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Abstract 
Within the Danish sport industry, it is not surprising that football, as in many European 

countries, is the most popular sport. In Denmark, basketball is only the twenty-fourth sport for number 

of Federal members. Despite its lack of popularity, there is a men professional league, BasketLigaen, 

which stands in the shadow of football and strives to compete for Danes entertainment expenditure. 

The League has been concentrating the efforts on filling up the sport arenas in order to make people 

aware they exist.  

Among the facets that in the existing literature have been considered to improve 

BasketLigaen product and its popularity, the fan experience delivered in sport arenas and off field 

initiatives have been rather underestimated. The fact that, nowadays, products and services alone 

does not give businesses competitive advantage nor provides added value to customers, urges 

companies to differentiate. Even more so this is valid for Danish basketball to stand out in a football-

dominated industry: actual evidences of NBA and Euroleague pinpoint the importance of the 

experience besides the game itself. 

Therefore, the purpose of this master thesis is to provide BasketLigaen and the teams with 

possible improvements of the fan experience in combination with ideas for initiatives and activities 

occurring other than the game day. In this respect, the main theory adopted is service design. 

Service design discipline has guided and informed the researcher throughout the entire research 

process, giving a structured approach to investigate the actual situation and helping in defining the 

methodological choices. 

Other theoretical frameworks have been included in the thesis in order to support the 

research: experience economy which is the context where service designers work in, sport and event 

consumer behavior to uncover the reasons for consumption and sport and event management as 

the areas affected by the improvements proposed. 

The main power of service design is to individualize the actual problem from the perspective 

of customers, the end-users of a service, enabling the implementation of experiences that respond 

to existing problems highlighted by people. Therefore, in this thesis, sport consumers are involved 

in the process and engaged in a conversation which is based on their level of attachment to Danish 

basketball (generally interested, spectators and season-ticket holders). 

The suggestions provided have good reason to be potentially successful because already 

implemented in other leagues, as brought to light by the background knowledge of the researcher, 

and due to the fact that have been informed by meaningful insights gathered from sport consumers 

and successively tested with them. 
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Introduction 
Leisure occupies a prominent role in modern lifestyles, until being accepted as part of human 

rights and needs. The reason lays on the fact that leisure contributes significantly in improving the 

quality of life at individual and community level (Marans & Mohai, 1991). Moreover, besides the 

cultural and social meaning, leisure “is a substantial sector of government and it is a growing market 

phenomenon, providing jobs, incomes and economic development” (Cushman et al., 2005:1). 

Any leisure activity is characterized by “being non-serious, non-productive, fun, enjoyable, 

unpredictable, creative and escapist and may involve both personal and social development” (Bull 

et al., 2003:37). 

Sport, in particular, is considered “one of the most powerful vehicles humans have ever 

created to satisfy their needs and achieve personal development” (Westerbeek & Smith, 2003:217) 

Sport as a leisure activity is very broad and can be analyzed from different angles. Haywood et al. 

(1995) state that the consumption of sport is twofold as it can involve people as participants or 

spectators, so sport is meant as entertainment too. In turn, sport as entertainment can be 

experienced at sport facilities or directly at home. What has to be highlighted is that “sport event 

attendance represents a significant aspect of leisure and recreation in many countries” (Funk et al., 

2009:126). 

Sport is as well a constantly growing business. Referring to sport events, a report published 

by AT Kearney acknowledges that in 2014 the market, including “revenues from tickets, media rights 

and sponsorships”, was worth 80 billion US dollars. The growth rate that the market had been 

experiencing between 2009 and 2013 was approximately 7%, and it is expected to increase around 

5% (about $15 billions) in the following four years (Figure 1). “When you add in sporting goods, 

apparel, equipment, and health and fitness spending, the sport industry generates as much as $700 

billion yearly, or 1 percent of global GDP”, AT Kearney states. These impressive figures give an idea 

of how massive the industry is. 

 
 Figure 1. The sports market’s growth: a past and future perspective. Source: A.T. Kearney (2014). 
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Considering the positive forecasts, it becomes evident how sports will “remain an exciting business 

full of opportunities in the coming years” (A.T. Kearney, 2014:5) to be exploited. 
 
The sport industry in Denmark 

The European Union takes very seriously the topic of sport for all, not simply as a slogan, but 

as also part of governmental policies that aim to promote it. Among the members of the European 

Union, “in Scandinavia all three countries (Denmark, Norway and Sweden) have adopted sport for 

all as the main aim of their sport policy” (Åsrum Skille, 2011:327). 

Particularly in Denmark, as the Ministry of Foreign Affairs states, “it is an official political 

objective that (…) sports should be for everyone” and the government dedicates “a parallel effort for 

the elite and the masses” (2003:1) access to it. Furthermore, sport is “an important part of Danish 

culture” (Denmark.dk, n.d.) and Danes love sport as participants and “as spectators either at the 

stadium or in front of the television” (Ibid). 

  

The popularity of a sport over others varies country by country. Despite minor differences the 

dominant sport remains football, at least in Europe. Similarly, football in Denmark has a long tradition 

(Ministry of Foreign Affairs, 2003) and it is the most popular and practiced sport in Denmark (Danish 

Institute for Sports Studies, 2011). Even though football is experiencing a slight decrease in the 

number of federation members, in 2015 the Danish Football Federation (Dansk Boldspil-Union) 

registered 336,713 members which makes football the single most popular sport. The Football 

Federation is followed by the swimming and gymnastics ones that account 183,204 and 177,395 

members respectively (DIF, 2015). Surprisingly, basketball is not among the most popular sports in 

Denmark: Basketball Federation (Danmarks Basketball-Forbund) counted 11,428 registered 

members in 2015 (Ibid). This figure places basketball twenty-fourth in the ranking of sport 

memberships evidencing its minor role within the Danish sport industry. 

1. Danish basketball and BasketLigaen 

Any issue cannot be analyzed without considering the surrounding setting; for this reason, it 

is recommended to begin with an overview of the Danish basketball, specifically focusing on the 

Danish Basketball League, the main professional league also known as BasketLigaen. 

BasketLigaen is an independent legal entity responsible of the first division of Basketball 

Championship for Men in Denmark. The men’s first division was founded in 1957 and it becomes 

independent in 1998 and known as BasketLigaen. Since its establishment the league has 

experienced a strong growth (BasketLigaen.dk, n.d.) as also attendance levels prove. Indeed, in the 

past seasons BasketLigaen has seen a steady audience growth: over 170% increase since 2001, 
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reaching an average of 980 spectators per game for a total of 124,602 during 2014/2015 season1 

(BasketLigaen, 2015). These numbers make basketball the third largest indoor sport in Denmark 

after football, ice-hockey and handball, direct competitor as indoor sports (BasketLigaen.dk, n.d.; 

Schroeder, 2014). 

The impressive figures are the result of several years of hard working on clubs’ behalf. The 

teams focused on working with increased professionalism and attracting more spectators (Ibid). 

Rasmus Winkel, director of the Danish Basketball Federation (DBBF2) and of the League, states that 

the increase in the attendance level of stems from the fact that since 2001 BasketLigaen has been 

able to operate with greater independence from the federation: “it made the clubs more independent 

and gave them greater ownership of the League. Now they were responsible for driving 

BasketLigaen and could even determine where the League would move” (2014) he says. Jointly, 

this success comes from the clubs that in 2009 set one main strategic goal: attendance (Rasmus 

Winkel in Schroeder, 2014). Attendance levels increased also because of the handing-out of free 

tickets.  

By being independent, the clubs have become aware of their role in developing and 

promoting basketball as an elite sport in Denmark which, as a consequence, involves actively 

operating for the sake of its growth and breadth.  

 

1.1 BasketLigaen’s mission and vision 
BasketLigaen’s purpose is to attract more and more people to sport arenas in order to 

increase the number of spectators: every year the League defines the average number of attendees 

at games that has to be reached. 

 A complete description of a business considers its mission and vision. BasketLigaen has set 

a clear mission and vision, and they are briefly reviewed in this section. The mission according to 

Gill is a “strongly felt aim or calling” (2011:138) and for BasketLigaen it is to provide the best indoor 

sport entertainment in Denmark (Basketligaen.dk, n.d.). Since the mission has a rather short-term 

orientation, a longer time-horizon is covered by the vision. The vision is an “image of what the future 

will or could be like” (Gill, 2011:109) and it gives direction for action as it is the key to change and 

growth. BasketLigaen’s vision is the creation of a professionally driven Danish Basketball League 

with a sporty, economical and media wise foundation with a focus on organizational and talent 

development (BasketLigaen.dk, n.d). 

The League provides a number of goals which give clubs a common direction in order to 

coordinate their efforts to realize the mission and vision. The goals cover different aspects of the 

                                                
1 Appendix 1 shows data about spectatorship from season 2006/2007 to 2014/2015. 
2 DBBF stands for Danmarks Basketball Forbund. 
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sport team management. A section is dedicated to the management of teams consisting of the 

provision of a good product supported by professional and experienced managers. Another section 

is about the creation of a culture: specifically, a spectator culture, that through promotion and 

continuous improvements delivers spectators a high-quality experience, and learning culture that 

through continuous learning enhances the quality among coaches, referees and managers 

(BasketLigaen.dk, n.d.). 

 A corporate slogan “Way Above Ordinary” adds to the vision, mission and guidelines defined 

by the League. This tagline represents the BasketLigaen and its product, along with being part of 

the organizational culture. 

 
1.2 League design 
 To have an exhaustive overview of BasketLigaen it is necessary to incorporate an 

explanation of how it is designed. In this section, the structure of the League and the competition are 

presented. 

 Until 2008/2009 season the League consisted of ten teams playing against each other two 

times (away and home), but from 2009/2010 season a triple tournament has been introduced 

meaning that each of the ten teams played three times against each other during the regular season. 

However, the competition scheme has changed from 2015/2016 season, as the teams competing in 

the League were only eight: the teams that qualified ninth and tenth at the end of 2014/2015 regular 

season, Værlose and Aalborg Vikings, did not partake in BasketLigaen championship as they 

withdraw from it and (BasketLigaen.dk, 2015) and were excluded after losing the relegation games 

respectively. To balance the absence of two teams, in the last season the eight participating played 

four times against each other for a total of 112 games during the regular season.  

The playoff tournament bracket has been adjusted over the years too. Until the 2008-2009 

season the best six teams of the regular season were qualified for playoffs: the first and second 

moved directly to semifinals, while the teams from the third to the sixth played quarterfinals. Starting 

from 2009/2010 the qualified teams for the playoffs have been raised to eight, and they all play the 

quarterfinals following the scheme 1-8, 2-7, 3-6, 4-5. 

Adjustments occurred for 2015/2016 season as not all the teams could participate in the playoffs. 

The best team of the regular season sits out the quarterfinals directly qualified for the semifinals, 

instead the worst team, placed eighth, does not qualify for the playoff tournament (Ibid); therefore, 

the scheme followed for the quarterfinals is 2-7, 3-6, 4-5. 

 About the format of the competition, the quarterfinals and semifinals rounds are best of five 

series and the finals round is best of seven. In the semifinals round the facing teams are the winner 
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between 1-8 playing against the winner between 4-5, and the winner between 2-7 against the winner 

between 3-6. The best placed teams in the standings hold the home court advantage. 

BasketLigaen championship includes also the appointment of a bronze medal: the bronze game is 

held as one game between the losers of the semifinals and court advantage is given to the best 

place team in the regular season. 

 To conclude, the last two teams in the league play relegation best of five games and the 

home court advantage belongs to the best placed team in the regular season standings. The loser 

of the relegation games moves out of the League. Obviously, this does not apply to the season 

2015/20163. 

