter 

for frying under their current brand name. Line extensions will add variation to the product category and 

could increase the size of the target group. Furthermore, they describe brand extension as when a current 

brand name is used to enter a completely different product class (Aaker & Keller, 1990). Entering a new 

market with a brand known from a different category is extremely complex and there is usually more risk in 

entering a brand in a new category than introducing a new variant in an existing category. This definition of 

brand extension is the one that is the focus of this thesis. An example of brand extension could be the brand 

Virgin that has extended from originally being a record store into new markets such as transatlantic travel, 

hospitality, mobile etc.  
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As mentioned previously, brand extension is an important part of modern marketing strategy and can be 

attractive to firms with high brand name recognition and image in order to enter new markets. The leverage 

of a strong brand name can substantially reduce the risk of a brand extension due to knowledge and 

familiarity of the brand (Aaker & Keller, 1990). The use of a recognized brand name on a brand extension 

provides brand recognition and will reduce the communication task of the company. Ideally extensions 

should enhance the core brand and reinforce its image, which can be helped by an extension developing 

name recognition and positive associations amongst a new target group (Aaker, 1990). 

Aaker & Keller (1990, p. 28) argues that the success of brand extensions often depends on certain 

assumptions about consumer behavior such as positive beliefs and favorable attitudes toward the parent 

brand and that negative associations are not created by the brand extension.  

One of the aims of Aaker and Keller’s study in 1990 was to explore how attitude towards a brand extension 

is formed. They found constructs relevant to the process and that affect the attitude towards the brand 

extension. The constructs discussed in the study is brand attribute associations, perceived quality of the 

brand, the fit between the two products and the difficulty of making the brand extension (Aaker & Keller, 

1990).  

Brand attribute associations are created in the minds of the consumers of a brand and could potentially be 

transferred to the brand extension. For most brand extensions these associations will be helpful to the 

extension, but some can be harmful. If the associations of the parent brand will also apply to the extension, 

it will likely have a positive effect. This means that whether the associations will transfer to the extension 

depends on factors such as appropriateness of the association for the new brand and strength of associations 

for the parent brand (Aaker & Keller, 1990).  

Strong associations can help communication and positioning of a brand but a focus on the specification of 

product attributes may be futile, since too many competitors with different specification of attributes may 

confuse costumers and decide based on intangible perception of quality of product instead, which makes 

competing on quality an attractive alternative. The perception of quality associated with a brand name can 

be key in a successful brand extension (Aaker, 1990). 

Attitude towards parent brand is based on the perceived attributes of the brand such as performance, 

features etc. and the consumers perception of the overall quality of the brand. A consumer perception of 

high quality of the parent brand should benefit the brand extension (Aaker & Keller, 1990).  
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Fit between the parent product and the brand extension is a key component of brand extension research in 

studies. Tauber (1988) argues that whether a consumer perceives a new item to be consistent with the parent 

brand is a key element in predicting the success of a brand extension. When the brand is a logical fit it can be 

perceived as superior to its competitors just from the brand name, which is a result of a transfer of perceived 

quality from the parent brand to the brand extension (Tauber, 1988). A poor fit on the other hand may 

stimulate undesirable beliefs or associations why Fit between the parent product and the brand extension 

should be important for the extension (Aaker & Keller, 1990). 

Aaker & Keller (1990, p. 30) suggests three dimensions of fit – two for the demand-side and one for the 

supply-side. The first fit measure is complement, which indicates the extent to which consumers view two 

product classes as complements. The second fit measure is substitute that is the extent to which consumers 

view two product classes as substitutes if one product can replace the use of another product and satisfy the 

same needs. Lastly, the third fit measure is for the supply-side and is transfer. Transfer concerns how 

consumers view relationships in product manufacturing and reflects on the perceived ability of a firm in one 

product class to make a product in a new product class (Aaker & Keller, 1990). If consumers do not see a fit 

between the parent product and the brand extension, the perceived quality of the parent brand may not 

transfer to the brand extension and could lead to negative associations or attitude towards the brand 

extension. 

 

Perceived difficulty of making the extension may affect the consumer evaluation of the brand extension. If 

the consumer perceives the extension as being trivial compared to a high quality parent brand, there is a 

potential for incongruity. An incongruity may trigger rejection of the extension if the consumer views the 

quality of the two products to be inconsistent (Aaker & Keller, 1990). Incongruity is caused if the consumers 

think that a trivial product is easy to make and that placing a strong brand in a trivial product category could 

lead to a higher price without an increased value from the product, which might lead to consumers feel a 

strong brand is exploiting their brand name (Aaker & Keller, 1993). 

 

Aaker and Keller’s (1990) study aimed to understand how consumers evaluate brand extensions based on 

their research findings and they offer observations from their study. One of the observations they made 

based on their study was that inferred attribute beliefs can both enhance and harm evaluations, which means 

that what might be a positive attribute for the parent brand is not necessarily favorable for the brand 

extension. Another observation was that a positive consumer perception of quality of the parent brand could 

lead to positive evaluation of the brand extension when there is a fit between the parent and the brand 

extension. It was also observed that of Aaker and Keller’s (1990, p. 30) three dimensions of fit between the 
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parent and the extension, transfer and complement were more important than substitute, which means that 

a fit on either transfer or complement might be adequate for brand extension evaluations. Lastly, the 

consumers perception of the difficulty of making the extension had a positive relationship with the evaluation 

of the brand extension if this was not an easy to make extension and the consumer would be more likely to 

accept the brand extension (Aaker & Keller, 1990). 

 

In their 1992 study, Keller and Aaker finds that the evaluation of extensions will depend on what comes to 

mind about the parent brand in the context of the extension and whether the information that comes to 

mind is viewed as positive or negative for the extension. More specifically, Keller and Aaker (1992, p. 36) 

argues: “Extension evaluations will then depend primarily on how salient or accessible the core brand 

associations are in the extension context, how relevant consumers perceive that information to be their 

extension evaluations and how favorable inferred associations are in the extension context.” 

Whether the salience of the parent brands associations is relevant depends on perceived similarity to the 

extension (Feldman & Lynch, 1988). The similarity between the parent brand and the intended extension 

could be based on a variety of dimensions, such as the previously discussed Aaker and Keller’s (1990) 

suggested three dimensions of fit – complements, substitutes and transfer. When the similarity, or the term 

previously used in both Tauber’s 1981 and 1988 studies as well as in Aaker and Keller’s 1990 study they 

describe as Fit, between the parent brand and the extension is perceived as good by the consumers, the prior 

knowledge the consumers have of parent brand will likely be relevant for the extension of the brand. This 

means that the more shared attributes between the parent brand and the extension, the more likely the 

consumers are to assume that the quality of the extension is similar to that of the parent brand and will thus 

lead to a similarly favorable evaluation of the extension (Keller & Aaker, 1992). 

Aaker and Keller further specifies the functions of extension evaluation in their 1993 study as: “the 

interaction of perceived quality of the core brand and the perceived fit of the core brand with the proposed 

extension, as well as perceptions of the difficulty of making the extension product.” This builds on the results 

from their previous studies and further enhances the importance of Fit as a key criteria for successful brand 

extension (Aaker & Keller, 1993). 

 

In a later study, Aaker (1997) suggests that extensions can also be vertical or horizontal, which refers to price 

and perceived quality in the eyes of the consumer. Brand extensions are usually horizontal, as brand will 

often stick to their current price and quality level. However, vertical extensions also exist where brand will 



 
 
 

25 

introduce products with a higher or lower price or quality than usually, but uses the same brand. This can be 

risky since these components are part of a brands image and changes may result in dilution. 

 

Nonetheless, vertical extension can be a viable option for brand extension if the company find opportunities 

in new categories, are experiencing a decrease in sale or the market sees increased competition from new 

entrants in an existing category. One way to establish vertical extension successfully can be by the use of sub-

brand, that are extensions using and additional name or symbol to distinguish the new product. Another 

strategy of vertical extension is to reposition the entire brand and change price and quality across all 

categories (Aaker, 1997). 

 

Extension evaluation and the importance of Fit 
Consumer evaluations of brand extensions are important, since they are believed to be a key element in 

indicating the success of an extension and favorable consumer evaluations are thought to be essential in 

developing brand equity. Consumer evaluations of brand extensions will depend on how consumers transfer 

beliefs and favorable attitudes towards a parent brand to the extension, as these brand associations will 

differentiate the brand from competitors (Grime, 2002). 

Until the consumers become familiar with a brand extension, consumers will likely base their evaluation of 

the extension based on brand knowledge of a well-known parent brand. Marketers will usually not spend a 

high amount of money on creating awareness for a brand extension, which results in an increased importance 

of a consumer’s parent brand associations since they will play an important role in forming initial opinions of 

a brand extension (Keller & Aaker, 1992). 

Customer response to extensions determines whether a brand can be extended successfully to a new product 

category. As mentioned above, customer evaluations of brand extensions have been found to be affected by 

the degree to which the skills and resources associated with the parent brand are perceived to fit with the 

extension. This means that consumers are expected to use current beliefs and brand knowledge about a 

parent brand to evaluate a new extension with the brand name. The level of perceived fit between the parent 

brand and the extension will determine to what extent brand associations are transferred and lead to a more 

favorable evaluation of the extension (Klink & Smith, 2001). 

 

When an extension is launched consumers will evaluate it on the basis of their attitude towards the parent 

brand and the new extension category. If consumers do not know the parent brand, they will evaluate the 

extension based solely on their experiences in the product category. If the consumer is not familiar with the 
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extension category, but is familiar with the parent brand, their attitude towards the extension will be formed 

based on their attitude towards the parent brand. If a consumer has knowledge of both the parent brand 

and the extension category, they will evaluate the extension based on the perception of fit between parent 

brand and the extension category, as explained previously. In this process perception of fit can influence 

extension attitude by mediating the transfer of attitude components from parent brand and the extension 

category to the new extension, as well as moderate the relative influence of brand and category attitude 

towards attitude of the extension (Czellar, 2003). 

 

In figure 6. seen below, Sandor Czellar (2003, p. 99) depicts how brand extension formation will lead to 

consumer behavior in the marketplace. Attitude towards parent brand and towards the extension category 

will influence perceived fit, but the attitude towards the new extension can also influence backwards and 

affect the attitude towards parent brand and extension category respectively. This means that a positive 

attitude towards the extension can have a positive effect on the attitude towards parent brand and extension 

category, but could also affect attitude negative if consumers negatively evaluate the extension. 

 

Figure 6. Basic model of the extension evaluation process. (S. Czellar, 2003, P. 99) 

 

 

Extending a brand into a new category can be viewed as more or less similar to the already existing products 

of the parent brand. The perceived similarity, also called Fit, is characterized by the number of shared 

associations, beliefs and attitude between the extension product category and the brand (Czellar, 2003). The 

evaluation of an extension will thus involve an assessment of parent brand associations and their importance 
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in the category of the extension. Consumers will have to evaluate each attribute or associations from the 

parent brand based on importance to the extension (Bhat & Reddy, 2001). 

 

In their 2001 study, Bhat and Reddy identifies two primary dimensions for consumers overall judgement of 

the extension fit with the parent brand – product category fit and brand image fit. (Appendix 1.1.) They 

explain the two categories as: “Product category fit refers to consumers’ perceptions of the similarity of the 

product categories of the extension and the parent brand. Brand image fit refers to consumers’ perceptions 

of the similarity of the extension’s initial image with that of the parent brand” (Bhat & Reddy, 2001, p. 114). 

When consumers perceive the product category fit as high, they may believe that the expertise of the parent 

brand in a category is useful in the extension. The credibility of the parent brand in the category may result 

in the transfer of positive evaluations from the parent brand to the extension. When consumers see a match 

between the specific image of an extension to be similar to that of the parent brand, the high level of brand 

image fit will likely result in enhanced transfer of positive attitude towards the extension (Bhat & Reddy, 

2001). 