 

1.3 BasketLigaen teams 
 To give a thorough overview of the BasketLigaen, the eight teams that took part in the 

2015/2016 season are presented one by one. A remark is that the information about the budget of 

every team was impossible to retrieve, but according to the League it is ranged between 0.7 and 11 

million DKK which highlights an imbalance of financial resources available to the teams. 

When not explicitly mentioned, season-tickets are not issued. 

 

Bakken Bears 

The team based in Aarhus was founded in 1954 under the name Aarhus Basketball Forening, that 

changed into Skovbakken in 1962. The actual name Bakken Bears was assigned in 2007. The team 

plays the home game at Vejlby-Risskov Hallen that has a capacity of 2050 spectators among 

permanent seats and the standing room. 

Bakken Bears are the most titled team in BasketLigaen history counting 24 titles won in combination 

with championships (14) and the Danish cups (10). Along with this, Bakken Bears hold the record 

for number of spectators reached in one single game: the game against Horsens IC on November 

2015 counted 5,812 spectators at the arena 

Budget: around 11 million DKK. 

Season-ticket holders: in 2015/2016 season, 200 season-ticket holders plus around 500 VIP cards 

that give access to all games for free. 

 

Hørsholm 79ers 

The 79ers are located in Hørsholm and the team was founded in 1979. In the same club there are 

the male team and the female one which is actually more successful and counts 8 Danish 

                                                
3 More about the regulations and rules of BasketLigaen tournament is available on the official website at 
http://www.BasketLigaen.dk/da/top/om-ligaen/reglement/. 
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Championships won against the two of the men’s team. The home games are played at Hørsholm 

Hallen that, after the refurbishment, has increased the capacity to 1200-1400 spectators with 400 

permanent seats and the rest as bleachers and a standing room.  

Budget: for both the male and female team around 3,5 million DKK. 

Season-tickets: they plan to introduce them starting from 2016/2017 season. Difficult pricing due to 

youth category club members and parents who enter games for free, and shortage of numbered 

seats. 

 

Horsens Idræts Club Basketball  

The club is also known as Horsens IC and is based in the city of the same name, Horsens. The 

foundation of the team is dated back in 1978 and is the defending champion for the second year in 

a raw. The sport arena where Horsens IC plays home game is Forum Horsens that counts a capacity 

of 3,300 spectators and includes skyboxes and lounge areas.  

Season-tickets: yes. 

 

Randers Cimbria 

The team Randers Cimbria, as the name says, is based in Randers. It was founded back in 1965. 

The home ground is Arena Randers, part of a sport center. The most remarkable result in the team 

history is in season 2013/2014 when Randers finished second in the championship. 

 

SISU Basketball  

SISU is one of the oldest basketball club in Denmark, founded in 1954. The team is based in 

Gentofte, not far from Copenhagen. The team has been playing the home games in Kildeskovs 

Hallen which grants a capacity of 800 spectators. Furthermore, the last home game of 2015/2016 

season was played at Gentoftehallen, a newly renovated sport center with increased capacity. 

 

Stevnsgade Supermen 

The Supermen are located in a district of Copenhagen, Nørrebro, founded in 1958. The club runs 

two teams a male and a female one, and both play the home games in Nørrebro Hallen counting a 

spectators’ capacity of only approximately 600 people.  

 

Svendborg Rabbits 

The Rabbits are from Svendborg and the teams was founded in 1958. The home games are played 

at Kaninhulen, The Rabbits House, as part of Svendborg sport center. The capacity of the venue is 

of 1922 spectators. 
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Team FOG Næstved 

Team of the same name city, Næstved, was founded in 1962. The home ground is Arena Næstved 

and has a capacity of 1,200 spectators. Team FOG has not yet won any championship but managed 

to reach the finals of the Danish championship, both times lost against Bakken Bears.  

Season-tickets: yes. 

2. Problem formulation 
With the introduction of BasketLigaen described so far it is clear that the Danish Basketball 

League is trying to compete for entertainment spending and to gain a more relevant position within 

the sport entertainment landscape. 

According to Rasmus Winkel, it has become clear to clubs that it is important to get spectators 

in the arena (in Schroeder, 2014). Focusing on increasing the number of spectators has revealed to 

be a success proved by the impressive growth of attendance levels. Additionally, the director of 

BasketLigaen affirms in an interview that there is the potential for more since “it has been proven all 

over the world that basketball is huge” (Ibid). Nonetheless, basketball in Denmark is only partially 

commercialized, still being a niche sport standing in the shadow of handball and football. 

In order to make Danish basketball standout, the value added to the existing product is 

essential: more value would attract those loyal to bigger sports (Westerbeek & Smith, 2003). 

Other businesses like in airlines (Virgin Airline) and the retail industry (Starbucks) focus on the 

experience offered in order to attract new customers and engage the existing ones (Wilson et al., 

2012). Likewise, BasketLigaen teams have to implement more the product experience wise to be 

commercially valuable, and not to miss out what have achieved so far. 

 The previous explanation of the sport industry in Denmark and BasketLigaen has led to the 

following problem formulation:  

 

 

The following sections will provide an answer to the research question starting with a review of the 

existing literature and supporting theories, to proceed with the methodology of the research. Then, 

the paper is structure in two parts: the first relies on a research conducted to have a picture of Danish 

basketball current status according to people’s point of view aiming to provide the League with new 

insights; the second strives to find innovative and useful ideas to promote and commercialize 

basketball, so the result is a series of suggestions and recommendations that may improve the 

How can BasketLigaen experiential product be improved to commercialize basketball in 
Denmark? 
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existing experience and attract more interest towards BasketLigaen giving it a deserved recognition 

among the most popular sports. 

3. Literature review 
As the purpose of this thesis is to improve and commercialize BasketLigaen experiential 

product an extensive investigation in literature has been conducted to uncover researches on the 

same topic. What resulted is that the literature specifically concerning the improvement of the product 

currently offered by the Danish League is rather bare. Nevertheless, some researches focused on 

other aspects of BasketLigaen: these studies reveal interesting perspectives on how to improve the 

popularity of basketball in Denmark. 

On contrary, literature is plenty of studies, academic papers and researches about optimal sport and 

team management, event management. Some literature regards particular issues of a sport event: 

for instance, studies attempt to identify the factors that explain attendance and satisfaction (Arnett & 

Laverie, 2000; Coates & Humphreys, 2005; Hall & O’Mahony, 2006; Neale, Funk & McDonald, 2006; 

Lera-López and Rapún-Gárate, 2011; Hill & Green, 2012) or concentrates on entertainment effects 

(Bednall et al., 2012; Bissel, 2004; Mumford, Kane & Maina, 2004; Oliver & Bartsch, 2011; O'Shea 

& Alonso, 2012). 

 Due to the specificity and particularity of the topic, it has been decided to review researches 

and studies on BasketLigaen in order to comprehend what has been investigated and the new 

knowledge produced.  

 

 The researches regarding BasketLigaen taken into consideration are three and hereby briefly 

reviewed. The first study conducted by Hoyer and Døssing (2014) concerns the lack of 

professionalism in Danish basketball league and attempts to find out the causes providing 

suggestions to remedy the actual status. The authors, after analyzing the league from different 

angles, identified several impediments that prevent the league from transforming into a professional 

one. These reasons can be summarized as the scarcity of resources: “human, financial and 

infrastructural capacities” (Hoyer & Døssing, 2014:65). Among the proposals that could improve 

BasketLigaen professionalism there are a luxury tax imposed on payments to newly signed foreign 

players in order to redistribute the resources within the league and subsidize teams to retain the 

players, and to hire a specialized figure to manage teams more effectively from the organizational 

perspective and create a better product including the game day experience. Lastly, and more as a 

consequence of the enacted suggestions, find a league sponsor to increase the revenues. 

 A research conducted by Døssing (2014) focuses on BasketLigaen teams based in 

Copenhagen which, through appropriate investigation, resulted to be the cause of the imbalance 

within the league. Particularly, the study aims to comprehend how to exploit their strategical location 
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to improve the actual situation: due to their closeness to the capital, and to resources as well, these 

teams should be the leaders and top performers of the League. The main reason of the imbalance 

is the teams’ focus on urgent tasks needed to guarantee the regular functioning rather than on 

important tasks “such as improving attendance at games through marketing, the overall 

entertainment of the product, attracting new sponsors” (Døssing, 2014:5).  

Finally, the research provides guidelines to solve the issues identified which are the increase of 

promotional activities to attract spectators including the handing-out of free tickets, and the fusion of 

Copenhagen based teams. The reason is that a fusion team “would theoretically increase demand 

as the supply would be shortened, and also create stronger organizations” (Ibid:53). 

 To conclude, in another paper Hoyer and Døssing (2014) recommend to organize a single 

day event in Copenhagen with a youth basketball game. They provide a detailed description on how 

the event should be organized in terms of location, promotion, sponsorships agreement and 

contingency plans. Their plan includes a cost estimation that demonstrates the profitability of the 

event with rather limited expenses. This one-day event aims to “improving awareness and interest 

in the sport within the country” (Hoyer & Dossing, 2014:5) in combination with promoting Danish 

basketball. 

 A weakness that these works have in common is that the consequences do not find validation 

in reality until they are actually implemented. Therefore, the positive outcomes for undertaking such 

actions and initiatives are only based on reasonable assumptions. 

 

 The researches lately introduced make evident that investigations about spectators’ 

experience in Danish arenas to provide valuable suggestions for promoting basketball are absent. 

The lack of research on the experiential product BasketLigaen teams are offering urges the need to 

deepen the topic, not solely for better understanding purposes, but also to provide broad-spectrum 

improvements affecting all the different facets of the problem. 

4. Theoretical framework 
In this section, a review of the topics that drive the structure of the thesis and that constitute the 

theoretical foundation of the analysis is presented. 

 

4.1 Service design  
The first discipline taken into consideration is service design. It is the main and guides the 

researcher throughout the whole research process and the methodological choices lately explained. 

Service design is presented maintaining the focus as much as possible on sport events.  
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Sport events are experiential services, “services where the focus is on the experience of the 

customer when interacting with the organization, rather than just the functional benefits following 

from the products and services delivered” (Voss and Zomerdijk, 2007:6). 

 Sport events are characterized by unique features. The main one is intangibility: they “cannot 

be seen, felt, tasted or touched” (Wilson et.al., 2012:16). They are inseparable because production 

and consumption are simultaneous: in sport events, the competition is created and consumed by 

fans at the same time (Smith & Stewart, 2015). Services are heterogeneous and the inconsistency 

of sport events is in terms of “uniformity of quality from one time (…) to the next” (Ibid:236). For 

example, two basketball games are not played equally, and even the experience spectators get 

might be different from time to time depending on “the refereeing, the field, pitch or court, the catering 

service provided, the seating arrangements, and even the behavior of surrounding spectators” (Ibid). 

Inconsistency constitutes also the major attraction of sport events (Funk, 2008). Lastly, sport events 

are perishable, indeed if spectators do not attend a sport event at the right place and time or if the 

tickets for a game are not sold, the service is gone forever as empty seats cannot be utilized after 

the event ends.  

 A supplemental feature of sport events is the reliance on product extensions. The 

competition, which is the intangible core product, is combined with “half-time and pre-game 

promotions, music, and various activities” (Funk, 2008:10). These two elements are what marketers 

tend to sell and what makes sport events’ nature less intangible4. 

 

The emergence of service design as a managerial tool can be attributed to Shostack in 1984 

when she outlined the importance of better design of services for market success and to spur 

organizations’ growth. Service design is an interdisciplinary evolving approach which exploits 

methods and tools from different disciplines (Stickdorn & Schneider, 2011) and its nature of emerging 

field is reflected in the absence of commonly agreed definition. Nevertheless, Stigliani and Fayard 

defined it as “an ongoing process involved in the life-cycle of services, requiring various design tools 

and techniques to make the service experience consistent, desirable, in line with the brand essence, 

and commercially successful” (2010:6).  

 

Service design is an iterative and non-linear process which implies that “it might be necessary 

to take a step back or even start from scratch” (Stickdorn & Schneider, 2011:76).  

                                                
4 According to Shostack (1977) market entities can be classified on a continuum according to the degree of their 
tangibility. The scale, called tangibility spectrum, ranges products (goods and services) from purely intangible (I-
dominant), like teaching, to purely tangible (T-dominant), like salt. More about the tangibility spectrum can be read 
in: Shostack, G. (1977). Breaking Free from Product Marketing. Journal of Marketing, vol. 41(2), pp.73-80.  
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Literature is plenty of frameworks illustrating service design process as made of various number of 

stages differently named. The one presented and adopted in this thesis is based on four steps 

proposed by Stickdorn: exploration, creation, reflection and implementation.  

 

 
 

 

The purpose of exploration is the identification of what the problem is. Once it has been 

identified on provider’s side, the task is to identify the real problem by “gaining a clear understanding 

of the situation from the perspective of current and potential customers of a certain service” (Ibid:74). 

Engaging customers in the research results in more effective services that deliver real value to the 

people experiencing them (Ibid; Polaine et al., 2013). To collect customer insights and generating 

knowledge qualitative research has revealed to be more appropriate than quantitative one, as it 

helps uncovering customers’ needs and behaviors (Schiffman, 2015).  

 The second step of service design process is the creation where the core activity is ideas 

generation. Without having a clear problem formulation and meaningful customer insights the 

process would have weak foundations. For the ideation phase, a propitious modus operando is to 

“look for inspiration outside of the customer base for insights into how the project may be scoped 

into new directions and new forms” (Katzan, 2011:50).  

When designing services, it has to be emphasized that in a relationship provider-customer there are 

people with more or less familiarity with the service due to variable frequency of interactions (Polaine 

et al., 2013). For example, at the sport arena there are season-ticket holders that are more familiar 

with the experience than others simply interested in the sport that attend for the first time.  

 The step that follows is called reflection and entails building prototypes based on the most 

feasible ideas to test them with customers or experts in order to collect feedbacks for improvements 

or adjustments. Piet (2015) defined a prototype as “the early representation of an idea/solution, in 

which specific elements are tested to get useful input during a design process”. Moreover, since 

concept’s feasibility is tested, they allow costs and time savings before resources are utilized for the 

realization of the final service (Polaine et al., 2013). 

Figure 2. The service design process. Source: Stickdorn (2013). 



 
16 

For prototyping there are many alternatives available5 which vary from rather inexpensive and not 

complex prototypes to more expensive and elaborated ones. Polaine et al. (2013) classify prototypes 

into four types: discussion, participation, simulation and pilot. Discussion prototype is the most 

affordable alternative in terms of time, as it takes from six to eight hours to be tested, and costs. On 

the contrary, the most complete option is the pilot prototype which delivers the nearly-finished service 

instead of re-creating and stimulating the experience as participation and simulation ones do.  

The conclusive stage of service design is the implementation of the concept. Because of 

service design nature, it may happen that the implementation turns into a new phase of reflection.  

From the steps that have been reviewed so far, the five principles of service design thinking 

by Stickdorn and Schneider (2010) emerge. Service design is user-centered as prioritize the 

involvement of customers and understanding of their needs and expectation. It is co-creative 

because it involves stakeholders in the design process, it is sequencing because it follows three 

steps of pre, during and post service provision. Finally, service design is evidencing since it makes 

the intangible tangible prolonging the experience beyond the delivery momentum, and it is holistic 

because it includes organizational culture, values and norms to design a concept that fits to the 

provider. 

 

Before experiencing a service, people have some expectations about it: “beliefs about service 

delivery that serve as standards or reference points against which performance is judged” (Wilson 

et al., 2012). Knowing what customers expect helps organizations avoiding to put efforts in activities 

that do not deliver superior value to them. When evaluating experiences, people compare their 

perceptions to expectations: expectations are set individually and can range from high to low and 

reflect the wishes of customers together with the belief to be fulfilled.  

Moreover, assessing customers’ expectations and adjusting them in helps in delivering the 

service right the first time: “great service experiences happen when people get what they expect” 

(Polaine, 2013:138).  

 

Service design gives organizations the opportunity to develop new services or improve 

existing ones providing customers better experiences (Ibid). The provision of great service 

experiences is crucial as “people choose to use services that they feel give them the best experience 

for their money” (Ibid:28). 

Experiences are what people get and what they later recall: delivering the service experience makes 

                                                
5 Among other techniques that could be used for service prototyping it is worth to cite storyboards, “a series of 
drawings or pictures that visualize a particular sequence of events” (Stickdorn & Schneider, 2010:128), desktop 
walkthrough, a model of a service environment which brings a situation to life (Ibid), and a what if analysis based 
on hypnotized scenarios. 
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people less likely to switch to other providers and become promoters of the company (word-of-

mouth) (Ibid). Macintyre et al. state that the ultimate goal of organization is, through services, “to 

elicit favorable customer experiences that stimulate the behaviors of repetition and (…) promotion” 

(2010:7). Therefore, service design becomes a valuable tool to develop and/or improve services. 

In addition, service design helps to implement services effectively since it embraces a bottom-up 

approach making them designed with people, which it is far from being designed for people like a 

top-down one does (Polaine et al., 2013). Service design enables organizations to connect to 

people’s needs and desires, bridging the two sides (Stigliani & Fayard, 2010) by putting the 

customers at the center of the design process. 

To conclude, customer experiences are “at the core of the service offering” (Zomerdijk & 

Voss, 200:67) and are the drivers for distinctive products and services: this is valid for sport events 

as experiential services, therefore service design can be adopted with the purpose of creating a 

compelling, engaging and consistent offering. 

 

4.2 Sport and event consumer behavior 
For a sport organization, the presence of spectators is essential for its success and survival. 

Hence, understanding sport consumers and their motivations of consumption is a crucial task for 

sport marketers. In this respect, the discipline of sport and event consumer behavior is taken into 

consideration. 

Sport consumers can be sporting goods consumers, who purchase sport related products 

like apparel, licensed items, sport participants and volunteers who actively practice sports, or play 

supportive and organizational roles. Furthermore, there are sport services consumers who “utilize a 

sport-related service or experience” (Smith & Stewart, 2015:38) like gambling, activities offered by 

gyms, and so on. In last place, there are sport supporters, spectators and fans whose consumption 

activities include, but not limited to, attending live sport events or “watching sport on television, 

listening to this on radio, reading newspapers or magazines, or surfing Internet sites” (Crawford, 

2004:113). Moreover, sport events involve “associated acts of consumption such as eating, drinking 

and wearing of clothing that signify certain team allegiances” (Ibid:77. This is the most complex group 

because of the hidden motivations and reasons which need to be investigated to better understand 

the audience and its needs. 

 

Sport and event consumer behavior is a subset of research emerged from the field of 

consumer behavior and, according to Funk et al., its purpose is to investigate “consumer behavior 

relative to the products and services offered in the sport and leisure industry” (2003:200). 
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Sport and event consumer behavior (SECB) has not been unanimously defined but can be 

described like “the process involved when individuals select, purchase, use, and dispose of sport 

and sport event related products and services to satisfy needs and receive benefits” (Funk, 2008:6). 

Sport consumer behavior theory is interdisciplinary: it embraces the study of the decision-making 

process, which is assess why people initiate to purchase sport related products or services and 

continue to engage in sport consumption activities. 

The sport decision-making sequence summarizes how sport consumer behavior is shaped 

(Schiffman & Wisenblit, 2015) through a simple three-steps model which are input, internal 

processing and output. The inputs are sociocultural influences, information derived from consumers’ 

family and peers (friends, colleagues, neighbors), and sport organizations’ marketing activities, like 

promotional communications (Funk, 2008). Inputs determine “what consumers purchase and how 

they use what they buy” (Schiffman & Wisenblit, 2015:369).  

The second step is the internal processing and it concerns how consumers make decisions. 

Within this step, the decision-making sequence that leads to specific consumption choices is 

described as need recognition, pre-purchase information search and evaluation of purchase 

alternatives. A relevant role is played by psychological influences (motivation, perception, personality 

traits, attitudes and learning) which affect consumption decisions.  

The last step of the process is the output and consists of psychological and behavioral outcomes, 

an attitude formation or the purchase of a sport object or experience, followed by post-purchase 

evaluations.  

When investigating on the motives that make people consume, a classification is suggested 

by Holbrook and Hirschman (1982) who divide the reasons into utilitarian and hedonic. Utilitarian 

motives refer to objective needs or tangible characteristics of sport products and services: according 

to them consumers are rational human beings and consumption choices are due to functional 

attributes. Nevertheless, there are other motives belonging to the emotional sphere, “a steady flow 

of fantasies, feelings and fun” (Ibid:132) that explain consumption decisions.  

Many attempts to list these motives have been made leading to a proliferation of scales, 

criticized because they do not provide an exhaustive picture of the motives (Funk, 2008) and 

because they “rarely report or explain game attendance behavior” (Funk et al., 2009:128). 

A scale is taken into account to explain consumers’ motivation: the SPEED set of motives encloses 

five facets (Socialization, Performance, Excitement, Esteem and Diversion) useful to describe sport 

consumption either as active participants or spectators.  

Socialization is the need for social interactions. Particularly, sport event experiences give the 

opportunity to interact and spend time with family, friends and fellow spectators. Performance 

represents consumers’ motivation to “seek a sport event experience due to opportunities to enjoy 
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the grace, skill and artistry of athletic movement” (Ibid:129). Excitement includes the needs for 

intellectual stimulation leading to sport related consumption. The uncertainty of competition, event 

related activities, the right amount of tension, the interest in players explain people’s motives for 

consuming. Esteem relates to personal and collective self-esteem need fulfilment derived from the 

mere presence of athletes sharing the same ethnicity (Ibid). Lastly, diversion motives include the 

desire of escaping the daily routine to immerse in a more relaxed reality.  

 Generally speaking, what is challenging within the discipline of sport and event consumer 

behavior is the understanding of the why and how aspects: why sport and related events are so 

important to consumers and how they started playing a prominent role in their lives. Within this topic 

it is of help the psychological continuum model (PCM) which posit that “watching, playing and 

engaging in continuous sport consumption activities progresses along four general hierarchical 

stages: awareness, attraction, attachment and allegiance” (Smith & Steward, 2015:42). From the 

awareness to allegiance stage of PCM, there is an increase in the level of consumers’ emotional 

commitment and psychological engagement that results in repeated consumption behavior also “in 

terms of breadth, depth and frequency” (Ibid:52). 

By taking the extremes as an example, being aware means simply knowing about a sport or sport 

event, while reaching the allegiance stage means being fully committed and engaged.  

The discipline of sport and event consumer behavior includes also the study of “factors that 

limit people’s participation in leisure activities, people’s use of leisure services, or people’s enjoyment 

of current activities” (Jackson & Scott, 1999:300).  Their integration makes marketers aware of what 

inhibits consumption and give the possibility “to help individuals negotiate constraints in order to 

engage (them) in a consumption activity” (Funk, 2008:188). 

To grasp consumers’ motives, needs and preferences, sport marketers should conduct 

market researches since not all customers are the same and participate in sport consumption for the 

same reason. This further reinforces the importance of gathering customer insights emphasized by 

service design discipline.  

These aspects, if taken into consideration, allow marketing actions that fulfill consumer needs 

(Schiffman & Wisenblit, 2015) and “increase and sustain consumer demand for (sport) products and 

services” (Funk, 2008:8). 