 

In another 1991 study by Lawson, Milberg and Park, they find the perceived fit between the parent brand 

and the extension to be a function of both product feature similarity perceptions and brand concept 

consistency perceptions, as seen in their model in appendix 1.2. This is consistent with the later findings by 

Bhat and Reddy in their 2001 study on consumer judgements of Fit, presented above. Lawson, Milberg and 

Park (1991) describe the key functions of perceived fit as: “Product-feature-similarity perceptions depend on 

identifying the relationships between product extensions and the brand's existing products. Concept-

consistency perceptions rely on the extension product's ability to accommodate the brand concept.” Their 

study suggests that consumers will react less favorably to brand extensions that will lack fit on one of the 

functions of perceived fit and thereby has a partial fit, than to the extensions that have fit in both functions, 

which is a good fit. Extensions that have partial fit will have some brand-name associations that may affect 

consumer’s evaluations, even though these associations may be incomplete. A partial fit is definitely better 

than a poor fit where there is a lack of fit for both functions. This shows that the degree to which a consumer 

perceives an extension to be consistent with the brand concept is equally as important as the similarity 

between product categories (Lawson, Milberg and Park, 1991). 

Consumer reactions towards an extension could affect the quality perception of the parent brand. If the 

extension is dissimilar to the parent product and there is no perceived fit, the attitude towards a parent brand 

should not transfer to the extension as consumers might feel that the company is stretching too far outside 

of their product category in making the extension. This could result in lower evaluation of the parent brand 
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and a loss of credibility due to the dissimilar extension, especially if the parent brand is of average quality 

(Aaker & Keller, 1992). 

 

As a result of the above, Aaker and Keller (1993, p. 55-56) finds that the interaction between the perceived 

quality of the parent brand and the Fit of the extension only has a positive influence when the brand is not 

“stretched” too far. However, for a high quality brand the evaluation of the extension remained positive even 

with dissimilar extensions, which suggests that brand association quality is not affected by perceptions of fit. 

This means that high quality brands can be stretched farther and extend into more dissimilar categories, as 

has been seen with brands such as Yamaha, Jeep etc. (Aaker & Keller, 1993). 

 

Aker and Keller (1992) identify another important factor that will influence the evaluation of a brand 

extension, which is consumer perception of credibility of the parent brand. They define company credibility 

as: “the extent to which consumers believe that a company can deliver products and services that satisfy 

customer needs and wants. Company credibility should depend on the perceptions of the company’s 

expertise and trustworthiness” (Aaker & Keller, 1992, p. 37). An important factor that affects the consumer’s 

perception of company credibility is the assessment of quality and the success of a company’s current 

products, since a company will appear more expert in a category if they already have successfully introduces 

products in that category. The perception of quality may lead to consumers assuming that the quality of the 

extension will be at least reasonably good because of the parent brands expertise. This means that if the 

extension is seen to have roughly the same quality of the parent brand, the consumer perception of 

credibility should remain unchanged from parent brand to extension (Aaker & Keller, 1992). Aaker and Keller 

(1992) argue the following: “Greater perceptions of credibility and Fit should be associated with higher 

evaluations of the extension, since parent brand associations are more likely to be salient, relevant and 

favorable” (Aaker & Keller, 1992). 

 

In contrast to the above, if the extension is perceived by consumers to be of different quality as the parent 

brand it may result in different perceptions of credibility. If the extension is of higher quality than the parent 

brand it should result in more favorable consumer perception of credibility, since the parent brand will 

appear more expert and trustworthy. However, if the extension is of lower quality the consumer perception 

of credibility should be less favorable for the parent brand (Aaker & Keller, 1992).  

A good Fit not only have a positive effect on the brand extension but can also have a positive effect on 

consumer evaluation of the parent brand. Aaker (1990) suggests: “if an extension is introduced with a good 
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fit, is aimed at the appropriate consumer segments and is extended to the most relevant categories, the 

parent brand should be enhanced. The values of the parent brand can be enhanced by an extension that 

reinforces brand associations.” This means that extensions with a good Fit will result in greater enhancement 

of the parent brand than those with a poor Fit that risk dilution of the parent brand (Aaker, 1990). 

Negative impact of extensions 
 

Negative Fit 
As explained in the above section, the brand knowledge of the parent brand is perceived to be relevant for 

an extension, when the Fit between the parent brand and the extension is great. So the more attributes they 

share, the more likely the consumers are to assume that the quality of the extension is similar to that of the 

parent brand. This means that if the parent brand is evaluated favorably, the extension should likewise be 

evaluated favorably (Aaker & Keller, 1992). 

However, when the Fit is not as great and similarity between parent brand and extension is low, the extension 

will not be evaluated favorably. This means that low similarity and a lack of Fit between the parent brand 

and the extension will result in less favorable evaluation of the extension, regardless of how consumers 

perceive brand associations of the parent brand, since those associations will not be seen as relevant for the 

evaluation of the extension (Aaker & Keller, 1992). 

Dilution  
Brand extensions carry a risk of diluting that meaning of the brand name to consumers. Dilution is defined 

as: “a negative change in consumer beliefs” (John, Joiner, & Loken, 1998). Dilutions occurs when brand 

extension associations are inconsistent with the brand beliefs of the parent brand. A wrong extension may 

therefore risk damaging associations and confuse consumers. This is especially true if an extension is 

inconsistent with the brands image or fails to live up to expectations or the overall quality of the parent 

brand.  The result may be brand extensions influencing consumers’ feelings and beliefs about a parent brand 

negatively, particularly when a brand extension is perceived as inconsistent with the consumers’ expectations 

of the brand (John, Joiner, & Loken, 1998).  

A brand extension will present a new set of attributes or beliefs that will be either consistent or inconsistent 

with the current image of the parent brand. In their 1993 study, Barbara Loken and Deborah Roedder John 

suggests that information about an attribute of an extension that is inconsistent with the beliefs of the parent 

brand, will lead to dilution of their beliefs. Furthermore, they find that unsuccessful brand extensions can 

dilute the parent brand because of diminished favorable attribute beliefs, which may dilute specific beliefs 

associated with the parent brand (John & Loken, 1993).  
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Potential damage to the parent brand 

In his 1990 study, David Aaker notes that the failure of an extension might be desirable compared to having 

a successful extension that might damage the parent brand by creating new undesirable attribute 

associations that might damage the perceived quality or existing associations of the parent brand. However, 

Aaker (1990) finds three conditions where potential negative associations of an extension would be less likely 

to transfer to the parent brand. The first is when the brand associations of the parent brand is very strong. 

The second is if the extension and the parent brand are different and operate in separate categories. Lastly, 

negative associations are less likely to transfer from extension to parent brand when the difference between 

them is not so extreme as to be incongruous (Aaker, 1990, p. 52).  

Another potential threat of an extension is cannibalization, which might happen if the sales of an extension 

come at the expense of the parent brand. This would obviously impact the sale of the parent brand and 

decrease brand equity (Aaker, 1990).  

Brand Extensions in Sport 
The theory of brand extension presented in the above section is primarily based on extensions of products 

and services that operate in traditional markets. However, in recent years there have been a focus on how 

sports organizations can capitalize on brand strength and equity by extending their brand and potentially 

increase revenue. The opportunity of brand extension provides an opportunity for sports brands to capitalize 

on the popularity of their brand name of the sports organization. By extending their brand into new 

categories the sports organization could enhance emotional connection between the fans and the team, 

whilst giving fans a new way to show their loyalty to the team. A recent trend for sports organizations is to 

provide new leisure or entertainment opportunities for fans that is associated with the team brand, such as 

specific team broadcast shows, phone apps, sports camps etc.  

In a 2002 study, Artemisia Apostolopoulou identifies five main categories of extension products offered by 

professional sports organizations in order to give their fans an opportunity to experience the team in more 

than one way. These five categories are shown in Table 1 and are sport-related, entertainment related, 

media-related, information related and miscellaneous products with low perceived fit that.  

 

 

Table 1. Types of Extension Strategies employed by U.S. Professional Sport Teams (Apostolopouloua, 2002, 

p. 209). 
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What is interesting about these categories, is that not all of them fulfill the consumers perception of fit, which 

according to traditional brand extension theory could be negative for parent brand associations. 

Apostolopoulou (2002) elaborates: “a large number of extensions in the main categories were not considered 

traditional extensions of the organization, and in many cases had low perceived fit with the core product. 

Such "lowfit" extensions were introduced either under the name of the organization (e.g., the official team 

credit card), or as something separate, under a different name. Further, these extensions were owned and 

operated solely by the organization, or were under the joint control of the club and a club's corporate sponsor 

or another agency” (Apostolopouloua, 2002, p. 209).  The launch of low Fit extensions might not fulfill 

organizations goal of increasing revenue, but sports organizations might seek to accomplish a different goal 

with their extensions. In the 2002 study by Apostolopoulou, the interviews conducted with the marketing 

directors of 12 different U.S. sports organizations suggests that sports organizations might be willing to 

launch an extension with the sole objective of enhancing fans emotional connectedness with the team. This 

means that even though an organization does not benefit financially from the extension, the extension might 

still be a success if it establish a presence in a new category, build fan loyalty and strengthen fan 

identification. This perspective of extensions seem to be unique to sports organizations (Apostolopoulou, 

2002). 
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Perceived Fit of Sports Organizations 
The importance of perceived Fit for traditional brand extensions would imply that if a sports brand introduces 

an extension that is seen as similar to the parent brand and has some athletic characteristics, it should be 

embraced by the teams supporters. This suggests that fans perception of Fit between the parent brand and 

the extension should be higher for sport-related extensions (Apostolopoulou, Loukas & Papadimitriou, 2004). 

However, it could be a problem to achieve consistency between the extension and the organization brand 

due to the nature of sports. Ideally, sport franchises can offer a variety of sport-related and non sport-related 

products and services as shown in table 1. This means that strong sports brands that have high credibility 

among fans could extend their brands beyond their current category and feel comfortable exploring new 

markets, without compromising the perception of quality of the team brand (Apostolopoulou, 2002). 

Apostolopoulou, Loukas, and Papadimitriou in their 2004 study, finds a possible explanation for this, as they 

suggest: “it appears to be that sports fans either pay little attention to quality attributes of an extension 

product introduced by a team, or have low expectations for the quality of extensions offered by sports brands 

because they realize that this is not the team’s core business. Moreover, they might have different motives 

when purchasing an extension introduced by a sports team compared to a consumer brand’s extension 

product” (P. 41). This supports the notion that sports organizations can stretch their brand farther into 

dissimilar categories than traditional brands, because their fans are more receptive to extensions and sees 

them as ways to support their favorite team, even though the perceived fit with the parent brand might be 

low (Apostolopoulou, Loukas & Papadimitriou, 2004). 

 

In the 2002 study, Apostolopoulou analyzed the responses from the 12 interviewed teams regarding their 

successful and unsuccessful and identified six factors that will strengthen the chance of success for an 

extension (Apostolopoulou, 2002, p. 210): 

- The strength of the parent brand 

- The perceived fit between club and extension 

- The promotional support offered by the sport organization 

- The quality of the extension product 

- The distribution strategy 

- The management of the extension 

 

Brand Extension evaluation  

Consumers with favorable opinions of a team will likely have a favorable image of an extension by the same 

team. Favorable opinions of a sports team are often a result of a team performing well in their current 
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category, which may lead to an extension being associated with the quality and success of the parent team 

brand. However, even though high-performing teams may be in a better position to introduce extensions it 

does not mean that underperforming teams cannot introduce brand extensions. This is especially true if the 

underperforming team has a strong fan base that may still support extensions made by the brand in spite of 

poor performance of the parent team brand (Lee & Walsh, 2012).  

Fan identification 

Fan identification concerns the level of connection a sports fan feel with a tem. Highly identified fans are 

considered to be loyal consumers of the brand are likely to support team-related extensions. Research has 

shown that highly identified fans often will spend more time and money supporting their favorite team than 

fans with lower levels of identification (Branscombe & Wann, 1993). Highly identified fans have strong 

relationships with their teams and will unlikely change their attitude and behavior towards the team brand. 

In contrast, low identification fans will be more open to changes that might alter their attitude towards the 

team brand (Funk & James, 2001). Highly identified fans also recall a larger number of brand associations of 

their favorite teams than low identity fans, which leads to a stronger attitude towards that team brand (James 

& Ross, 2007).  