 

4.3 Experience economy  
In the review of service design, it has been stated that people’s experiences are the context 

where service design and designers operate. Sport events are experiential services meaning that 

the experience people get when attending live is key, also to encourage repeated attendance. 
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Experiences have always been a typical feature of entertainment products and sport events make 

no exception.  

Nowadays customers are offered a wider number of entertainment alternatives, therefore the 

sports face increased competition and struggle to gain their attention and money (Crawford, 2004). 

As a consequence, many companies embrace experiences within their business models to deliver 

superior value to customers and sustain a competitive advantage (Teixera et al., 2012).  

So, the role experiences play within businesses and nature of sport events itself lead to the adoption 

of experience economy as theoretical framework. 

 Pine and Gilmore (1999) were the first to state that we are living in the experience economy 

era and for this reason are considered the founders. They identified a transition in the business 

offerings: rather than simply selling products or providing services, companies are now selling 

experiences.  

What selling experiences implies has been outlined by the two theorists as “when a company 

intentionally uses a service as the stage to engage individual customers in a way that creates a 

memorable event” (Pine & Gilmore, 1999). Accordingly, the service is the starting point, a driver for 

staging experiences. Referring to sport events, the game itself is the vehicle to provide attendants 

unique experiences, briefly described as an event within the event.  

As follows, the sport service concept is made of the core product and extensions. Mullin et al. (2014), 

assert that the competition between teams or athletes is the core product which constitutes the main 

reason for attending. Instead, activities like giveaways, hospitality6, shows before, during and after 

the game and so on are considered product extensions.  

Not all customers pay attention and evaluate the core and extensions in the same manner: 

while older generations’ main reason for attending a sport event is the core product, meaning the 

pure enjoyment of the game, on the contrary younger ones are more inclined to attend because of 

the extensions offered in combination with the core (McMahon-Beattie & Yeoman, 2004).  

 The introduction of sport events components should make aware of the fact that the 

sequence is no longer ‘enter the venue-take a seat and clap your hands-leave’. From consumption 

point of view, “visual pleasure of watching a good game is not enough”, on the contrary other value-

adding experiences and activities on and off the field are relevant. Therefore, the leisure product is 

extended beyond the game and it is necessary to “reach consumers on an emotional level” 

(Westerbeek & Smith, 2003:211): valuable entertainment and experiences turn spectators into loyal 

fans. (Ibid) 

 

                                                
6 The term hospitality could be referred to a wide range of aspects like food and beverage, VIP lounges, parking 
areas and so on. 



 
21 

Referring to Pine and Gilmore (1999), experiences can be described along two perspectives: 

customer participation and customer connection. Customer participation ranges from active to 

passive and, depending on the role customers play and experience the event, they can affect the 

performance or not at all. Customers who passively participate in the event are referred to as 

listeners or observers, even though their mere presence contributes visually to it. Oppositely, active 

participants “play key roles in creating the performance or event that yields the experience” (Ibid) 

and consequently affecting the outcome, whether positively or negatively. Customer connection 

perspective represents the bond customers have with the event. The level of connection varies from 

absorption to immersion depending on the experience.  

Experiences can be classified in four types, also called realms according to the level of 

customer participation and connection characterizing them. The categories can be illustrated as in 

Figure 3. 

 

 
 

 
 When consumers are entertained their participation is rather passive than active and absorb 

the experience through their senses without being fully immersed in it (like at concerts). People 

participate more in educational experiences, like attending a class, because customers’ mind is 

engaged despite still being ‘outside the event’ and not completely immersed.  

When customers are active participants and immersed in the event, the experience is memorable: 

in escapist experiences, like acting or playing in an orchestra as referred by Pine and Gilmore (1999), 

the performance is affected by the role played by the customer. The fourth and last realm of 

experiences is the esthetic event where the participation of customer is passive and so they do not 

alter the performance, but they are immersed in an activity or environment. An example is visiting a 

museum. 

Figure 3. The four realms of experiences. Source: Pine & Gilmore (1999). 
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 Ideally an experience should embrace aspects of the four of them offering customers an 

appealing environment where can be attracted to and giving them the right space and time to 

participate in the creation of the event. 

Any experience has a cost, implying that it is the customer that pays for it: events organized 

only to increase preference are not duable (Pine & Gilmore, 1999). Indeed, one of the benefit selling 

a memorable experience is that enables companies to charge for a premium price: fans are prepared 

to pay good money” (Westerbeek & Smith, 2003:62) for excellent experiences and for great moments 

provided by sport. Nevertheless, the price premium has to be justified by the delivery of an 

experience which is worth paying for. 

In their work, Pine and Gilmore (1999) give some recommendations about delivering a 

memorable event as since simply adding ‘amusement’ to the existing offering is not enough (Van 

Cleempoel & Petermans, 2009).  

Pine and Gilmore (1999) suggest to theme the experience since this facilitates customers when they 

have to organize the impressions encountered, and makes experiences lasting longer in their 

memory. To work, a theme has to be practically implemented: it does not consist in having an 

appealing tagline that is not experienceable in reality. A compelling theme “must drive all the design 

elements and staged events of the experience toward a unified storyline that wholly captivates the 

customer” (Ibid). What customers take home after an event are impressions of it; cues are 

determinant in shaping and elicit the desired impression. All the cues matter and contribute to 

enhance the experience delivered and, accordingly, they should be harmonized: “unplanned or 

inconsistent visual and aural cues can leave a customer confused or lost” (Ibid). It follows that cues 

should be not only positive and unique, but it is fundamental that they are coherent and negative, 

distracting or contradictory ones (included communication, merchandising, …) have to be removed. 

An advice about creating memorable experiences is to include memorabilia, tangible 

reminders that evoke people memories of events. Pine and Gilmore assert that if the experience is 

great, customers desire “and pay for memorabilia to commemorate their experience” (1999). 

 Furthermore, good experiences engage all the five senses and the more sensory, the more 

memorable (Ibid; Gentile et al., 2007). However, an organization should find the combination that 

suits better; in effect, not all the sensory combinations are mutually complementary. Briefly, the best 

experience leverage different components that ensure consistency and memorability (Verhoef et al., 

2009). 

 Lastly, when it comes to experiences, a crucial aspect is that they are personal, meaning that 

an experience cannot be experienced the same way by two people: different and subjective are the 

reactions and the emotions felt which have to be carefully considered.  
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Pine and Gilmore are still considered the pioneers of experience economy concept, 

nevertheless a new tendency emerged in 2007. Boswijk et al. (2007) counterpoise the pioneers and 

assert that illustrating experience economy as staging an experience together with products is 

simplistic: instead, they include individual’s everyday life and the social context. In this perspective, 

the purpose of experience economy is not solely to entertain and excite customers but to help 

creating meaning in people’s lives.  

The reasons of experience economy’s purpose outlined by Boswijk et al. (2007) stem from what 

experiences have in common. All meaningful and memorable experiences “have high emotional 

impact, they have to do with letting go of old patterns, and discovering new frontiers, new directions 

and focus are determined and there’s an increase of energy” (Ibid:2). 

 What is added in this new generation is a bottom-up approach where customers 

communicate and interact with organizations forming “the basis for the co-creation of values which 

are meaningful and truly unique for the individual customer” (Van Cleempoel & Petermans, 2009:4). 

The second generation of experience economy gravitates around customers, who want to play an 

active role in the relationship with companies aiming for co-created experience, and their needs. 

Boswijk et al. (2007) affirm that authenticity and originality are two determinants to consider 

when designing memorable experiences. A useful model applicable when designing second 

generation experiences is called ACT model proposed by Van Gorp and Adams (2012). The model 

develops along three dimensions, Attract, Converse and Transact, which direct experience design.  

The first dimension, Attract, states the importance of offering people a desirable product. A feature 

already discussed is to Converse with customers; the benefits of engaging the end-users in a 

conversation are two folds: it helps organization to deliver a valuable and superior experience and 

allows customers to satisfy their needs. The last dimension is Transact, implying that “once you have 

established trust and credibility through attraction & conversation, you can persuade the user to take 

action & encourage the formation of relationships” (Ibid:136).  

The ultimate goal of experiences is differentiating from the market and build and maintain 

relationships with customers that turn into promoters (Boswijk, et. al, 2007). The sequence can be 

summarized as starting by attracting customers retain them by engaging in continue conversations 

and develop long-term relationships. 

In the 2nd generation of experience economy an aspect to take into consideration is the 

location, the choice of the right location is crucial for the design, and therefore delivery, of a nearing 

experience. The importance of the environment and venue that “become increasingly geared 

towards creating an experience for the paying public to consume” as highlighted by Crawford 

(2004:79). Nevertheless, the role of encounters in shaping customers’ experiences does not attain 

to this section and its discussion is postponed to the following. 
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Whether companies decide to design first or second generation experiences, they should be 

aware that nowadays selling products or services alone does not provide superior value. 

The difference in the market is made by the experiences delivered, then reflected into better 

performances on companies’ side and increased satisfaction on customers’. 

 

4.4 Sport and event management 
The last framework adopted for the purpose of this thesis is about sport and event 

management. As discipline has recently emerged, nonetheless this does not make it a bare or non-

actionable: on the contrary, it is broad and characterized by multiple facets. 

 To introduce sport and event management, and given its complexity, a selection of the 

subjects relevant for the purpose of the thesis has been made.  

 

4.4.1 Event management and the sport event 
Regardless of the length and frequency7, the sport event organization is based on a series 

of activities and duties to be performed that require resources and relations with various actors like 

people, institutions, media and service providers (Petrucci, 2011; Gómez et al., 2007). In effect, the 

tasks are not limited to bringing athletes on the field and letting them play in front of thousands 

spectators. Consequently, sport events require strategical management. 

According to Quinn (2013), the event planning process has been modeled by splitting it into 

a number of phases and describing the relative responsibilities8. Among all the classification, the 

5Cs model9 sums up the event life-cycle better. The model outlines five different phases that lead to 

the staging of the final event: Concept, Coordination, Culmination, Closeout and Control. These 

activities can be grouped into three main sets that are the planning (event concept and coordination), 

execution (event culmination) and completion (event closeout and control) phase. 

For simplicity sake, in this thesis the event planning process is intended as Bowdin et al 

(2006) two macro areas of activity, strategic and operational planning, integrated with follow-up 

evaluations. The strategic plan precedes the operational and sets the overall event strategy including 

the vision and mission, the policies, and all the aspects that ensure an optimal organization. 

                                                
7 Events “can range from a once off, never-to-be-repeated event, to an annual event of a few day's duration, to one 
of up to 1 year's duration” to cite a few outlined by Quinn (2013:92). 
8 Goldblatt describes event management as a sequence of activities carried out: “researching, designing, planning, 
coordinating and evaluating events” (2002:7). Quinn gives a more detailed description of event management as 
“designing, planning, marketing and staging events, managing the logistics, legal compliance and risk issues 
involved, and evaluating and reporting after the event” (2013:38). 
9 See Appendix 2. 
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Moreover, the strategic planning embraces situational and environmental scanning10 to understand 

and evaluate the position occupied by the organization within the marketplace it operates in.  

Once the strategical planning is concluded, operational plans are elaborated to implement the 

strategy and achieve the objectives set (Ibid). “Operational planning relates to more routine, specific, 

individual procedures or dimensions of the event” (Quinn, 2013:91) which, according to Getz (2007), 

can be classified as customer-oriented (ticketing, merchandising, information and so on), supplier-

oriented (staffing, sponsorship, infrastructure, catering, and so on). 

  

A sport event is staged in an arena, where “the customer engages and interacts with staff but 

also systems, procedures, information or even the organizational culture” (McMahon-Beattie & 

Yeoman, 2004:6). Moreover, a sport event is an intangible product, but consumed at a tangible 

facility; for this reason, it has to be carefully selected and managed since it can affect spectators’ 

satisfaction or dissatisfaction with the service performance.  