A 2010 study by Walsh and Ross suggests that minimal dilution will occur when introducing a new brand 

extension, since team identification from fans have a greater impact on brand equity than brand extensions 

have. However, their study supports the study of Funk and James (2001) and claims that brand extensions 

are more likely to dilute brand associations of consumers with low fan identification. The low identification 

fans are still an important part of the target market, since these fans still affect brand equity, why it is 

important to be aware of the risk of brand dilution. Sports teams are interested in increasing fans level of 

identification with the hope increasing brand attitude towards the parent team brand, but if brand 

associations are diluted it could have a negative impact on low identification fans brand loyalty towards the 

team brand (Ross & Walsh, 2010).  
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Case Studies 
In this chapter, the chosen brands for this thesis are presented. The first case is the Danish professional 

football club Brøndby IF and their esports extension Brøndby Esport. The second case is the Danish 

professional football club FC Copenhagen and their esports brand North, that is a new brand launched by FC 

Copenhagen and Nordisk Film in a joint venture into the esports market. These brand cases are chosen since 

both of them have entered esports, but they have done it in different ways, why it is interesting to compare 

the two cases. The focus of these case studies will be om the sports organizations creation of brand equity 

and how their entrance into esports might affect this.  

Brøndby IF 
Brøndbyernes Idrætsforening was founded on December 3rd 1964 in a result of a merger between the then 

two local sports clubs that offered a variety of different sports activities in Brøndby – Brøndbyøster 

Idrætsforening and Brøndbyvester Idrætsforening. It started as an amateur club, but in 1978 when the Danish 

football league and national football team was professionalized, Brøndby launched Brøndbyernes IF Fodbold 

that is the company behind their professional team. On May 15th 1987 the company was listed on the stock 

on the Copenhagen stock exchange and was thus the second football company in world to go public (Brøndby 

IF).  

From the beginning of their professional life the football club Brøndbyernes IF Fodbold have focused on their 

work with their youth and it is still prioritized to this day. The focus on developing talent is part of the clubs 

DNA and in recent years, Brøndby increased their commitment to developing talent by launching Brøndby 

Masterclass (Brøndby IF Masterclass).  

The club was promoted to the best Danish football league in 1981 and have been there ever since. Brøndby 

IF have won ten Danish Champoionships and the Danish cup a total of six times. Furthermore, Brøndby IF 

have played more than one hundred European Cup matches across the UEFA Cup (Now Europa League) and 

Champions league, with their biggest result being a semifinal of the UEFA Cup in 1991, which arguably is still 

the best Danish result in a European club tournament to this day (Brøndby IF) 

However, the last Danish championship was back in 2005 and the last victory in the Danish cup was in 2008, 

so despite being one of the biggest and most successful clubs in Denmark, Brøndby IF has not enjoyed success 

on the pitch in recent years. In spite of this, Brøndby IF is still a massively popular club all across Denmark 

and has the highest total spectator numbers in Denmark with an average of 11.382 Brøndby fans live at their 

games home and away, which is the highest amount in the Danish Superliga. 
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As well as their limited success on the pitch, Brøndby IF has also experienced a fair share of managerial 

disturbance. Brøndby IF has had no less than nine different CEO’s since long-time CEO and former chairman 

of Brøndbyernes IF Fodbold A/S Per Bjerregaard left the position in 2007 (Pedersen, 2016). The managerial 

turmoil resulted in financial mismanagement of the club and resulted in and the result was nearly 

catastrophic for the once most successful club in Danish Football history, as the club was close to bankruptcy 

in 2012 when a deficit of massive 266,6 million DKK was revealed and the club had an urgent need for 

liquidity.  In 2013 Brøndby completed a share issue that brought them 108,4 million DKK from investors and 

fans that wanted to save the club and survived their financial downfall (Moses, 2013). The worst years of 

financial turmoil in Brøndby IF, 2012 and 2013, were also the worst years for the football team as they placed 

9th in the league both years and narrowly escaped relegation on the last day of league play in 2013. 

In 2013 Brøndby IF got a new major shareholder and chairman of the board, as Jan Bech Andersen bought 

bought 32,29 pct. Of the share capital of the club (Ritzau Finans, 2013). This proved to be a turning point in 

the financial strategy of the club that was on the edge of bankruptcy, as the new chairman was determined 

to improve the reduce deficit and eventually break-even as a start to secure financial stability. In January 

2017, major shareholder Jan Bech Andersen obtained another 12,7 pct. Of the share capital and now owns 

the majority of Brøndby IF (Ritzau Finans, 2017).  

In 2016 results had improved on the pitch and the club made their last change at the CEO position when they 

promoted their CFO Jesper Jørgensen to CEO and included their director of sports Troels Bech to a part of 

the direction (Moses, 2013). As a result of this change and new collaboration at the managerial between the 

CEO and the director of sports, Brøndby IF presented a new strategy for the future called strategy 6.4. 

(Brøndby IF, 2016). The main goal of strategy 6.4. is to secure a sustainable Brøndby IF and focuses on the 

core values of the Brøndby IF brand. An interesting component of strategy 6.4. is the fact that Brøndby IF 

describes themselves as a national brand with strong ties to their geographical location in the western 

suburbs of the greater Copenhagen area and the culture of the area (Brøndby IF strategi, 2016)  

Furthermore, in their announcement of strategy 6.4. they Brøndby IF says: “At Brøndby IF it is all about 

community as it has been since the sports blub was born in 1964 and as it always will be. This strategy will 

create a sustainable Brøndby IF that builds on patience, credibility and lifelong community – we are going 

back to the core values” (Brøndby IF strategi, 2016). Strategy 6.4. includes six strategic areas of focus that 

will be implanted over two periods of four years. The six strategic areas of focus are (Brøndby IF, 2016). 

- Strong focus on pressure in their football games 

- The best talent academy 

- Joint development of people 

https://www.business.dk/detailhandel/broendby-if-fyrer-adm.-direktoer-soeren-vadmand-thomas-frank-siger-op
https://www.business.dk/oekonomi/broendby-if-bekraefter-aktietal-jan-bech-ejer-nu-524-pct
https://brondby.com/files/PDF/Strategi%206.4.pdf
https://brondby.com/files/PDF/Strategi%206.4.pdf
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- Most committed fans 

- High level of satisfaction for partnerships 

- Digitalization 

These six strategic areas of focus are crucial for the overall success for the company of Brøndbyernes IF 

Fodbold A/S, but also an important part in the development of brand equity for Brøndby IF.  

Brøndby Esport 
At February 9th 2017, Brøndby IF entered esports as they presented their new brand extensions – Brøndby 

Esport. Brøndby esport entered the game FIFA, which is a console (Playstation and Xbox) based football game 

created by EA Sports. Brøndby Esport presented three Danish FIFA-players all in the top 15 of the Danish 

FIFA-leaderboard and the goal is that Brøndby Esport will be able to compete for high placings at large FIFA 

tournaments (Brøndby eSport, 2017). 

In the presentation of their new brand extension Brøndby emphasized that community is the foundation of 

the Brøndby IF football club and business. They describe the community of Brøndby IF as: “The community 

at Brøndby IF is about strong bonds between the mother club (Brøndbyernes IF) and the professional division. 

Between fans and football players. Throughout the years this community has evolved and today the 

community has been established digitally” (Brøndby eSport, 2017).  

This means that the extension into esports is a direct consequence of Brøndby IF’s strategy 6.4 introduced in 

2016, where one of the strategic areas of focus is digitalization. This shows that Brøndby IF is committed to 

realizing their goals of strategy 6.4 through strategic moves such as brand extensions into new markets.  

Brøndby IF notes that esport is popular amongst the younger generation and is way for everyone to enkoy 

their interest of football, outside the game itself. Furthermore, an interesting observation is that Brøndby IF 

clearly states that they do not enter esport in order to generate short term profit, at least not at first. They 

explain their resons for entering the esport market as: “It is a way of engaging our ways of engaging our 

younger fans even more in Brøndby IF and an opportunity to provide a community for both younger and 

older generations that share a passion for Brøndby IF and the FIFA game” (Brøndby eSport, 2017). This means 

that the brand extension will not only fulfill the digitalization focus area of strategy 6.4., but also the focus 

on having the most committed fans of Brøndby IF.  

The fans will be a key part of Brøndby IF’s venture into esports, as Brøndby Esport has a goal of establishing 

a fan-based organization, where players can meet online, at Brøndby Stadium ort to FIFA tournaments locally 

and international. As a result of this, Brøndby Esport has collaborated with their main sponsor Arbejdernes 
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Landsbank and the libraries in the municipalities of the western suburbs of greater Copenhagen to create the 

biggest FIFA tournament of the area – AL Cup (Brøndby eSport, 2017). 

Brøndby IF explains the choice of FIFA as their chosen category of esports as follows: “We have decided to 

focus on the FIFA game at first since football is our DNA. There is a clear connection  between the primary 

activity of Brøndby IF and the interest in the FIFA game from our fans. FIFA is the most popular football game 

and connects people across gender, religion, age, geography and culture. It harmonizes with Brøndby IF’s 

vision of including and connecting people – not just through our activities in Brøndby IF but now also through 

the Brøndby Esport and the FIFA game (Brøndby eSport, 2017).  

FC København 
FC København (Also FC Copenhagen internationally), was founded on July 1st 1992 when two of the oldest 

football clubs, KB and B 1903, merged and created FC København. FC København had success on the pitch 

immediately as they won the Danish championship in their first season in 1993 and finished second the year 

after (FCK 1992-1994, 2017). 

After the successful launch of the new brand in the early 90’s, the football club suffered from an ailing 

economy, which resulted in the sales of their best players and disappointing results on the football field 

followed as a consequence hereof. In 1997 a group of investors lead by former now former chairman 

Flemming Østergaard entered the football club and established a new foundation of the business, that 

included a listing on the stock market under the name PARKEN Sport & Entertainment, following the purchase 

PARKEN (FCK 1995-00, 2017). The new business model and organization strengthened the football club and 

secured a sustainable and long lasting sponsorship deal with Danish brewery giants Carlsberg. The ambitions 

of the football club were huge, but a lack of continuity and stability on the pitch resulted in disappointing 

result (FCK 1995-00, 2017). 

As mentioned above the investors of FC København purchased PARKEN in 1997. PARKEN is the national 

stadium of Denmark and the home field of FC København. With this purchase, PARKEN Sport & Entertainment 

was born and the corporation gained the ownership of the football club FC København, the stadium PARKEN 

and started introduced a new company that rents out office spaces in PARKEN, called PS&E Ejendomme. In 

PARKEN Sport and Entertainment extended further increased their portfolio with the purchase of Lalandia, 

which is a holiday center that offers cottages to stay in and access to an aquadome, a leisure activities such 

as bowling and sports, restaurant, shops etc. In 2006 PARKEN Sport and Entertainment made their final 

addition to their corporation, as they bought Fitness DK that is the second larges chain of fitness centers in 

Denmark (FCK).  

https://brondby.com/esport
https://www.fck.dk/1992-94-en-fantastisk-start
https://www.fck.dk/1995-00-de-stille-90ere
https://www.fck.dk/1995-00-de-stille-90ere
https://www.fck.dk/indhold/fakta-om-fck
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After a slow second half of the 1990’s FC København hired director of sports Niels Christian Holmstrøm, which 

increased the quality of the football team again, as they won four Danish championships in the period from 

2001-2006 (FCK 2001-05, 2017). 

In the latter part of the 00’s FC København won a total of four Danish Championships and definitively 

dethroned their biggest rival Brøndby IF as the best and most successful team in Denmark. This period was 

also the start of FC København’s increased focus on international competition. It was in the latter part of the 

00’s that the team hired head coach Ståle Solbakken, who were able to make FC Købenavn contenders in the 

European cups. Since 2006 FC København has only missed a European group stage once and the culmination 

was the 2010/2011 season in Champions League, where FC København moved on from the group stage an 

qualified for the 1/8 finals for the first time for a Danish team and established FC Copenhagen as an 

international brand. This has made participation in European tournaments and the revenue gained from this, 

an important part of the strategy of the brand and is budgeted every year, which is quite unique for a Danish 

sports team, since participation in group stages of European leagues are rare for the other top teams of the 

Danish League (FCK 2006-11, 2017).  