According to Petrucci (2011), in the last 10-15 years, sport venues have assumed a strategical 

relevance from technical and financial perspective, becoming a real asset of sport clubs. 

Furthermore, in accordance with Crawford, “sport venues become increasingly geared towards 

creating an experience for the playing public to consume” (2004:79) 

The term sport venue includes functional and technical components such as view of the court, 

comfort of the seating, amenities and services offered on spot, and aesthetic components like the 

atmosphere and anything that makes the venue appealing11. Only some facets of the venue 

management are taken into consideration, but the reader should be aware of the extent of the subject 

and the aspects it may imply.  

 First of all, the sport stadium has to be located within easily reachable areas irrespectively of 

the means of transportation chosen by attendants, either public (metro, bus, train) or private (car, 

motorbike). In this respect, enough parking areas need to be implemented for spectators, guests, 

employees: the standard amount equals to “one parking spot for every four seats if there is no mass 

transit to the facility, and a smaller if there is mass transit available” (Schwarz et al., 2010) depending 

also on the location.  

Accessibility is also in terms of people’s ease to enter the arena, and finding their seat and enjoying 

the amenities that the facility offers. The issue of audience accommodation embraces how 

                                                
10 The most useful, and used, tools are SWOT analysis, which analyses an organization’s internal strengths and 
weaknesses and external opportunities and threats, and PEST analysis which outlines the macro-environmental 
forces namely political, economic, social and technological factors affecting the business. 
11 Adaptation from the classification presented in Beech & Chadwick (2004) previously outlined by the Department 
of Youth, Sport and Recreation of Victoria, Melbourne (1988). 



 
26 

appropriately the zones are signaled inside the arena: visibility and easiness, in terms of time and 

simplicity, to find the seats customers pay for are aspects to consider (Wakefield, 2007).  

In relation to the seating, it is also advisable to build comfortable seats from where spectators can 

enjoy the game: uncomfortable and limited-view seats may ruin the whole experience of the sport 

event (Ammon et al., 2004).  

 

To enter the stadium, people have to buy a ticket. Ticketing operations refer to selling tickets, 

and checking admissions to the event (Schwarz et al., 2010). The variety of purchase options 

available to customer impact on the operations performed at the box office: if the only option to buy 

tickets is few hours before the beginning, queues have to be managed and handle to avoid people 

long waiting time. On the contrary, if the purchase of tickets includes but it is not limited to the on 

spot option, complexity increases: in this case the box office should be organized accordingly with 

different queues. 

Among the attendants of an event there may be guests like VIPs and sponsors whose admission to 

the arena requires special or separate entrance in terms of queuing and seats allocation.  

 As soon as the customer gets inside the facility a number of needs might arise: the purchase 

of merchandise, food and beverages are few examples. Typically, these are the main concessions 

in sport venues: secondary businesses that operate exclusively and are in charge of the provision 

of specialized services (Ibid; Ammon et al., 2004).  

Merchandising and food and beverage services are two key aspects as they “increase the profitability 

and financial health of the entire sport facility” (Ibid). Consequently, the goal is to create a market 

demand for these products and services, and make them available at the right place and right time 

in terms of prices and adequate storage as well12. 

The placement of spots where customers can buy merchandise or refreshments has to be devised: 

concentration of people at the few available spots and long queues that impede the normal fruition 

of the event should be carefully avoided as they negatively affect the event experience (Bodwin et 

al., 2006; Silvers, 2004). 

Toilets are functional components of a sport facility. Their presence is fundamental as much 

as the degree of cleanliness: as Schwarz et al. (2010) assert, “patrons do not want to come to a 

facility that is dirty or where simple items such as soap, paper towel, and toilet paper are not readily 

available” neither they want to walk around the stadium to queue for the single available toilet facility 

(Silvers, 2004). 

                                                
12 In relation to merchandise, important issues are the variety of items and accessories available as well as enough 
stock of sizes; on the opposite, when referred to food and beverages, the aspect of variety regards the eating and 
drinking habits or intolerances. The prices of both products should be reasonable in order to be purchased by mass 
consumers. 
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Aesthetic components may refer to the facility itself or to anything else the customers gets in 

touch with, employees for instance. The aesthetic components should be designed to create a 

pleasant environment and atmosphere where the spectator feels comfortable and is happy to spend 

time in. For instance, the interior decor like the tints of the walls and the entire arena can help 

spectators and fans to consider the venue as “their” stadium, and to develop a sense of belonging 

(Wakefield, 2007; Kellison & Mondello, 2012). 

As mentioned, the atmosphere during the sport event is considered an aesthetic element. An 

enjoyable atmosphere stems also from the presence of screens used to broadcast a variety of 

contents such as celebrative replays, videos, special deals and sponsored ads. Sound systems 

employed to play songs related to the sport give the opportunity for entertainment and spark the 

atmosphere eliciting spectators’ emotions (Ibid; Bodwin et al., 2006). Additionally, scoreboards are 

installed enabling fans to check statistics: “it is a good idea to provide as much information as 

possible so that fans feel like they really know a great deal about each player so that they build an 

attachment and identify with the players on the team” (Wakefield, 2007:145).  

Nevertheless, music and monitors are not enough for fans entertainment. As illustrated13, 

“people want to be drawn into the action and have a sense of active involvement and participation 

in the event” (Westerbeek & Smith, 2004:146).  Positive experiences offer spectators enjoyment and 

“range from a level of relaxation to fun, entertainment, excitement and adventure or escapism” 

(McMahon-Beattie & Yeoman, 2004:8).  

Fans themselves can, accordingly, be an extra element of the overall experience through their 

contribution to the product and service offering (Ibid): sport spectators are captivated and excited by 

the noise, singing and social interaction at the stadium.  

 

4.4.2 Sport management 
 Sport managers are also responsible to carry out a series of activities, important to sustain a 

sport team and strengthen the relationships with stakeholders.  

Any sport team and business operates within a context, implying that has to do with the 

surrounding territory, local community and institutions. Usually, the closest audience of a sport 

organization is the local community. The proximity should be exploited since “a prime influence in 

an individual’s ‘decision’ to become a fan is residency” (Beech & Chadwick, 2004:131): research 

suggest that people living within one hour’s driving far from the arena are more probable to attend 

(Ibid). 

                                                
13 Refer to the Theoretical Framework section “Experience Economy”. 
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Hopwood et al. (2010) and Bull et al. (2003) assert that, given the interdependence between 

sport and the community, engaging and reaching out the local communities in a conversation to build 

relationships is vital. If there is the possibility that institutions like government, local committees and 

so on may limit the freedom of a sport organization, it is likewise true that their presence can be 

turned into an opportunity for the common good (Byers et al., 2012; Falt, 2006; Grieve & Sherry, 

2012). The local community is where sport organization gets human resources, specifically 

supporters, participants and employees (Byers et al., 2010; Gómez et al., 2007), but also where 

financial resources determinant for the survival can be found (Bull et al., 2003; Smith, 1993).  

As with the era of Internet and the social networks, a newly emerged kind of communities has 

emerged: nowadays, organizations have to take into consideration online communities. 

 

Fan management 

Within the community there are, among others, the fans. A useful model proposed by 

Crawford (2004) describes the “career progression of a sport fan”, meaning the progression of fan’s 

involvement in a sport. As observable in Figure 4, the relationship with a sport is highly subjective 

and varies in dedication and commitment.  

 

 

 
Ideally, a consumer proceeds along the career path moving from having no or little engagement 

(general public and interest) to make the sport occupy a relevant role even in everyday life 

(professional and apparatus).  

According to Crawford (2004), at the beginning every fans has limited or no knowledge, or 

interest in the sport. “Individuals progress” along the trajectory “when they begin to ‘engage’ with the 

sport at a more specific level” (Ibid:230): when the supporter is engaged means more interest and 

dedication. Nevertheless, at this point, the interest does not play a prominent role in individuals’ daily 

life until the supporter becomes enthusiast: the enthusiastic supporter regularly follows the sport live 

or on television and buys merchandise. When the supporter is devoted to the sport becomes a 

season-ticket holder, a member of supporter clubs and has a “good understanding of the rules (…), 

knowledge of the game (…) and may have some understanding of the history of the sport” (Ibid:232). 

The professional and apparatus groups are might not be considered typologies of supporters 

Figure 4. The career progression of a sport fan. Source: Crawford (2004). 
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because they include those who run and organize supporters’ organizations (professional) or that 

are employed to run and administrate the sport (apparatus) (Ibid). 

Hence, knowing the customer offers the possibility to adjust the pricing policy, promotions 

and communication according to what the target segment considers valuable. 

 

Team and league management 

 Among the responsibilities of a sport club there is the formation of the team, and all the clubs 

contribute to the establishment of the league. These tasks might appear easy to perform, however 

in reality selecting athletes is very complicated. In the team and league management presentation, 

only the relevant aspects for the purpose of the thesis are considered. 

 In forming the team, the primary goal is to ensure a good performance which depends on the 

characteristics of athletes: “inherent ability and skill or talent, physical characteristics, age and 

experience, form and fitness” (Goddard & Sloane, 2014:144) are the aspects examined before 

signing them. Obviously, the players and their performances are affected by coaching and 

management styles in and off the field.  

If these considerations are necessary to build a winning team, the athletic success is not the 

only determinant of the overall game excitement. The essence of any sporting event rests on the 

competitive balance and the uncertainty of the outcome (Ibid; Dobson & Goddart, 2007). Competitive 

balance is related to “how evenly teams are matched” and it results from “a league in which teams’ 

strengths are closer to equality” (Goddard & Sloane, 2014:41). Competitive balance affects the 

uncertainty of single matches and championships’ outcome. Imbalanced competition means low 

uncertainty and an expected result of the game, that is a win for the stronger team. 

The certain outcome of the game causes the erosion of spectators’ interest in the sport and, as 

outlined by Rottemberg (1956) as less spectators, reduced television audience ratings and 

sponsorship opportunities. 

To conclude, taking into account the impact that team and league design have on the overall 

excitement and appeal of a game is of significant importance also to attract new customers (Hoye 

et al., 2006). 

 

5. Methodology 
In this chapter the methodology adopted for the thesis is discussed. The structure of the 

section and of the research based on the six layers of The Research Onion by Saunders et al. (2009) 

as illustrated in Figure 5. The methodological structure is therefore explored beginning with the 

external layers to discuss the theory of science to go deeply into the research design. 
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5.1 Research philosophies  
 Research philosophy in a research study is not only necessary but equally appropriate to 

make decisions and guide the entire process (Blumberg et al., 2011). The philosophy concerns 

assumptions about how the researcher views and understands the world; these assumptions impact 

on the research strategy and methods adopted to investigate (Saunders et al., 2009). 

 

5.1.1 Interpretivist paradigm 
 The paradigm adopted for this thesis is interpretivism and it assumes a specific standpoint 

about social reality: the world is created by the people that inhabit it, and humans attribute meaning 

and interpretations to that reality (Blaikie, 2009). 

 The interpretivist paradigm adhere to three principles: “1. The social world is constructed and 

is given meaning subjectively by people 2. The researcher is part of what is being observed and 3. 

Research is driven by interest” (Blumberg et al., 2011:17). 

Since the reality is subjectively created, the researcher is not disconnected but is “an active agent in 

the construction of the world through specific ideas and themes incorporated in the relevant form of 

knowledge” (Farquhar, 2012:19). “The centrality of the interaction between the investigator and the 

object of investigation” (Ibid) makes the actively researcher involved, at times as participant, in the 

data collection process in order to gain deeper understanding then subjectively interpreted according 

to his/her perceptions of the world. To access the way people see the world, interpretivist research 

Figure 5. The research onion. Source: Saunders et al. (2009). 
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embraces techniques that aim to gather qualitative data through conversations within a specific 

context.  