After the most successful period in the history of the football club in the latter part of the 00’s, FC København 

fell victim to their own success as their coaching teams and key players moved on to bigger clubs in better 

leagues. Despite the change in personnel of the football team, FC København has managed to hold on to 

their top spot as Denmark’s best football team as they have won 4 Danish Championships in the 10’s so far. 

This resulted in FC København leapfrogging Brøndby IF for second most titles won in Denmark (10) as their 

12 titles since 1992 are second most of all times, only surpassed by one of their founding clubs KB (FCK 2012-

17, 2017).  

After Parken Sport & Entertainment became the owners of FC København in 1997 the football club has build 

a strong foundation based on financial success and similar success on the pitch, as they have become the 

best football club in Denmark with the best economy. Their international focus is rare in Danish terms, but is 

an important part of the FC København brand as they have succeeded in establishing an international 

awareness, as FC Copenhagen now regularly takes the pitch all across Europe. Success has become a part of 

the teams DNA. 

 North 
On January 3rd 2017, the Copenhagen based esport organization North was introduced. North is the result of 

a joined venture between football club FC Copenhagen and Nordisk Film, a Nordic entertainment company. 

Their joined esports organizations entered the esport market with a team that competes in the first-person 

shooter game – Counter-Strike: Global Offensive (CS:GO) (FCK eSport, 2017). 

https://www.fck.dk/2001-05-tilbage-paa-toppen
https://www.fck.dk/2006-11-succes-i-europa
https://www.fck.dk/2012-17-mod-nye-hoejder
https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
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The CEO of FC Copenhagen, Anders Hørsholt explains the motivation from FC Copenhagen to enter esports: 

““We are two leading companies within entertainment and sports venturing into eSport at the very highest 

level. We see great potential and have high ambitions with NORTH that will be among the worlds strongest 

from day one” (FCK eSport, 2017). Allan Mathson Hansen, CEO of Nordisk Film adds to the statement from 

Hørsholt: ““The esport business is characterized by high growth, digitization and a young audience. It is a 

natural extension of Nordisk Film’s existing business areas of film, cinemas, games and gift services. We want 

to create a strong fan based Nordic esport organization” (FCK eSport, 2017). 

In their announcement, FC Copenhagen and Nordisk Film describe their new organization as a multigame 

organization, which suggests that they are planning to enter different esport categories other than CS:GO. 

They also state that North strives to become a leading multigame organization in Europe, with multiple teams 

and players on the roster (FCK eSport, 2017). 

Chief Gaming Officer of North, Jacob Toft-Andersen argues that this entrance into esports by FC Copenhagen 

and Nordisk Film is positive for esports in the Nordic region in general: ““This is a major boost for eSport in 

the Nordic region. The level of ambition and organization is extremely high and with the support provided by 

F.C. Copenhagen and Nordisk Film NORTH will have the strong platform needed to compete with the very 

best. Already, we have one world-class team within Counter-Strike, but we want to expand to other games. 

There is a large talent pool and we see ourselves as very competitive when it comes to attracting and 

developing the best esport players” (FCK eSport, 2017). 

As a result of this, North presented an academy team in April 2017, which means that the organization now 

has two teams in CS:GO.  Since it is a part of the vision for North to professionalize esports in the Nordics and 

become a leading hub for esports in the nordics, it seems logical to expand by adding an academy team. 

North will provide the professional setup, organization and esport training facilities for their teams at F.C. 

Copenhagen’s home field at Telia Parken, to enable their teams to deliver great performances and results 

(FCK eSport, 2017). 

The venture into esport for F.C. Copenhagen is a highly professional one, where it is expected that the players 

will perform and achieve success. The high performance culture of F.C. Copenhagen also applies for their 

esport organization and North provides the opportunity to become the best team in the world. This is similar 

to the culture from the football club, since F.C. Copenhagen also strive to become the best team in the 

Nordics and expect results from their players. Furthermore, just as the focus of F.C. Copenhagen is on 

international competition, so is the focus of North. North are expected to perform in large international 

tournaments and targets an international market in the hope of profits.  

https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
https://www.fck.dk/nyhed/2017/01/03/the-north-is-here
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Analysis 
In this segment of the thesis, the cases will be analyzed with regards to the theoretical foundation of Brand 

Equity and Brand extensions. The aim is to investigate the proposed research questions and attempt to find 

answers. The arguments presented in this segment is based on the components of brand equity and brand 

extensions and seeks to outline and clarify key findings of the research question and research objectives. 

Following the introduction and the motivation if this thesis, my research questions are: 

How did the brand extension of Brøndby IF into esport affect their brand equity? And what factors might have 

convinced F.C. København not to use their brand name, but create a new brand when entering esport? 

What characterizes Brand Equity for professional sport organizations and what components of brand equity 

can sports organizations strengthen in order to increase brand equity in the minds of consumers?  

What are the key factors of identifying potentially successful brand extensions  for sports organizations? 

Research Objectives: 

Based on the theoretical foundation of brand equity, propose an updated theoretical framework for 

identifying the antecedent conditions that create Brand Equity for sport organizations. 

Based on the theoretical foundation of brand extensions, propose an updated theoretical framework for 

identifying possibilities for sports organizations to succesfully extend their brand into new categories. 

Another purpose of this thesis is to identify key factors that will contribute to successful brand extension and 

increase brand equity in the sports industry. Lastly, a proposed new framework for successfully extending a 

brand into the esport market will be presented.  

Brand Equity in professional sport 
The concept of brand equity is used by companies to define the value of and evaluate the strength of the 

brand in the minds of consumers. Brand equity is defined by brand assets and different frameworks and 

characterizations of the most important components of brand equity have been discussed in the theoretical 

foundation. The three main research’s used to identify the key components of Brand Equity were Feldwick’s 

(1996) three components of brand equity, Aakers (1996) four factors that impacts brand equity and Keller’s 

(1993) customer-based brand equity.  

As mentioned earlier, this thesis adopts a consumer based perspective of brand equity as I do not seek to 

measure brand equity, but wish to identify key components that can strengthen band equity for sports 

organizations, in the minds of the consumers. 
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However, since research of brand equity is often based on brands that offer products in traditional markets, 

the need for a framework that can identify components that can increase brand equity specifically for 

professional sport organizations was needed. Based on the existing research, Gladden, Milne and Sutton 

(1998) found that antecedent conditions would create brand equity based on how they are evaluated and 

perceived by the consumers. The brand equity derived from the perception of the consumers will lead to 

consequences that may increase or decrease the brand equity of the brand. Furthermore, Ross (2006) found 

additional antecedents that might influence brand awareness and brand associations, which are the values 

he introduces as spectator-based brand equity in his framework.  

It is important to identify the benefits for sports consumption in order to understand why consumers attend 

sporting events and follow sports. In their 2002 study, Gladden and Funk identified five constructs they 

classify as benefits in the professions sports organization industry: fan identification, peer group acceptance, 

escape, nostalgia and pride in place (Gladden & Funk, 2002, p. 59). The definitions of the five benefits were 

discussed in length in the theoretical foundation (This thesis, p. 16). 

By understanding the consumer benefits of consumption, sports organization can enhance factors of the 

brand equity components in order to affect brand equity in a positive way, by focusing on enhancing brand 

associations in the minds of the consumers. 

Based on the framework for brand equity in professional sport (Gladden, Milne and Sutton, 1998), seen in 

figure 3. and the proposed framework for spectator-based brand equity (Ross, 2006) in figure 4. I propose an 

optimal framework for brand equity in professional sport organizations and have identified the antecedent 

conditions of equity I view as most important for spectator-based brand equity and the consequences that 

can affect a sport organization positively or negatively.  

I propose that the optimal framework for spectator-based brand equity in professional sports should consist 

of the following antecedents of equity based on the research of Gladden, Milne and Sutton (1998) and Ross 

(2006), as well as new antecedent conditions introduced by myself: 
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Proposed optimal framework for spectator-based brand equity in professional sports 
 

Antecedents of Equity 

Team-related antecedents 

Team-related antecedents represent the factors that contribute to team performance  

Success 

Team success will create brand association and brand equity over time and is objectively the most important 

component of the sports organization. When your team is winning it is likely that it will result in increased 

ticket sales, merchandise sales, attract new sponsorship and increased exposure in media. Due to the nature 

of sport, success is not a given and is not necessarily something defined by wins and losses. Success often 

means meeting or exceeding the expectations of the fans as this would increase brand equity (Gladden, Milne 

and Sutton, 1998).  

Successful teams will satisfy a consumers benefit of identification with a particular team to fulfill the 

consumer’s need to identify with something successful or desirable (Gladden & Funk, 2002). Successful teams 

will increase brand equity by securing strong brand associations of success to satisfy this benefit of 

consumers. 

 Head coach  

A successful and proven head coach can enhance the brand equity of a team through publicity and 

expectations of success. This recognition of a head coach increases the visibility of the team in a media 

setting. A head coach can also directly impact the success of a team and therefore the consequence of the 

brand equity component associated with success. Popular head coaches can impact the creation of brand 

associations or even personify the image of a team (Gladden, Milne and Sutton, 1998).  

Star players. 

Star player’s equals media exposure and impact the success of the team and increases overall attractiveness 

of the sport product. Having one or more star players on your team will enhance the experience at games, 

as well as increase merchandise sales and ticket sales (Gladden, Milne and Sutton, 1998). A star player signing 

long-term contract with the team, might impact brand equity in the long run as the presence of a star player 

and could attract more star players and impact the success of a team. The presence of a star player on an 

unsuccessful team might outweigh the negative brand associations that would result from losing, which 
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makes the promotion of a star player even more important if a team experiences a decrease in success.  (Funk 

& Gladden, 1999). 

Organization related antecedents 

Organization-related antecedents are characterized as elements directly produced by the organization and 

are controlled by the management of the sports organization (Ross, 2006).  

Tradition 

The tradition of a team can be extremely valuable for sports organizations as values and traditions create 

important brand associations. Furthermore, a tradition of being successful might result in a club being 

perceived as a great team in spite of a decrease in success. Tradition can also be an important brand 

association for some fans, as they pride themselves in supporting a team with a rich history.  

Tradition will fulfill the benefit of nostalgic fans that longs for the past and memories of better and more 

successful times (Funk & Gladden, 2002). Teams with rich histories of success are able to satisfy the nostalgic 

feeling of reminiscing past victories and high-points in people’s lives. Even though a club might not be 

successful anymore, a consumer can still satisfy their needs by attending the games of their teams. 

Team Logo/Shirt Design 

The team logo and colors or shirt design generate brand associations and are important for recall and 

recognition of sports organizations, since low involvement consumers often associate sports teams with 

specific colors and shirt designs. 

Stadium/arena  

The stadium or arena can be judged based on comfort, functionality and aesthetics. As this is highly 

subjective, this might be perceived differently in the minds of consumers. The facilities surrounding an 

experience are important in the creation of brand both positive and negative.  

The stadium or arena of a consumer’s favorite team can benefit the consumer by providing an escape from 

everyday life. People tend to consume sport in other to escape from daily routines thus this escape that is 

provided by sport can increase brand association (Funk & Gladden, 2002). 
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Management  

Overall management of the sports club, financial responsibility and stability are all key conditions for the 

perception of management of a sports club. If management neglects to extend the contract of a popular 

player it might result in negative associations for fans.  

Team communication 

Team Communication concerns the availability of communication by a sports team. Important factors of 

team communication are: whether team is involved with fans, how often do they communicate, are they 

transparent with fans, what platforms do they communicate on, do they produce content for fans to 

consume etc. 

Market-related antecedents 

Market-related antecedents refer to the information about the brand, that is uncontrolled and unpaid for by 

the brand (Ross, 2006). 

Word-of-mouth  

Consumers might obtain awareness and develop images of the brand based on communication offered by 

other sources than the organization. This can be a double edged-sword as it can convey both positive and 

negative information about a brand. Often times, negative word-of-moth is weighed more heavily than 

positive and might influence brand equity negatively (Ross, 2006). 