 Interpretivism has several benefits when adopted as paradigm. First of all, it allows the 

researcher to reveal the reasons behind social processes. Second, interpretivism is useful for the 

construction of new theories within partially or not explored at all fields. Third, it suits for context-

related researches and, lastly, helps unfolding aspects and issues that inspire follow-up investigation 

(Bhattacherjee, 2012).  

Embracing interpretivism implicates some challenges too. This paradigm, in comparison to 

others, is time and resource consuming as the researcher have to immerse in the context. 

Furthermore, not all participants are equally suitable for the research and they can, in turn, mislead 

or alter the results. To conclude, given the high dependence of interpretivist research on the setting, 

replicability or generalizability might be impossible therefore failing to answer the research question 

(Ibid).  

As sport consumers are the recipients of a basketball game, the implementation of an 

experiential product and the promotion of BasketLigaen rely on the acknowledgment of their 

experience and their meanings, feelings and attitudes, therefore the choice of interpretivism is 

justified. 

 

5.1.2 Ontology and epistemology 
 The distinction between ontology and epistemology is necessary to proceed with the 

research. They are concerned with how social reality is created and what kind of knowledge is 

acceptable, respectively. The interpretivist paradigm follows idealist ontology and constructionist 

epistemology.  

Idealist ontology asserts interpretations constitute the social reality created by social actors 

(Blaikie, 2009). In this perspective, services and services delivery involve and affect people together 

with their perceptions and actions (Saunders et al., 2009): sport events and the way they are 

experienced is subjective and depends on social actors’ interpretations. To gather and understand 

how sport consumers perceive sport events (BasketLigaen games) is exactly the purpose of the 

researcher.  

Constructionist epistemology supports the idea that everyday knowledge stems from people 

making sense of their experience of the world they are living in; its reinterpretation by researchers 

produces scientific knowledge (Blaikie, 2009). Within this epistemology the background information 

of the researcher influences the interaction with and understanding of the social world (Ibid). 

Therefore, the background knowledge within Sport and Event Management and the strong interest 

in the specific case of basketball affect the data collection and processing.  
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 5.2 Research approach 

 At this point it is possible to proceed with the second layer of the onion: research approach. 

The underlying idealist ontology and constructionist epistemology are often associated to abduction 

that so is the selected approach. 

There are indeed similarities with the assumptions of interpretivism. Abductive approach is based 

on people’s meanings and interpretations that direct their behavior, aspects that other approaches 

ignore (Ibid). Abduction has a bottom up approach that, instead of top down imposing researcher’s 

point of view, reflects social actors’ perspective. 

In this approach the social world is the one experienced by its inhabitants, from the inside. Hence, 

abduction suits the purpose of this thesis where the sport consumers and their perspective on the 

social world is necessary to understand and then suggest possible improvements. 

 

The choice of abduction is dictated also by the research question of this thesis. A how 

research question, whose purpose is to bring about change with practical consequences, needs in 

first place profound and extensive comprehension of a phenomenon in order to be answered (Ibid). 

Abduction fits this requirement and guides the researcher towards an exhaustive understanding of 

the actual experience from sport consumers’ perspective before promoting change with new ideas.  
Abduction follows a logical flow that begins with a real case being observed and hence 

examined, to formulate a theory that accounts for a business strategy by finding a reasonable 

explanation of the matter investigated (Chamberlain, 2006). In the same manner, the thesis is 

developed from a problem observed in reality and the researcher formulates a viable theoretical 

strategy on the basis of solid empirical insights gathered. 

Unfortunately, there are some weaknesses associated to abductive approach. Interaction 

with participants in the research might be limited or altered because of their communication 

limitations and personal opinions about the topic (Ibid). In respect to this thesis, it suggests that sport 

consumers’ communication skills and opinions may have affected the process of data collection. 

These limitations have been mitigated, as Blaikie (2009) suggest, by immersing into the research 

subjects’ reality.  

Nevertheless, the immersion for the interpretivist paradigm might add subjective bias to the 

investigation and data collection process, or affect the researcher’s isolation of relevant aspect 

because of limited abilities (Chamberlain, 2006).  

Accordingly, four different fields of theory have been combined to work as a guiding framework and 

to provide comprehension of service design’s role in the improvement of a memorable experience 

(the sport event) and how this, together with the understanding of sport management discipline, 

could be used to promote BasketLigaen in Denmark. 
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5.3 Research strategy 
 In this section the strategy chosen for answering the research question is explained. The 

selection of the strategy is informed by the research question and by other factors like the objective 

of the research and the amount of time and resources available. Consequently, there is not a 

preferable or better strategy, but it depends from case to case. Nevertheless, it is relevant to choose 

one as it guides the researcher throughout the process. 

 

5.3.1 Action research 
 The selected strategy is action research and its characteristics have directed the researcher 

towards its choice. This strategy is about “research in action rather than research about action” 

(Ibid:147) which means that concerns the organizational issues implicating a change in connection 

with those directly affected. Indeed, this thesis has to do with the issue of basketball not being 

popular within the sport entertainment industry in Denmark. 

The purpose is, through the generation of deep knowledge of sport consumers, the provision of 

practical solutions to improve the sport experience offered by BasketLigaen and promote its 

commercialization. 

Action research strategy has an iterative nature in all the steps of diagnosing, planning, 

implementing and evaluating, and it is context-related (Saunders et al., 2009). This particular feature 

suits the essence of service design adopted as theoretical framework. The application of service 

design combined with this strategy guides the researcher towards the achievement of the 

aforementioned goal. 

Lastly, action research suggests that there could be “implications beyond the immediate 

project” (Ibid:147) meaning that it informs other areas or entails knowledge transference.  

 

A strength of this strategy is of being participatory: it engages people and their point of view 

and, to get their perspective and gather insights, is necessary take part in the experience (Edwards 

& Skinner, 2009). The feature of self-reflection, acknowledged by action research, is coherent with 

interpretivism, whose choice as paradigm is further legitimized. Another strength of action research 

is of having “the potential to create understanding, insight and awareness necessary for 

organizational learning and generate organizational momentum for evidence based programmatic 

changes” (Ibid:181).  

To sum up, action research is suited for answering how research questions, as of this thesis, 

and it is chosen because of its focus on changing a problematic situation.  
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5.3.2 The purpose of the research   
 Any research is conducted without having a purpose in mind. The objective of a research 

range from simple to complex, and include basic and applied research (Blaikie, 2009; Saunders et 

al., 2009). Moreover, they are not mutually exclusive so a research can have more than a single 

purpose. 

 Since action research is concerned with practical outcomes, the purpose is of exploring the 

social reality and changing some aspects of it14. Therefore, these are the aims of this thesis. 

Exploratory studies enable the understanding of the problem before proceeding with the research, 

therefore it is necessary at the very beginning of the process (Malhotra & Birks, 2007). For this paper, 

an exploration has been necessary to move on with research with a deeper knowledge. Researches 

that promote change attempt to “intervene in the social world to bring about partial or major changes, 

either in conjunction with the research itself, or as a consequence of research outcomes” (Blaikie, 

2009:73). 

  

5.4 Methodological choices 
The methods for data collection and analysis applied to this paper are going to be presented 

and explained in this section. Before proceeding any further, the units of analysis examined are 

hereby introduced. 

 

5.4.1 Units of analysis 
 In the thesis two main units of analysis outlined are organization and customers’ sides despite 

it is clear that a sport team has more actors and stakeholders involved. 

The corporate side has been integrated in order to gain the perspective of the sport clubs about the 

actual experience delivered to customers. Instead, the customers’ side deserves a more detailed 

explanation. 

Customers may have different levels of knowledge of a team or attachment to it, therefore they 

cannot be equally analyzed but a segmentation is necessary. Three different groups have been 

identified which vary in the degree of awareness of and attachment to BasketLigaen teams. The 

groups outlined are: generally interested in basketball, spectators and season-ticket holders. 

 

Interested in basketball  

 The people belonging this segment are those who developed a general interest in basketball 

regardless if in BasketLigaen and of the fact that it turns into a consumption activity as attending a 

                                                
14 According to Blaikie (2009) among the basic research the purposes are: explore, describe, explain, understand 
and predict. On the contrary an applied research attempts to change, evaluate or assess social impacts.  
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live game or follow it passionately on media. Within this category lay people that live in Denmark 

and are interested in NBA or Euroleague championships, for instance, and they could be aware of 

the existence of BasketLigaen or not. 

 

Spectators 

 Within this segment lay people whose interest in Danish basketball is stronger than the 

interested people that turns into a consumption activity and attend live BasketLigaen games. Hence, 

they can be encountered at the sport arena. Among the spectators there are some that harbor a 

stronger interest and attachment to the team than others and that attended more games throughout 

the season.  

 

Season-ticket holders 

 Compared to the previous two groups, these sport consumers have the strongest level of 

attachment to BasketLigaen teams. Season-ticket holders pay a certain amount to ensure their 

access to home games for the entire season, normally enjoying other benefits than simple 

spectators.  

 

5.4.2 Primary data 
Primary data is collected to specifically address the research problem (Malhotra & Birks, 

2007). In accordance with the interpretivist paradigm, the most useful data that comprehend the way 

people perceive the social world are qualitative ones. The qualitative data are gathered through a 

pilot questionnaire followed by a semi-structured interview to answer the research question. 

The advantage of gathering primary data is to have new and updated knowledge and 

understanding. Additionally, primary data are collected because of their uniqueness: indeed, they 

ensure consistency with the research purpose making the results more reliable. 

Collecting primary data has some weaknesses that could affect the gathering process. The 

main disadvantage is that it may be costly in terms of time resources needed. Furthermore, it may 

be difficult to get access to people willing to partake in the gathering process and collaborate with 

the researcher (Blaikie, 2009).  

 

Team clubs 

 To retrieve the point of view of BasketLigaen sport clubs about meanings and beliefs, 

coherently with what the interpretivist paradigm assumes, it has been chosen to interview a board 

member of each team. The aim of the interview is to uncover the perspective held by team 

representatives and understand the actual efforts of teams in delivering an experiential product. An 
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additional question about the expectations for the future of Danish basketball and their specific team 

was asked. Particularly, the interview has been conducted in order to comprehend other initiatives 

that cannot be easily found elsewhere and for completeness purposes. For the list of the questions 

asked for the interview with team representatives, please see Appendix 3. 

Despite more than one attempt has been made to reach out the teams, the response rate 

was very low: only three out of the eight teams that participated in 2015/2016 season have been 

examined. The teams that took part in the interview are Bakken Bears, Stevnsgade Supermen and 

Hørsholm 79ers; the spokespersons interviewed are Michael Piloz, sports director of Bakken Bears, 

Mads Olesen, communications and marketing director of Hørsholm 79ers and Ove Thelin, president 

of Stevnsgade Supermen. SISU Basketball, despite the initial willingness to partake in the interview, 

has dropped out after reviewing the questions because, according to them, they are in the middle of 

a massive transformation and therefore do not want to share what they are working on. 

The teams interviewed provide a good representation of the actual Danish basketball 

scenario: they reflect the diversity of effort and emphasis on delivering an experiential product via 

the game.  

 

Sport consumers 

 The same methods have been adopted to collect data about sport consumers. 

 

Pilot questionnaire 

 In order to provide an overview and an understanding of sport customers’ opinion combined 

with few demographics, a pilot questionnaire has been formulated. The aim, and benefit, of pilot 

questionnaires in this research is to gather information and generate knowledge from different 

consumers’ perspectives that directs the second phase of investigation. 