Media coverage 

As with word-of-moth, media coverage can also increase brand awareness and brand associations. The media 

coverage refers to a sports brand being mentioned or covered in media outlets such as TV or magazines or 

being the subject of articles or segments about the brand. Even though organizations often collaborate with 

the media, they can’t control what they print or say. This means that the threat of negative publicity is present 

and could affect the brand negatively (Ross, 2006).  

Geographical location 

Brand identity is often formed based on geographical location, which could impact the brand associations of 

the team. Furthermore, awareness of a team is often higher if it is based in larger media markets, where they 

would receive more attention and exposure (Gladden, Milne and Sutton, 1998). 
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Pride in place refers to consumers’ affiliation with their hometown team, due to them representing their city. 

Consumers may view the team as rallying point for community and strong brand association may develop as 

a result of this benefit (Funk & Gladden, 2002). 

Competitive forces 

Competition can influence the brand negatively if the brand has to compete with more popular brands for 

the attention of consumers (Gladden, Milne and Sutton, 1998). The competitive level of a league may also 

influence perceived quality, as teams would rather watch a team compete against high-level opposition. That 

is why teams who play in the best and most competitive leagues of the world are perceived as being of higher 

quality, than teams that competes in leagues with lower competition. One way of increasing perceived 

quality of a team, despite of playing in a league with low competition, is to qualify for international league 

play with higher quality components.  

 Fan support 

Central to any sports teams brand equity is an established fan base that attends their matches. Support can 

be defined by size and loyalty and can include, ticket holders and TV viewers. Fan support is important for 

the stadium experience, as large crowds that are heavily involved in the games will usually have a positive 

effect on the brand associations of a team. 

Peer group acceptance is another benefit that sport provides as it fulfils consumers to feel approved and 

accepted by friends and family, by following a specific team. Positive associations with a particular team may 

increase due to a consumers need to belong to a particular group (Funk & Gladden, 2002). 

Experience-related antecedents 

Actual consumer experience  

This the experience consumers will have when they attend a sporting event is a key influence on brand equity. 

Consumers will often trust the experience they had with a certain brand other than previous information. 

Keller (1993) suggests that brand awareness is related to brand familiarity, which is constituted by the 

experiences that have been gathered by the consumer through experience. Repeated exposure to a brand 

will increase familiarity with a brand and thereby influence the brand equity component of brand awareness. 

The key takeaway from consumer experience is that if a consumer has a good experience with a brand, they 

are likely to consume again (Ross, 2006). The experience of the largely has to do with entertainment and 

consumers go to sport events to satisfy their need for entertainment. The game itself is of course an 

important part of the entertainment, but other factors such as spectator activities before the game or during 

intermission might impact the consumers association of the experience of a specific team.  
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Spectator-based brand equity 
These antecedents of equity are perceived in the minds of a consumer and leads to brand equity for the 

sports team. In this framework, I have adopted the brand equity components of Ross’ (2006) spectator-based 

brand equity and added one of the components of Gladden, Milne and Sutton’s (1998) conceptual framework 

of professional sports teams. This results in the brand equity components of my proposed optimal framework 

for spectator-based brand equity in professional sports being: 

 

Perceived Quality 
Based on the chosen antecedents in my proposed optimal framework for spectator-based brand equity in 

professional sports, I identify the most important factors that can strengthen the brand equity component 

of perceived quality as success, head coach, star players, management and competitive forces.  

Many of these factors will also enhance the other factors of brand awareness and brand associations, but I 

have identifies these five as the antecedents of equity that can strengthen the equity component of 

perceived quality of a sports organization.  

In order for a consumer to gain a positive perception of team quality, I identify success as the most important 

factor for consumers with low involvement, since the success of a team might be the only factor they can 

relate to. Furthermore, fans with low involvement might have a negative perception of a team based on the 

competitive level of their league, as fans might perceive a team as being of low quality based purely on the 

fact that they only play teams of a lower level.  

For high involvement fans that identify with a specific team, team success is not necessarily the main factor 

in the perception of quality. Fans might have a positive perception of some star players or a skilled head 

coach, which could outweigh the bad results and enhance the perception of quality for a team.  

The management of a team will mostly have a negative impact on the team, since they will often be the 

perceived as low quality if the sports organization is in financial turmoil or the team does not perform. 

However, when a team is successful it is rarely the management that will be credited, as this perception of 

quality will be factored as a result of head coaches and star players.  

 

 

Brand Awareness 
Aaker (1996) described brand awareness as the strength of brand name in consumer memory, which means 

that brands with high brand awareness will be present in the mind of the consumer when they are 
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contemplating a purchase in the specific product category. Keller (1993) finds that brand awareness can be 

measured through recall and brand recognition, which also impacts the purchase of a consumer. 

For sport organizations brand awareness refers to a consumers familiarity with a specific team (Gladden, 

Milne and Sutton, 1998). A consumer must first be aware of a product before they develop brand 

associations, why brand awareness is an important component of brand equity. Brand awareness is especially 

important with regard to low involvement consumers, since consumers will choose to attend games only 

based on their recognition of the brand. Large international sport brands such as, Barcelona, Real Madrid, 

Manchester United etc., will thus attract consumers all over the world regardless of involvement, as the 

awareness of these brands are extremely high and the perceived quality of the teams are high.  

In my proposed optimal framework for spectator-based brand equity in professional sports, I identify the key 

factors that influence brand awareness as word-of-mouth, media coverage, team communication and 

geographical location. Furthermore, other factors that could increase brand awareness are success, head 

coach and star players that were also factors that decided the perception of quality of a team. 

 

Media exposure and word of mouth are the most important factors for the brand equity component of brand 

awareness for low involvement consumers. Consumers who do not actively seek information of a team 

brand, will have to gain information through media sources that mention teams or do segments about teams. 

Furthermore, word-of-mouth is also an important factor of the creation of brand awareness of low 

involvement consumer, as they may begin to recall or recognize a brand after having heard about them. 

However, these factors can impact brand associations negatively for low involvement fans as they may 

generate all their brand associations based on information they receive, without involving themselves with 

the brand in any way. 

Brand awareness can also come as a result of geographical location. This might be the result of having a 

popular team in the city or region, which will automatically result in brand awareness since local media and 

local community would have strong brand awareness for the specific team. The marketing efforts of team 

brand might also be a direct result of strong awareness in their community, as teams might not focus on 

increasing brand awareness outside their local area (Gladden, Milne and Sutton, 1998). 

For high involvement fans that consume sport regularly, team communication might be a more important 

factor than external communication, such as the aforementioned Media exposure and word of mouth, as 

consumers that supports a specific team will often actively seek communication directly from the team, 



 
 
 

48 

which would strengthen awareness further and usually result in positive brand associations from the 

consumer. 

Lastly, I found that brand awareness could be increased in the minds of consumers due to success that would 

lead to increased media exposure and word of mouth in a local community. Another important factor that 

could increase awareness is the presence of a star player or a high profile head coach. If a team has a star 

player that stands out in the national league, it is guaranteed that media coverage of the team will increase 

and thus increase awareness. This might also be the case for a high-profile head coach that gains a large 

amount of exposure in the media and thus exposure to low involvement fans (Gladden, Milne and Sutton, 

1998). 

Brand associations 
As mentioned in the above segment, brand awareness is the first step in recalling a brand association, as 

brand associations are thoughts that come to mind immediately after the brand is recalled (Ross, 2006).  In 

other words, brand associations are the consumer perception of a brand is a key component of brand equity. 

(Aaker, 1996). For sports organizations brand associations represent the emotional identification with a 

sports brand and the excitement gained from attending sports events (Gladden, Milne and Sutton, 1998).  

In their 2005 study, Bauer, Saur, and Schmitt suggests the following about brand associations for sport 

organizations: “the strength of an association depends on the quantity and quality of a consumer’s 

information reception and processing; that is, the more a fan engages in information handling about a team, 

the stronger his or her associations will be. Second, an association is believed to be favorable if a consumer 

thinks positively about the matter under consideration. Applied to the sport context, a fan has favorable 

brand associations if he or she, in short, likes the team” (Bauer, Saur & Schmitt, 2005, p. 500). This definition 

is consistent with my research of brand associations based on the theoretical foundation of this thesis and 

provides an understanding of highly involved consumers of sports.  

 

In my proposed optimal framework for spectator-based brand equity in professional sports, most of the 

factors the can impact the components of brand equity, as they are all a part of the experience surrounding 

the team. However, I identify the key factors for positive or negative brand associations with as team as 

success, tradition, stadium/arena, management, team communication, geographical location, fan support 

and actual consumer experience. 

I identify success, fan support and consumer experience as the most important factors of the brand equity 

component of brand associations. Success is important, since it is the easiest way to determine positive or 

negative brand associations, as perceptions are decided based on whether the team is winning or not. As 
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mentioned earlier, success might be a bit more complex for high involvement loyal fans, but for low 

involvement fans, identity is a straightforward way to decide if a consume associates a brand with success or 

failure. Fan support is another way to determine as being a positive association or a negative association for 

low involvement fans, as they base their perception on number of spectators and overall atmosphere at 

home games in order to determine if they see this as a positive association or a negative association (Gladden, 

Milne and Sutton, 1998). Lastly, the overall consumer experience is also quite simple to associate as either 

positive or negative for low involvement consumer, as they can base their association solely on whether the 

perceived their sport consumption experience as positive or negative. 

Highly involved sport consumers may value more specific factors of the brand association component of 

brand equity. Factors such as tradition, stadium/arena, management, team communication and geographical 

location are more complex and requires knowledge about the brand and engagement with a specific brand. 

Tradition is mostly valued as a positive association for storied teams that have won championships and 

fielded legendary players. Usually this results of the association with the tradition of the team as being 

positive, but could in some cases be negative if the team brand is notorious for never having won anything 

(Gladden, Milne and Sutton, 1998). Stadium/arena experience will determine whether a consumer associates 

a teams home field with positive things such as comfort, functionality and aesthetics or a lack hereof will 

result in negative associations. Management are usually associated with success when they successfully or 

extend star players or hire a high-profile head coach. However, the management can quite as easily be 

associated with failure, when the fail to fulfill these factors or mismanage the economy of the team, leading 

to financial turmoil and resulting in a lack of trust towards the management (Funk & Gladden, 2002). Team 

communication are important for high involved fans that seek an active involvement with the team. If teams 

communicate regularly and directly to and with fans, it will result in positive associations of open, transparent 

and informative brands. Lastly, geographical location will lead to positive associations in the minds of highly 

involved fans, it the team brand is involved in the local community and represent the local values and beliefs 

of the area in which they reside. Negative associations may arise if a team brand does not seek involvement 

in the local community or does not honor the culture or core values of the area of its fans (Gladden, Milne 

and Sutton, 1998). 

 

 

Consequences of Equity 
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Similar to Ross’ (2006) proposed framework for spectator-based brand equity for professional sport 

organizations, I consider brand loyalty as a consequence of brand equity and rather than a component of 

brand equity. The consequences are derived as a result of a the brand equity and can either affect a sport 

organization positively or negatively. The consequences of the spectator based brand equity in my proposed 

optimal framework for spectator-based brand equity in professional sports are: 

Team Loyalty 

Aaker (1996), describes brand loyalty as: ”Brand loyalty refers to the degree a consumer will choose one 

brand over another based on experience and brand name.” This is supported by Feldwick (1996) that 

determines that brand loyalty is the consumers attachment to a brand.”  

Fans who are loyal to a team brand in sports likely possess strong positive attitude towards a team and 

consumer sporting experiences repeatedly. Negative perception of the team activities on the other hand 

would decrease the chance of a consumer becoming a loyal fan. In general it means that if consumers hold a 

favorable attitude towards a brand, it will likely lead to increased consumption (Ross, 2006). High 

involvement consumers that seek different ways to consume the brand and identify with the organization 

are likely loyal fans.  

Team loyalty is a consequence of the spectator-based based brand equity components presented in my 

proposed framework for spectator-based brand equity for professional sport organizations. Team loyalty is 

likely to be strong due to brand awareness in a the local area of the loyal fan, as well as positive brand 

association for the factors such as, tradition, attachment to the logo or shirt design, a wish to actively 

communicate with the team and fan support and atmosphere of the stadium and the overall experience of 

the teams sporting events.   

Media Exposure 

A high level of media exposure for a sport brand will increase brand awareness and thus brand equity. 

However, whether this will affect the organization negatively or positively depends on the nature of the 

media coverage. If the coverage is positive it will likely lead to positive brand associations, but if the media 

attention is bad, it might have the opposite affect and harm the brand. 

Merchandise sales 

Merchandise sale refers to the sales of apparel and other items associated with the team brand. People buy 

sports apparel, since it represents an image that is important to the consumer (Gladden, Milne and Sutton, 

1998). 
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Positive brand associations based on a popular star player or success in general can cause an increase in 

merchandise sales. Likewise, the introduction of a new shirt design may also cause an increase in 

merchandise sales. However, a decrease in sales might occur if the results are poor and the team has no star 

players or low involvement with the fans in general.  

Ticket sales 

Increased attendance at home games is often a direct result of winning and success in general. The increase 

can also be a result of exciting star players, a new high profile head coach with a new way of thinking and 

increased fan support. The increase in attendance should have a positive effect on the overall consumption 

experience as more attendees generally results in increased activity and enthusiasm associated with the 

attending experience (Gladden, Milne and Sutton, 1998). A drop in attendance on the other hand is likely a 

result of decreasing success, lack of exciting players or coaches or a drop-off in fan support. 

Revenue solicitation 

Revenue solicitation refers to the general addition of revenue at varying levels of sport. In general revenue 

solicitation consists of many different revenue stream depending on the level of sport. (Ross, 2002, p. 31-

32). 

At a professional level, revenues solicitation usually concerns the ability to attract and maintain corporate 

sponsors and naming rights. This means that a positive brand image and brand associations are important 

for sports brands, since the companies that sponsor the team, will be associated with their brand. (Ross, 

2006). Ross (2006) explains the importance of positive brand associations as: “a sport organization must 

create positive associations for the brand in order to solicit corporate sponsors and thus create positive 

consequences resulting from strong spectator-based brand equity.” 

 

The positive associations were discussed in length in an earlier segment regarding brand associations. In 

order to attract sponsors success is important as it may attract more sponsors. Positive associations regarding 

geographical location can be crucial in attracting local sponsors. Tradition should also be an important factor, 

since a sponsor would be associated with the core values and beliefs of the sports brand.  

 

Based on my proposed optimal framework for spectator-based brand equity in professional sports 

organizations, I suggest that perceived quality, brand awareness and brand associations form the spectator-

based brand equity and, in turn, have an effect on the consequences of sport brand equity (Ross, 2006). 

This framework will allow sport managers to identify the antecedents of equity that can be strengthened to 

create brand equity and provide an understanding of how consequences of spectator-based brand equity 
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will affect the brand equity of the sports organization. The aim of my proposed optimal framework for 

spectator-based brand equity in professional sports organizations is to help sport managers realize positive 

benefits of their brand that can enhance brand image, increase brand loyalty and increase revenue. 

 

Brand extensions for professional sports organizations 

Professional sports clubs have shifted their focus from short-term profit to long-term strategic focus of 

managing their brand. This has resulted in an increased focus of increasing brand equity and capitalizing on 

the value of their brand name. As a result of this brand extensions of professional sport organizations have 

become a common trend and sport organizations are extending their brands into existing and new 

categories like never before. However, there does not exist a framework for determining whether a 

extending into a new category would increase brand equity or risk harming the team brand. 

Based on prior brand extension research discussed in the theoretical foundation of this thesis and my 

proposed optimal framework for spectator-based brand equity in professional sports organizations, I will 

attempt to identify key factors that may affect the possibility of successful brand extension for sports 

organizations. This theoretical framework will provide an opportunity for sports organizations to evaluate 

whether brand extension into a specific new category would be possible, how the extension might impact 

their relationship with their fans and de determining whether the extension would strengthen their team 

brand and increase brand equity or risk harming their brand. 

Using my proposed theoretical framework for identifying potentially succesful brand extensions for sports 

organizations, I will evaluate the cases of how Brøndby IF and F.C. Copenhagen entered esport and whether 

the decision to enter esport has been good or bad for their brand equity. 

 

The concept of band extensions have been discussed in length in the theoretical foundation of this thesis The 

most valuable asset of the company is arguably their brand name. This provides an opportunity of increasing 

brand equity by entering a new market. The process of entering a new market by using an existing brand 

name enables consumers to recognize the brand name and project favorable associations of the parent brand 

to the brand extension (Aaker & Keller, 1990). Aaker and Keller (1990) argues that successfully extended 

brands will also strengthen brand associations for the parent brand and thus increasing brand equity, as a 

result of the extension.  
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The main risk of introducing brand extensions is dilution of the parent brand, which is a negative change in 

consumer beliefs. Dilution of the parent brand thereby risks decreasing brand equity of the parent brand 

(John, Joiner & Loken, 1998). 

As was the case for the traditional theory of brand equity, the theory of brand extension has also mostly 

focused on traditional consumer goods. However, some research has been done with a focus on how sports 

organizations can capitalize on brand strength and increase brand equity by extending their brand. For sports 

brands, extensions are recognized as additional revenues generated by strong brand equity. Gladden & Milne 

(1999) suggests that strong brand equity among professional sport organizations can increase the ability to 

extend their brands into new categories. 

By extending their brand into new categories the sports organization could enhance emotional connection 

between the fans and the team, whilst giving fans a new way to show their loyalty to the team. A recent 

trend for sports organizations is to provide new leisure or entertainment opportunities for fans that is 

associated with the team brand, such as specific team broadcast shows, phone apps, sports camps etc.  

In a study, Apostolopoulou (2002) identified five potential categories of extension strategies for sports 

organization, seen in table 1, The categories are sport-related extensions, entertainment-related extensions, 

media-related extensions, information related extensions and low perceived fit extensions. 

Not all of the presented categories fulfill the consumer’s perception of Fit, which according to traditional 

theory should be negative for parent brand associations. The most interesting part Apostolopoulou (2002) 

study was that the one of the reasons that sports organizations extend into low Fit categories is that some 

sports organizations are willing launch an extension with the sole objective of enhancing fans emotional 

connectedness with the team. This means that sports organizations might launch extension that might not 

generate revenue, but could accomplish different goals. (Apostolopoulou, 2002).  

In the study from 2002, Apostolopoulou identifies six factors six factors that will strengthen the chance of 

success of an extension: 

(Apostolopoulou, 2002, p. 210):  
 
- The strength of the parent brand  

- The perceived fit between club and extension  

- The promotional support offered by the sport organization  

- The quality of the extension product  

- The distribution strategy  
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- The management of the extension  
 

With the six identified factors that could strengthen the chance for success, Apostolopoulou (2002) was the 

first one who attempted to provide a framework for brand extension by sports organizations. However, later 

research has proved the model to be flawed, why the framework is not a reliable way of evaluating brand 

extensions of sports organizations. Because of this there is a lack of frameworks for evaluating brand 

extensions for sport organizations.  

As mentioned earlier, as a result of the lack of viable frameworks I have attempted to develop my own 

framework. Based on the theoretical foundation of this thesis, I have identified important factors that sports 

organizations should consider when entering new categories and used it to develop my own proposed 

theoretical framework for evaluating the possibility for sports organizations to extend their team brand into 

new categories. 

Theoretical framework for evaluating the possibility for sports organizations to extend their team 

brand into new categories 
 

As mentioned above, lack of frameworks for evaluating the possibility and implications of brand extensions 

for sports organizations, I have attempted to develop my own based in the theoretical foundation of this 

thesis. 

I propose a theoretical framework for identifying potentially successful brand extensions for sports 

organizations, which is as follows: 

Proposed framework for evaluating the possibility for sports organizations to extend their team brand into 

new categories.  

 

- Strength of Brand Equity  

- Identifying the extension type for an extension by a sports organization 

- Importance of perceived fit between the parent product and the brand extension in a sport setting 

- The ability to stretch their brand 

- Perceived consumer knowledge of extension category 

- Motivation and goals for entering the new category 

- Team loyalty and fan Identification 

- Risks of parent brand dilution or harmful consequences 
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I perceive the above eight factors as important considerations sports organizations must evaluate when 

extending their brand into a new category in an attempt to capitalize on the value of their brand name. I will 

now argue why these eight factors are important when considering a brand extension as a sports 

organizations.  

 

Strength of brand equity 
In my proposed optimal framework for spectator-based brand equity in professional sports  I term brand 

equity of sports organizations to be spectator based brand equity. In this proposed theoretical framework 

identified the key components for spectator-based brand equity as perceived quality, brand awareness and 

brand associations. These have already been discussed in length in my segment where I explained the 

proposed optimal framework for spectator-based brand equity in professional sports  

The three components of spectator-based brand equity perceived quality, brand awareness and brand 

associations are all vital parts of successful brand extension, why they have specific implications regarding 

their role in the evaluation of brand extensions. 

 

Perceived quality 

Aaker and Keller (1992) identifies that consumer perception of high quality of the parent brand 

should benefit the brand extension. This means that if the parent brand and brand extension share 

attributes, consumers are more likely to assume that the quality of the extension is similar to that 

of the parent brand, which would lead to a favorable evaluation of the brand extension. This would 

suggest that if a sport organization were perceived to be of high quality it should mean that 

consumers would also perceive a brand extension as high quality. 

 

Brand Awareness  

Until the consumers become familiar with a brand extension, consumers will likely base their 

evaluation of the extension based on brand knowledge of a well-known parent brand. This means 

that the evaluation of an extension is based on the salience of the parent brand (Aaker & Keller, 

1992). This suggests that until consumer interact or consumes with a brand extension, they will 

evaluate the brand extension based on the brand awareness of the parent brand. This means that 

brand extensions by sports organizations with a high level of brand awareness would likely be 

recognized as part of a team brand, but consumers would judge the brand extension on the brand 

associations of their parent brand. 
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Brand Associations 

The evaluation of the brand extension will depend on the assumptions consumers make based 

positive associations or attitude towards the parent brand. This would be positive for most brand 

extensions, as consumers positive brand associations may transfer for the parent brand to the brand 

extension. The transfer of these attitudes would depend on the strength of associations consumers 

have towards the parent brand and whether they perceive the associations of the parent brand as 

appropriate for the brand extension. For sports organizations this would most likely result in the 

transfer of brand associations from the team brand to the brand extension, as high involvement 

consumer would have strong positive brand associations with the parent brand. 

 

 

Identifying the extension type for an extension by a sports organization 
Apostolopoulou, (2002) identified five main categories of extension types that sports organizations employ. 

The reasoning behind entering new categories as an established sports brand is to provide an opportunity 

for fans to consume the brand in more ways than their main sports product. The five categories can be found 

in table 1. and are sport-related, entertainment related, media-related, information related and 

miscellaneous products with low perceived fit that. 

 

Sport-related extensions could be extensions such as, sports camps, youth leagues, tournaments etc. in 

general sport-related extensions are all extensions that concerns involves sport or is otherwise athletic 

activities. Sport-related extensions are closely related the main product of a sport organization, but 

extensions are not necessarily line extensions. Where an introduction of a youth team would be considered 

as a line extensions, other examples of extension types requires a sport organization to enter new categories 

and markets. 

 

Entertainment-related extensions can be the introduction of team mascots, half-time entertainment or fan 

zones with activities before matches. Although usually centered around the team brands sport events, 

providing entertainment for fans other than the actual game, would require a sport organizations to enter a 

new category. 

 

Media-related extensions can be TV or radio shows run by the sports organization to provide additional 

opportunities of entertainment for fans. 
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Information-related extensions refer to team publications and websites provide an opportunity to their 

highly involved fans to increase their information handling about the team (Bauer, Sauer, Schmitt, 2005). 

 

Low perceived fit extensions are extensions that are introduced under the team brand, but have no 

connection to the main product of the sports organization. It could be beverages with the team brand as its 

name or something more complex as advertising services. These may provide value for the fans that consume 

these goods, but in general the products seem to be a result of a brand stretching far into new categories 

(Apostolopoulou, 2002). 