 The researcher is aware of the fact that questionnaires are mainly adopted to gather 

quantitative data. However, it has been decided to employ pilot questionnaires by including more 

open-ended questions allowing respondents to share their opinion using their own words even 

though more effort is required. In this manner, coherence with the methodology and purpose of the 

thesis, as preferring qualitative methods, is ensured. 

The questionnaires were constructed including a variety of inquiries to investigate different 

facets of the problem researched (Appendix 4). The common questions asked to sport consumers 

are, apart from demographics, regard the practice of basketball to understand if respondents also 

play it. Moreover, the most followed sports, together with the interest in NBA and Euroleague, were 

asked to understand which sport basketball is competing with. 
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A part from these, the questions differ depending on the group sport consumer. Among 

interested people, the awareness of BasketLigaen, as well as attendance, are investigated to assess 

whether people know and follow it, as of the first stages of PCM and fans’ career progression models. 

Then, the propensity of attending a game in the future is questioned to detect favorable attitudes 

towards the League and its product. 

All those who attended a BasketLigaen game, of any sport consumer group, were questioned 

about the reason of their presence and the experience in the arena: the purpose is to comprehend 

motives for attending and their satisfaction. Additionally, the most and least liked possible aspect in 

combination with future improvements were asked to understand what the problem is from people’s 

perspective enabling co-created solutions, typical of service design thinking.   

The length of the questionnaire, determined by the number and complexity of questions, has 

been set at an amount that varies according to the target group. The one with more questions was 

distributed to season-ticket holders as the motives for purchasing as well as their experience are 

investigated. 

 

Semi-structured interviews 

 Follow-up interviews are based on the insights gained with the pilot questionnaires and 

conducted with a smaller number of respondents: they are linked and assist each other towards a 

holistic comprehension of what the sport customers’ opinion is. 

The face-to-face semi-structured interviews were chosen because enable the exploration of 

meanings and interpretations of social actors that a more fixed structure would impede to consider. 

Indeed, semi-structured interviews allow greater flexibility and openness of procedures (Blaikie, 

2009). Depending on the flow of the conversation, extra questions had been asked to encourage 

interviewees to yield their ideas and opinions (Wahyuni, 2012).  

As for the questionnaires, three different interviews structures were created (Appendix 5). 

The aim of the semi-structured is to engage sport consumers in a conversation, according to service 

design discipline and ACT model, and gather opinions on initiatives in and off the field that could 

improve the game experience and the commercialization of basketball. Interviewees, informed that 

there is no wrong or right answer, were welcomed to share their point of view freely. Co-created 

experiences are at the basis of an effective service design process and of the second generation of 

experience economy. 

Finally, interested people were questioned about what would make them attend and their 

expectations, useful to know how to attract and what they expect to adjust the service offering 

accordingly. Similarly, season-ticket holders had to outline the essential aspects necessary to make 

them renew the ticket to assess expectations, as supported by service design. 
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The interviews were also a phase of prototypes testing as throughout the conversation, 

interviewees were invited to give their feedback on the discussion prototypes introduced in 

accordance with the service design process. 

  

5.4.3 Sampling 
 A sample is “a selection of elements (members or units) from a population and may be used 

to make statements about the whole population” (Ibid:172). The researcher is free to delimit the 

target population unless it is representative of the whole population and it is appropriate to answer 

the research question.  

Sport consumers segmented represent different levels of attachment. Since the groups are 

relevant to the topic and within each group the consumers share similar characteristics, quota 

sampling is the criteria that defines the sample. In quota sampling, the researcher sets the number 

of respondents to be reached for each category (Blaikie, 2009). 

 

Pilot questionnaire 

 A sample size of 50 people for each group of sport consumers has been considered adequate 

for the pilot questionnaire.  

Sport consumers have been encountered in different locations. People generally interested 

in basketball had been reached through personal approach at physical sites in Copenhagen area 

such as Nørreport station and Copenhagen Business School. In order to ensure significant 

responses, the questionnaire was introduced to participants with two questions about their interest 

in basketball whether they live in Denmark or not.  

On the contrary, spectators and season-ticket holders were met at sport arenas during games 

of 2015/2016 season. Specifically, the games played in Copenhagen area (Nørrebro Hallen, 

Gentoftehallen and Kildeskovs Hallen), Arena Næstved and Vejlby-Risskov Hallen. To hand out the 

right questionnaire, the sport consumers were approached by asking whether they own a season-

ticket or not. They were handed out before the game and collected by the researcher during half-

time or spontaneously returned by participants. 

The number of 50 questionnaires fixed had been reached only for generally interested people 

and spectators. For season-ticket holders the sample size reached is of 18 respondents, due to the 

difficulties faced in finding them at the games attended. 

 

Interview 

 A sample size of 10 interviewees drawn from each group of sport consumers has been set 

as adequate to gain deeper insights. Respondents had voluntarily offered to partake in interviews 
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for further investigation by leaving their email address at the end of the questionnaire. They were 

then invited for an interview on the topic at cafeterias and Copenhagen Business School buildings, 

depending on participants’ preference. As a compensation, coffee and snacks were provided for free 

by the researcher. 

 The number of 10 people to be interviewed was set before starting with the data collection 

process and problems emerged. Therefore, the amount of interviewees had been reached for 

generally interested people and spectators as they were more easily accessible. Since the season-

ticket holders were the smaller group, a sample size of 4 people was set in order to respect the 

proportions.  

 

 5.4.4 Secondary data 
 Secondary data are “raw data that have already been collected by someone else” (Ibid:160) 

for various purposes. For this thesis, secondary data have been retrieved from a variety of sources. 

BasketLigaen official website, DBBF reports and past researches allowed the researcher to access 

different data. The secondary data that support the discussion are retrieved from the Internet and 

from official teams’ websites. 

 Access to secondary data has been utilized by the researcher to explore the topic and 

increased understanding of it. Nevertheless, the researcher is aware that secondary data alone are 

not sufficient. Particularly, the topic of Danish basketball had not been investigated before therefore 

no secondary data can be retrieved: the researcher faced situations where the desired data were 

not available, such as the number of season-ticket holders over the years. 

 

5.5 Time horizon, techniques and procedures 
 The inner layers of the research onion concern time horizon and techniques and procedures 

of the research process.  

This thesis has current time has time horizon; current time as point of reference has been established 

as the research retrieves data from contemporary sources (secondary data) and collected 

throughout 2015/2016 season, the moment when this paper is produced. The current time frame of 

the study is imperative as it is based on a real issue affecting BasketLigaen in the present. 

 In respect to techniques and procedures, the initial step of the research was to gain an 

extensive knowledge of the topic by understanding the organizations, via team representatives, and 

sport customers’ perspective. The researcher collects and analyzes data assuring consistency with 

the interpretivist paradigm, hence uncovering and comprehending the insights from diverse 

viewpoints. The same focus is maintained in the last sections where data analysis is discussed and 

pertinent suggestions are offered.  
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5.6 Reliability and validity 
Validity and reliability of the research deserve to be discussed to assess the quality of 

research design.  

Adherence to constructionist epistemology mean that, since social reality is constructed by 

people, the research is affected by individual backgrounds and perspectives. Consequently, there 

are no fixed criteria to determine if knowledge is can be considered authentic (Ibid): subjective bias 

may have affected the interpretation of data collected. Nevertheless, the diversity of people and 

backgrounds included in the research assures the validity of the data. 

The data and findings are assumed not to mutate significantly if collected again in the near future, 

so they are considered reliable in the short term. The short-term reliability is based on the assumption 

that Danish basketball will improve soon.  

A weakness about the interview is that participants may have inhibited and prevented from 

telling the truth or share negative opinions about BasketLigaen and their experience. Their point of 

view is represented and gives a useful overview of the actual situation leading the researcher 

towards the generation of meaningful suggestions and ideas for improvements. 

 

5.7 Ethical issues 
 Ethical issues are about the researcher behavior in respect to the right of the subjects of the 

research or affected by it (Saunders et al., 2009). Among these, privacy of sensitive data, volunteer 

participation and confidentiality are some of the ethical issues to take into consideration in the data 

collection process (Ibid; Wahyuni, 2012). 

In order to avoid people to feel uncomfortable, participants had been informed regarding the 

topic of the research and the purpose of gathering data. Moreover, they were ensured that 

questionnaires and interviews were held anonymously and not attributable to specific participants. 

The team representatives contacted were informed about the possibility of signing an agreement of 

confidentiality to maintain the thesis in a non-published form, but all of them declined this option. 

These assurances were relevant when questions about more sensitive information, such as data 

concerning demographic characteristics, were asked.  

 Lastly, people’s willingness to partake in the research had been asked in advance letting the 

participants decide whether to participate or not.  

  

6. Analysis and results 
In this section the findings of the analysis of data collected are presented group by group. 
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6.1 Interviews with teams’ representatives 
 The results regard Bakken Bears, Stevnsgade Supermen and Hørsholm 79ers. 

 About the emphasis put on the creation of an experiential product, according to Ove Thelin 

of Stevnsgade Supermen they had not any initiative for the past seasons. Oppositely, Bakken Bears 

spend a lot of energies to set up a show involving a mascot, dance team and an introduction show. 

Referring to the sport director Michael Piloz: “it is very important focus to keep on developing this, 

as it is done in handball. Moreover, the image of NBA must transmit something for our games” 

(2016). Hørsholm 79ers, according to the communications and marketing director Mads Olesen, 

attempt to “provide a total experience from before the fan hits the arena until the next few days” 

(2016), but in his opinion is not enough also due to the insufficient manpower. The less developed 

momenta are before the game and when customers arrive at the arena: previews and video 

interviews on Facebook and official website introduce the game, while music welcomes fans. Mads 

Olesen states that, on the contrary, greater initiatives are put in place to introduce the team: a video 

broadcast on big screens and a light show present players on the court. Additionally, during half-

times they run competitions and dancers take the field.  

 The teams confirmed that have been concentrating on attracting more spectators, but none 

focused on turning them into loyal customers. Bakken Bears and Stevnsgade Supermen are 

committed to retain mostly sponsors with dedicated communications and networking activities. 

Instead, Mads Olesen of Hørsholm 79ers points out that the absence of an online ticketing system 

makes it challenging to “retarget people who have bought tickets”. Nevertheless, they make people 

return to the arena by handing out flyers with special deals or tickets for the successive game. 

 The initiatives to promote basketball are investigated. While Stevnsgade Supermen do not 

carry out any, Hørsholm 79ers and Bakken Bears are more proactive: both promote the team locally, 

for instance Bakken Bears presents the club at the schools in Aarhus inviting children to attend 

games and take part in various activities of the city as Michael Piloz explains. Similarly, Hørsholm 

79ers visit schools to hand out tickets. Oppositely, Ove Thelin revealed that the plan is to implement 

initiatives from the next season onwards.  

 Having outlined the current situation of Danish basketball, the future is taken into 

consideration. The representatives are optimistic for the future of basketball in Denmark, 

nevertheless there are different opinions on what to prioritize. In Ove Thelin opinion, the first thing 

Stevnsgade Supermen should focus on is the managerial positions: “our first priority is to build up 

our administration then after this is done we look at players”. Conversely, according to Michael Piloz, 

the main focus should be on increasing the spectatorship to have a full arena at every match and to 

sign favorable TV agreements. An opposite perspective is represented by Hørsholm 79ers. 

According to Mads Olesen, the future of the club looks promising: “we now have a good product in 
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place to sell the club to sponsors and for us to succeed we need to at least double our budget to be 

able to compete for players. We do not need to win championships but we need to be able to 

compete to be able to pull in the sponsors”. Specifically, he believes that “the game as a whole in 

Denmark hinges on participation” and identifies the increase in the number of players from 10.000 

to at least 25.000 a beneficial advancement for Danish basketball. About BasketLigaen future, there 

is the need “to keep increasing the number of spectators. To do this we need all clubs to make an 

effort and become increasingly professional. Right now there are two clubs in the league who are 

not working on this and that drags the rest of the league down”. 