 

 

Importance of perceived fit between the parent product and the brand extension in a sport setting 
Lawson, Milberg, and Park (1991) argue that two of the factors influencing a consumer’s acceptance of a 

brand extension are product feature similarity and consistency in brand concept. This means that consumers 

would be more likely to accept extensions with a high level of similarity with the parent brand. This concept 

is also referred to as Fit and is a key component of brand extension theory (Aaker & Keller, 1990). Fit refers 

to the similarity in brand image between the parent brand the extension product and is an important factor 

for evaluating the success of a brand extension. Fit is characterized by the number of shared associations, 

beliefs and attitudes between the extension product category and the brand (Czellar, 2003). Aaker (1990) 

finds that a good Fit will not only have a positive effect on the brand extension but can also have a positive 

effect on consumer evaluation of the parent brand. On the other hand, if similarity between parent product 

and brand extension and the Fit is poor, it stimulate undesirable beliefs or associations. This may result in 

less favorable evaluation of the extension, regardless of how consumers perceive brand associations of the 

parent brand, since those associations will not be seen as relevant for the evaluation of the extension (Aaker 

& Keller, 1992). 

However, it could be a problem to achieve consistency between the extension and the organization brand 

due to the nature of sports. Ideally, sport franchises can offer a variety of sport-related and non sport-

related products and services as shown in table 1. This means that strong sports brands that have high 

credibility among fans could extend their brands beyond their current category and feel comfortable 

exploring new markets, without compromising the perception of quality of the team brand 

(Apostolopoulou, 2002). 
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This would mean that if consumers see similarities or a logic fit between the team brand and the brand 

extension, they would embrace the brand extension. If the sports consumers perceive the fit between the 

parent brand and the brand extension as good the positive effect on the brand extension may even 

influence the consumers evaluation of the parent brand. In a study, Apostolopoulou (2002) noted that 

some categories of brand extensions for sports organizations seems to have very low fit, which according to 

traditional brand extension theory could be negative for parent brand associations. This could suggest that 

sports organizations operate under a different condition when it comes to perceived fit as some consumer 

might not care that the product is dissimilar to the team brand, due to their strong attachment to the team 

brand.  

 

The ability to stretch the brand 
In their study from 1993, Aaker and Keller finds that consumers’ evaluation of brand extensions for high 

quality brands were positive even with extensions that are dissimilar to the parent brand, which suggests 

that high quality brands can be stretched farther and extend into more new and dissimilar categories.  

 

This would suggest that if sports organizations are perceived as high quality in the spectator-based brand 

equity model, it would allow them to stretch their team brand into dissimilar categories, without the risk of 

harming their brand by entering this new category. This supports the notion that sports organizations can 

stretch their brand farther into dissimilar categories than traditional brands, because their fans are more 

receptive to extensions and sees them as ways to support their favorite team, even though the perceived fit 

with the parent brand might be low (Apostolopoulou, Loukas, & Papadimitriou, 2004). 

 

Perceived consumer knowledge of extension category 
When an extension is launched consumers will evaluate it on the basis of their attitude towards the parent 

brand and the new extension category (Czellar, 2003). Sports organizations that extend their brand into new 

categories may experience that their consumers may not be familiar with the new category or market they 

have entered. If the consumers are not familiar with the extension category, but are familiar with the parent 

brand, their attitude towards the extension will be formed based on their attitude towards the parent brand. 

Similarly, current consumers in the category or market that the sports organization has entered may not 

know the team brand, which would mean that those consumers would value the brand extension based 

solely on their experience in the product category (Czellar, 2003). 
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This means that a sports organization that enters a new market may not be able to attract new consumers 

or fans, before they have proved themselves in the category they have entered. As a result of this sports 

organizations need to evaluate their current consumers knowledge of the new category they have entered 

or have a strategy of how to attract new consumers in the category they have entered.  

 

Motivation and goals for entering the new category 
Sports organizations may have different motivations for entering a new category. They might enter some 

markets with a goal making a profit and increasing revenue solicitation of their team brand. However, some 

sports organizations may enter new categories with no intention of increasing revenue, but may be looking 

to increase a different kind of value – their brand equity. In a 2002 study, Apostolopoulou found that some 

sports organizations would not hesitate to introduce an extension that would just break-even, as long as it 

accomplishes other goals they might have. This is very interesting as it adds to the notion of sports 

organizations operating under different conditions when entering new categories, as goals such as building 

their fan base or improving their means of communicating with their fans can be much more valuable than 

short term profits, as they are working on the long term goal of increasing brand equity (Apostolopoulou, 

2002). 

 

Team loyalty and fan Identification 
Fan identification concerns the level of connection a sports fan feel with a team. Highly identified fans are 

considered to be loyal consumers of the brand and are likely to support team-related extensions (Wann & 

Branscombe, 1993). Fans with high involvement who identify with the team will likely spend more time and 

money supporting their favorite team than fans with lower levels of identification. Highly identified fans have 

strong relationships with their teams and will unlikely change their attitude and behavior towards the team 

brand (Funk & James, 2001). This means that consumers that identify with the team and have a high level of 

involvement with the team, would likely support and consume a brand extension from a team brand, as this 

would enable them to increase their consumption of the brand.  

 

 

 

 

Risks of parent brand dilution or harmful consequences 
A brand extension will present a new set of attributes or beliefs that will be either consistent or inconsistent 

with the current image of the parent brand. In their 1993 study, Barbara Loken and Deborah Roedder John 
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suggests that information about an attribute of an extension that is inconsistent with the beliefs of the parent 

brand, will lead to dilution of the brand and risk affecting brand equity negatively.  

 

However, Aaker (1990) finds three conditions where negative associations of an extension would be less 

likely to transfer to the parent brand. The three conditions are: when the brand association of the parent 

brand is strong, if the extension and the parent brand are different and operate in separate categories. Lastly, 

negative associations are less likely to transfer from extension to parent brand when the difference between 

them is not so extreme as to be incongruous. 

 

The findings of Aaker (1990) are good news for sports organizations as brand associations in the minds of 

their consumers are usually strong and sports brand often introduce brand extensions into completely new 

and different categories. Aaker’s (1990) findings are supported by a 2010 study by Walsh and Ross that 

suggests that minimal dilution will occur when sports organizations introduces new brand extensions, since 

team identification from fans have a greater impact on brand equity than brand extensions have. 

 

Even though risks of brand diluting are minimum for sports organizations, they still exist to some extent. Funk 

and James (2001) claims that brand extensions are more likely to dilute brand associations of consumers with 

low fan identification. The low identification fans still affect brand equity, why sports organizations are 

interested in increasing the level of identification for consumers, with the hope of positively influence brand 

attitude towards the parent team brand. If brand associations are diluted it could have a negative impact on 

low identification fans and decrease brand loyalty towards the team brand and ultimately brand equity (Ross 

& Walsh, 2010). 

 

 

 

 

 

 

Case study analysis 

As mentioned in the introduction, a recent trend for sports organizations has been to enter the esport 

market. In Denmark alone, four football clubs from the best Danish football league have entered esports. 

This new trend is interesting, since it has increased rapidly alongside esport and have thus outgrown the 
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traditional research of brand extensions. As a consequence, no real studies have been conducted on the 

effects brand extensions and their potential impact on brand equity for the team brand.  

Since no framework for the evaluation of brand extensions into the esport market exists, I have proposed a 

framework that attempts to identify factors that may impact the success and evaluations of sports 

organizations entering the esport market. The theoretical framework was presented in the previous segment 

of this thesis and I will now attempt to use the proposed theoretical framework for evaluating the possibility 

for sports organizations to extend their team brand into new categories on a real life case of two of the 

biggest football clubs in Denmark entering esports – Brøndby IF and F.C. København. 

Brøndby IF have entered the esport market through brand extension as Brøndby Esport. F.C. København on 

the other hand chose to enter esports through a joint venture with Nordisk Film and decided to create a new 

Esport organization called North, instead of using their own brand name and enter the market through brand 

extension.  

Through my proposed theoretical framework for identifying potentially successful brand extensions for 

sports organizations, I will attempt to analyze what could be the reasoning behind F.C. København deciding 

against using their own valuable brand name and decide to go through the process of introducing an entirely 

new brand. I will compare these findings to the findings in the Brøndby IF brand extension case in order to 

analyze the pro’s and con’s of using an established brand names of sport organizations. 

The Brøndby IF brand extension case 
As mentioned above and in the presentation of the case studies, Brøndby IF decided to enter the esports 

market through a brand extension. I will evaluate their case through my proposed theoretical framework for 

identifying potentially successful brand extensions for sports organizations, how it might affect the 

relationship with their fans and whether the brand extension have affected their brand equity positively or 

negatively. 

Strength of brand equity 

Brand equity in my proposed optimal framework for spectator-based brand equity in professional sports 

consists of the three components - perceived quality, brand awareness and brand associations. As that is my 

proposed framework for brand equity, the strength of brand equity for Brøndby IF will be analyzed based on 

that framework in a brand extension context. 

Perceived Quality 
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Brøndby IF is perceived as a high quality sports brand due to their historic and recent success, which should 

benefit their brand extension into esport. Due to Brøndby IF being perceived as a quality brand, the shared 

attributes of Brøndby IF and Brøndby esport should result in fans assuming that the quality of Brøndby Esport 

is comparable to that of Brøndby IF. 

The attributes of Brøndby IF can be transferred to Brøndby Esport, as the esport department of Brøndby 

shares some of the same key characteristics such as a focus on developing talent and the commitment to 

involvement in the local community. 

Brand Awareness 

As brand awareness is extremely high for the brand Brøndby IF in Denmark, Brøndby IF will be evaluated 

based on the salience of Brøndby IF. Until the fans of Brøndby IF actively seek to interact with Brøndby Esport 

they would be judged on the brand associations of their brand. 

Brand Associations 

Brøndby Esport will be evaluated based on consumer attitude towards Brøndby IF. This is mostly positive, as 

the positive brand associations of fans will transfer from Brøndby IF to Brøndby Esport. As the many fans of 

Brøndby IF have high involvement with the brand, consumers would have strong positive brand associations 

with the parent brand.  

Based on the three components of my proposed optimal framework for spectator-based brand equity in 

professional sports it is evident that Brøndby IF has strong spectator-based brand equity. The presence of 

strong brand equity would enable Brøndby IF to start the implementation of a Brand Extension into esport. 

Now they would have to evaluate if this possibility is something the believe could successfully increase brand 

equity, based on the remaining seven factors in my Proposed framework for evaluating the possibility for 

sports organizations to extend their team brand into new categories. 

Identifying the extension type for an extension by a sports organization 

Determining what kind of extension type a move into can be tricky due to the nature of esports. As mentioned 

in the presentation of the brand cases, Brøndby IF entered FIFA, which is a football game. This means that 

the extension could potentially be identified as a sport-related extension, since it has a focus on the main 

activity of Brøndby IF. Another potential opportunity could be entertainment-related if you view esport as 

entertainment rather than sport.  

In their press release with the announcement of the brand extension into esport, Thomas Skov, the marketing 

director of Brøndby IF said: “We have at first chosen to focus on the FIFA game, as football is our DNA. There 
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is a clear connection between Brøndby IF’s primary activity and the interest in the FIFA game from our fans” 

(Brøndby eSport, 2017). Based on this statement, Brøndby esport should be identified as a sport-related 

extension. 

Importance of perceived fit between the parent product and the brand extension in a sport setting 

Building on the above quote regarding the connection between the FIFA game the primary activity of Brøndby 

IF, a perceived fit between Brøndby IF and Brøndby Esport is established. The similarity in brand image 

between Brøndby IF and the brand extension Brøndby Esport might determine the as a good fit, which could 

have a positive effect on not only the brand extension but also on Brøndby IF, which would increase overall 

brand equity in the minds of consumers (Aaker, 1990). 

The ability to stretch the brand 

As it was determined earlier that Brøndby IF is a high quality brand it allows them to stretch their brand 

further into new categories. However, even without the perceived high quality of Brøndby IF, the nature of 

sports organizations allow them to stretch farther into dissimilar categories, than traditional brands 

(Apostolopoulou, Loukas & Papadimitriou, 2004). 

Perceived consumer knowledge of extension category 

Going back to the announcement of their esport team, Brøndby IF mentions that through the FIFA game both 

professional players, young talents and fans of Brøndby IF found a way to enjoy their interest in football 

outside of the actual sport (Brøndby eSport, 2017)  

This suggests that Brøndby IF recognizes that many fans are already familiar with the game, as they play it 

themselves or may now somebody who do. This ensures that when they enter the esport market, their highly 

involved fans would continue to support their brand extension Brøndby Esport. 

Motivation and goals for entering the new category 

It is important to identify the goals that the team brand wants to achieve by extending into a new category. 

In the case for Brøndby IF, the motivation for entering esport was clear and they also established a goal for 

their brand extension, as Thomas Skov says: “We are not introducing a new business for Brøndby IF. Not at 

first at least. This is a way of engaging our younger fans even more in Brøndby IF and to provide both the 

older and younger generations that share a passion for Brøndby IF and FIFA, a community inside the universe 

of the FIFA game” (Brøndby eSport, 2017). 
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This clearly shows that the motivation for Brøndby IF is to increase the emotional connection between the 

fans and the team brand even more, as well as cultivating a potential new fan base. This is consistent with 

the Apostolopoulou (2002) findings, that stated that sports organizations might introduce brand extensions 

with no goal of monetary gain, but a wish to increase brand equity.  

Team loyalty and fan Identification 

Fan identification determines the level of connection a sports fan feel with a team. The fans with a high level 

of identification are considered loyal fans that are likely to support all team-related extensions, due to the 

strong relationship they have with the team brand.  

In Brøndby IF’s strategy 6.4. (Brøndby IF, 2016), one of the touchpoints was to have the most engaged fans. 

This shows that Brøndby IF has a strategic focus on increasing fan identification. And one of their visions of 

the brand extension of Brøndby Esport is planned fan based organizations with Brøndby Esport that offers 

practice areas at Brøndby Stadium or the possibility of competing in FIFA tournaments in Denmark and 

internationally (Brøndby eSport, 2017). 

Risks of parent brand dilution or harmful consequences 

The risks of parent brand dilution exists when the brand image and beliefs are not similar between parent 

brand and brand extension. However, as there exists a strong perceived fit between Brøndby IF and Brøndby 

Esport, the risks for team brand dilution none existing. Furthermore, Aaker (1990) found three conditions 

where negative associations of an extension would be less likely to transfer to the parent brand. These 

conditions generally decrease the risk of brand dilution for sport organizations, due to the high involvement 

nature of sports fans.  

Based on my proposed theoretical framework for identifying potentially successful brand extensions for 

sports organizations, I have analyzed the key factors for identifying the potential for a successful brand 

extensions and found that Brøndby IF’s brand extension into esport has big potential for success.  

 

First of all, the brand equity of Brøndby IF is strong, which enables them to enter a new category through a 

brand extension. If brand equity would have been weak, it would not have been possible to complete a 

successful brand extensions, due to low brand awareness and a lack of positive associations in the minds of 

consumers. Without established brand equity, it should not be possible to introduce a successful brand 

extension for sports organizations.  
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When analyzing the other seven factors that can potentially identify successful brand extensions, it becomes 

apparent that Brøndby IF chose the game FIFA as there brand extensions into esport for a reason. Brøndby 

IF describes a clear connection between their primary activity of football and their brand extension Brøndby 

Esport. This establishes a strong Fit between Brøndby IF and Brøndby Esport and allows for transfer of brand 

associations from Brøndby IF to Brøndby Esport, which is important for evaluating the success of the 

extension. Brøndby IF has also chosen to enter a category of esport that they know that a lot of their current 

fans has a knowledge of, which should result in the fans continuing to consume their brand and support 

Brøndby Esport. Furthermore, Brøndby IF has entered esport as a part of their strategy 6.4. (Brøndby IF, 

2016) and the brand extension fulfills two touchpoints of their strategy, digitalization and more engaged 

fans. A focus on fan identification seems to have directly impacted the choice of FIFA as category in esport, 

since it has enabled fans to become even more involved with brand as they can participate in community 

tournaments and later join a fan-based organization. Lastly, due to the perceived Fit between Brøndby IF and 

Brøndby Esport and the nature of sports organizations, there exists no chance of parent brand dilution. 

 

The brand extension fulfills all the factors in my proposed theoretical framework for identifying potentially 

successful brand extensions for sports organizations, which should conclude that the potential for success is 

big for Brøndby Esport. 

 

The F.C. København case 
As mentioned in the presentation of the cases, F.C. København has chosen to enter esport through a joint 

venture with Nordisk film under the new organization North. They entered esport in the category Counter-

Strike: Global-Offensive (CS:GO), which is a first-person shooter game. 

 

As F.C København has chosen not to use their brand name for their entrance into esports, their organization 

is not a brand extension. However, I still believe the case is relevant, as my proposed theoretical framework 

for identifying potentially successful brand extensions for sports organizations could be flipped to identify 

why F.C. København might have decided that the organizations potential for success would be better under 

a new organization rather than as a brand extension of F.C. København. In order to do this, I will analyze the 

framework as is trying to identify whether a brand extension as F.C. København Esport would have had a 

potential for success.  

 

Strength of brand equity 

Perceived quality 
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As was the case for Brøndby IF, FC København is highly succesful and decorated football club and is perceived 

as a high quality sports brand, which would have resulted in shared attributes with their potential brand 

extention and entrance into CS:GO. Some of the attributes their CS:GO team shares with their F.C. København 

is international quality and the highest level of professionalism. 

 

Brand awareness 

Brand awareness is also extremely high for F.C. København and might be even more than for Brøndby IF as 

F.C. København regularly qualifies for European league play and receives international media exposure. This 

means that a potential brand extension into esports would have been evaluated based on the saliend of the 

F.C. København brand. 

 

 

 

Brand associations 

As F.C. København also has many high involvement fans, positive brand associations would transfer from F.C. 

København to a potential brand extension. 

 

Based on the three components of spectator-based brand equity in professional sports, it is clear that the 

brand equity of F.C. København is strong, which means they could potentially implement a brand extension. 

 

Identifying the extension type for an extension by a sports organization 

Identifying the extension type for a potential brand extension into CS:GO poses an even greater challenge 

than for FIFA. The competitive nature of esport, might qualify the extension as sport-related, but I have 

decided to identify the extension type as entertainment-related, as CS:GO is in general is viewed as 

entertainment and not sport, and it does not fit the main activity of F.C. København. 

 

Importance of perceived fit between the parent product and the brand extension in a sport setting 

CS:GO does not fit the main activity of F.C. København as it has no relation to football, which means that 

there is a dissimilarity between the parent brand and the brand extension. When a Fit is poor, it could 

stimulate undesirable beliefs or associations, which would result in less favorable evaluation on the 

extension, regardless of how the fans would perceive brand associations of F.C. København (Keller & Aaker, 

1992).  
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However, due to the nature of sports organizations it can be difficult to achieve consistency between 

extension and the team brand. Apostolopoulou (2002) claims that ideally sport organizations should be able 

to offer a variety of both sport-related and non-sport-related products and explore new markets without 

compromising the perception of quality of the team brand. Furthermore, Apostolopoulou (2002) suggests 

that sports organizations operate under a different condition, as fans might not care about a lack of Fit 

between brand extensions and parent product, due to a high level of identification with the team. 

 

The ability to stretch the brand 

Aaker and Keller (1993) suggest that high quality brands can stretch their brand in more dissimilar categories. 

As F.C København is a high quality sports brand, they should be able to extend their brand into a dissimilar 

category without the risk of harming their brand (Apostolopoulou, Loukas & Papadimitriou, 2004). 

 

Perceived consumer knowledge of extension category 

CS:GO is major videogame that has been around for more than 15 years, so many consumers should have 

heard about it. What might pose problem for F.C. København is that not many consumers of CS:GO has heard 

about F.C. København. This means that consumers would have to judge the extension based solely on the 

product category. This would mean that F.C. København would have to buy a team of high quality players 

that are well known at the international level. And this was just what they did, as explained by CEO of F.C. 

København, Anders Hørsholt: “We see great potential and have high ambitions for the team, that we will be 

among the worlds strongest from day one.” (FCK eSport, 2017).  

 

Motivation and goals for entering the new category 

As seen in the Anders Hørsholt quote in the above section, the motivation was to buy a world class CS:GO 

team that could achieve the goal of their entrance into esports as one of the worlds best teams. This is 

consistent with the overall goals of F.C. København as their goal is a similar wish to be one of the best teams 

in Europe and definitely the best team in Denmark. 

Team loyalty and fan Identification 

F.C. københavn has a lot a loyal fans with high levels of identification and that would be likely to support a 

brand extension into a new category if it had the same brand as their favorite team. 

Risks of parent brand dilution or harmful consequences 
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As mentioned earlier, the Fit between F.C. København and a potential brand extension into CS:GO might not 

be the best, but due to the nature of sports and the perception of quality of the F.C. København brand, results 

in the risk of parent brand dilution very small. They would also fulfill at least two of Aaker’s (1990) conditions 

for avoiding the transfer of negative associations from potential brand extension to F.C. København. 

Based on my proposed theoretical framework for identifying potentially successful brand extensions for 

sports organizations, I will now analyze my findings for a potential brand extending of F.C. København into 

CS:GO. 

As was the case for Brøndby IF, the brand equity of F.C. København is strong and would allow them to make 

a potential brand extension. However, the dissimilarity between the potential brand extension and F.C. 

København might have been the reason for F.C. København’s decision not to enter CS:GO through a brand 

extension, even though the nature of sports and perceived status of a high quality brand would have 

cancelled all potential risk of brand dilution. Another potential reason for not choosing to use the strategy of 

brand extension, could be the fear of the CS:GO team project failing and F.C. København not wanting to be 

associated by brand with failure. 

In spite of being perceived as a poor Fit, there is a very realistic chance of the brand extension succeeding 

due to F.C København status as a high quality sports brand and the nature of sports. By choosing not to enter 

CS:GO F.C. København takes the safe way into esports and makes sure that the brand equity of the F.C. 

København brand is not jeopardized. 
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Conclusion 
This thesis has provided several important insights for my research of brand equity and brand extension in 

a sport setting. On the basis of the research design based on exploratory research and a comparative case 

study, the research questions have been answered and new proposed frameworks have been devolped. 

The theoretical foundation of this thesis was based on traditional research of brand equity and brand 

extension, as well as these theories in a sport setting. Due to the exploratory nature of this study I have 

research as much theory on the relevant subjects  

Based on my research questions I can conclude that the need for an optimized framework for theoretical 

framework for identifying the antecedent conditions that create Brand Equity for sport organizations was 

present, so based in existing theory I added new antecedents to an existing framework and adopted the 

spectator-based brand equity description to my optimized framework. My spectator-based brand equity 

description does however differ from the original, proposed by Ross (2006), as I have identified an additional 

component of brand equity. I now identify the key components of spectator-based brand equity as perceived 

quality, brand awareness and brand association.  

Furthermore, I also recognized a lack of modern frameworks for identifying key components of potential 

successful brand extensions. Based on existing theory I developed an updated model and provided more key 

factors that needs to be evaluated for companies to identify the potential success of a brand extension. 

By identifying and adding the needed factors to my proposed theoretical framework for identifying 

potentially successful brand extensions for sports organizations I was able to conclude that the key 

factors of identifying potentially successful brand extensions for sports organizations were, strength 

of brand equity, identifying the extension type for an extension by a sports organization, Importance 

of Perceived Fit between the parent product and the brand extension in a sport setting, the ability 

to stretch the brand, perceived consumer knowledge of extension category, motivation and goals 

for entering a new category, team loyalty and fan identification and risks of parent brand dilution. 

 

Lastly, I concluded that Brøndby IF’s brand extension into esport had a positive effect on brand equity, by 

using my proposed theoretical framework for identifying potentially successful brand extensions for sports 

organizations. And determined that the reason for the choice of F.C. København to not use their team brand 

name, was most likely the fear of hurting their team brand equity if negative associations from their CS:GO 

team may dilute their brand. 
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