To sum up, what emerges from the interviews with team representatives is the focus, in 

varying degrees, on retaining sponsors more than spectators (Stevnsgade Supermen, and Bakken 

Bears). However, others (Hørsholm 79ers) attempt to retarget and retain spectators handing out 

dedicated deals and discounts to those at the sport arena. 

An unanimously matter underpinned by the representatives is the optimistic view of the future of 

basketball in Denmark and the respective teams. The recurrent theme is that the enhancement of 

Danish basketball, and individual teams passes, through the increase of attendance until the sport 

arena is filled up every game. Other priorities highlighted by teams’ spokespersons range from the 

board of team management (Stevnsgade Supermen) to the vital need of attracting sponsors and 

making advantageous media agreements (Hørsholm 79ers and Bakken Bears). 

A table summarizes the main aspects that emerged from the interviews (Table 1). 
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6.2 Pilot questionnaires 
 The findings pertaining to people generally interested, BasketLigaen spectators and season-

ticket holders involved in the first part of the research are presented.  

 

People generally interested in basketball 

 The sample is balanced between men (58%) and women (42%). Respondents age is 

comprised in a range from 13 to 54 years old distributed as follows: 48% of participants are between 

13 and 25 years old, 47% between 26 and 40 years old and only 5% between 41 and 54.  

The majority of respondents concentrates (56%) in Copenhagen. It follows Frederiksberg with 11 

respondents (22%). The remaining ones live in proximity of Copenhagen such as Brøndby (4%) and 

Lyngby (2%), or in other cities like Aarhus (10%) and Aalborg (6%).  

As noticeable in Table 2, the two mostly followed sports are football and basketball: both 

have been indicated by 32 respondents out of 50. A significant gap is observed between the first two 

Table 1. Summary of interviews with team representatives. 
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and volleyball, which is placed third with 8 mentions; tennis and handball come after with 6 mentions 

each.   

 

 
Among the respondents, 24 have played basketball recently either at amateur (17) or 

competitive level. The interest in basketball is reflected in the fact that the majority, 80% of 

respondents, follows Euroleague or NBA segmented as follows: 32% is interested in both 

championships, while NBA alone is the most followed (48%); Euroleague is followed by 20% of the 

interested. Those who do not follow is due to the fact that play basketball but do not watch it; to cite 

one: “I find watching basketball quite boring but I really like playing it instead”.  
The motives for following either NBA, Euroleague or both are subjective. In general, they follow NBA, 

Euroleague or both because of exciting entertainment (18 people): “Everything in NBA is pure 

spectacle!”. Others (12 people) attribute their interest to players’ quality in the league: “NBA grants 

a high level of athleticism” and again, “Euroleague brings the best players in Europe together in the 

same competition”. Lastly, four people follow both mainly due to the love and addiction to basketball, 

indeed to cite one: “I love the game so every time I can I watch any basketball game”.  

 Oppositely, when asked about their awareness of BasketLigaen, 36 out of 50 (72%) declared 

they did not know about it. Only 26% is aware of BasketLigaen and the remaining 4% claims to know 

about its existence but nothing more. If people that do not know of BasketLigaen are added to the 

ones who are aware it exists (comprised the 2 who selected Other) but do not follow it, it results in 

86% of people not interested in Danish basketball.  

Those who follow basketball in Denmark are supporters of a specific team or because they know 

someone, a friend or a relative, playing in a BasketLigaen team. On the contrary, those who are 

aware of BasketLigaen but not interested affirm: “The level is not that high so that I would be 

interested to follow”. 

Otherwise, the main reasons for the absence of awareness and interest in BasketLigaen can be 

grouped into themes. The most recurring argumentation is the lack of promotion as 15 respondents 

Table 2. The most followed sports ranked by mentions. 
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highlighted; some explanations were: “It is the very first time someone talks about the presence of a 

league here in Denmark” and “I have never heard about Denmark having a basketball league”. 

Secondly, Danish basketball offers a low level competition (14 respondents): “I don't have the time 

for something I know is low level” and “The fact that I do not know about the league must mean that 

it is bad”. Additional reasons are the fact that BasketLigaen does not get people’s attention (10%) 

and word of mouth (8%). 

 In accordance with what emerged so far, not many respondents have been to a BasketLigaen 

game this season (2015/2016) neither in the past. Among the 12 who know BasketLigaen only 7 

have ever attended a game. Coherently with the numeric results, the large majority of respondents 

(5) stated that, overall, their experience was unsatisfactory: “I had a disappointing experience: no 

enthusiasm from spectators, just seating and no incitement for the players”, “My experience was 

rather bad mostly due to the lack of people, the size and the appearance of the arena and the quality 

of the game”. 

 Despite these discouraging findings, there is a more positive attitude towards the possibility 

of attending a BasketLigaen game in the future: 50% of respondents declares that it is probable they 

will attend, added to a 6% more enthusiast that states would absolutely attend. Of the other 

respondents, 18% stated that it is improbable to attend in the future and 24% asserts to be unsure 

about it. 

 

Spectators  

The sample consists of mainly men (40 out of 50) and women are a minority but still present 

at the sport arenas. Half of the respondents were between 13 and 25 years old, 22% aged between 

26 and 40, whereas respondents aged more than 41 constitute 28% of participants. 

It resulted that 58% of respondents have not practiced it in the recent time; on the contrary, 42% 

declared having practiced basketball and 10 at competitive level.  

 The spectators indicated the two most followed sports and as observable in Table 3, 40 

spectators affirm to follow basketball, while football has been mentioned 30 times. There is a big gap 

between the sports with more followers and the other ones: right after football, there is handball with 

8 mentions and tennis, volleyball and motor sports with 3. 
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The spectators were asked how far they live from the sport arena in terms of time taken to 

get there. On average it takes approximately 15 minutes to reach the sport arena which can be 

considered a reasonable amount of time. A respondent who lives one hour (60 minutes) away from 

the arena is discarded from the average time as it is an outlier: the maximum amount time needed 

is therefore generally comprised between 5 and 40 minutes. 

Spectators during the recently ended seasons attended 4.7 games on average, while during 

the past 2014/2015 season 5.2 games. The difference is easily explained by the fact that the data 

about season 2015/2016 had been collected when it was underway, whereas the previous season 

concern a period already over. For this reason, the comparison between the distance from the sport 

arena and number of games attended is done by adopting the average games of 2014/2015 season.  

A correlational research15 has been conducted to assess whether the time necessary to reach the 

arena affects the number of games attended. From the calculation results a correlation coefficient of 

0.06 which is close to zero which means that there is no relationship between the two variables 

examined16: when the travel time increases, the number of games attended does not change. 

                                                
15 A correlational research is “a form of research in which you observe what naturally goes on in the world without 
directly interfering with it. This term implies that data will be analyzed so as to look at relationships between 
naturally occurring variables” (Field, 2014:872). In a correlational research a coefficient of +1 indicates perfect 
positive correlation between variables (when one variable increases, the other increases proportionally), a 
coefficient of -1 indicates perfect negative correlation (if one increases, the other decreases proportionally) and 
when the coefficient is zero there is no relationship between variables. 
16 The outlier respondent who takes 60 minutes to get to the sport arena has been kept out from the correlational 
research as well. 

Table 3. Spectators’ most followed sports. 
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 The research at this point regards more specifically to BasketLigaen games and the 

experience spectators get. The reasons for attending are grouped into five main sets of motives. 

The most frequent reason that explains spectators’ presence at the arena is the love of the game: 

18 respondents declared that what attract them to the sport arena is the love for basketball (“I love 

the game and the passion took me here”). In order of frequency, 9 spectators attend because they 

know someone who plays (friends or children), while others to support a local team (8 people) or 

because previous or actual basketball players/coaches (7 people (“I have played and coached for 

20 years, it is just a great sport”).  

 

 

 

The feedback collected about the experience at the arena, despite some concise and not 

thorough ones defining the experience as “great” or “enjoyable” (7), variable according to the teams 

supported. A feedback for each team supporter is reported to offer a complete overview of the actual 

experience delivered in the different sport arenas. 

“The experience is nothing special or memorable: there is no entertainment and it gets boring 
during half-time.” (SISU supporter). 

 
“My experience can be described as poor because apart from the music, nothing else creates the 
right atmosphere to enjoy the experience of the game like infrastructure, quality of the game and 
number of fans.” (Stevnsgade Supermen supporter). 
 

“The atmosphere is ok, could have been more enthusiastic and entertaining though.” (Team FOG 
Næstved supporter).  

 
“Nice environment, nice people and exciting games!” (Bakken Bears supporter).  

 
“Nice entertainment which is getting better season by season” (Hørsholm 79ers supporter). 

 
“I really like coming to the arena because it is easy to follow the game and there is a very 
enjoyable atmosphere thanks to fans that sing to support the team!” (Horsens IC supporter). 

 

Table 4. Spectators’ reasons for attending. 
. 
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Afterwards they assessed their satisfaction level on a scale from 1 to 10. None respondent 

was extremely satisfied or dissatisfied, levels corresponding to the extremes. The average 

satisfaction equals to 5.6, close to 5 which corresponds to neutrality, meaning that people leave the 

arena neutral, with no negative or positive feelings.  

In relation to the degree of satisfaction, respondents had to specify what they like the most 

and the least when attending BasketLigaen games. The three most frequently disliked aspect are 

the seating area of the arena (and the limited view of the court), the absence of entertainment of the 

audience combined with coldness of fans, and low professionalism of the game. Concerning the first 

aspect, 18 respondents reported the inadequacy of seats at the arena disclosing the problem of 

limited visibility of the ground and game: “The appearance of the arena is not adequate for the 

professional league and the seating area is not comfortable”, and “Seats are terribly uncomfortable 

and the structure of the arena limits the view of the game”. The second issue, mentioned 20 times, 

is the lack of entertainment during time-outs and half-times, pointing out that “the audience is 

forgotten inside the arena as there is no entertainment so people just wait for the game to start”. The 

absence of entertainment relates also to the cold atmosphere. A spectator stated: “The crowd is 

calm and silent: this is not the right atmosphere for a game!”. The last matter is the level of 

professionalism of basketball. A portion of spectators (12) states that the quality of players, and 

consequently of the game, is too low and not enough for professional basketball. Regarding the 

positive aspects of spectators’ experience, the majority of people did not mention anything specific 

except for the “familiar atmosphere” (4 times), the “music” (4), and the tickets’ “cheap price” (5).  

A necessary remark is that responses vary according to the team spectators support. For instance, 

Bakken Bears, Team FOG Næstved and SISU fans do not complain, as Supermen fans do, about 

the seating and the limited view of the court, and they do not indicate it among the least liked aspects.  

 Subsequently, spectators get involved and are asked about possible improvements and they 

touch upon disparate features.  

Except for 7 spectators that did not have anything to suggest, other respondents proposed at least 

one aspect to be improved and how. Coherently, the recurrent topics were the same as before. To 

entertain spectators a frequently named solutions was the introduction of cheerleaders (mentioned 

14 times) during breaks. As “putting on a playlist of nice songs is not enough”, the suggestion is to 

“invite dancers and gymnasts, for example”, aiming to “support and encourage the team during 

games” and “create a sort of a show during half-times and time-outs”. Other suggestions were the 

organization of contests and competitions to make spectators win prizes, which was mentioned 7 

times, and satisfy people desire “to be more part of the game”, and to make people interact with a 

camera emulating the kiss cam like in NBA (3 mentions). 
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The second complaint is the low professionalism of the players and, hence of the game: they suggest 

to look for better players abroad (3) or in the youth divisions (3). The third issue regards the sport 

arena, mentioned 17 times: complaints come from mostly from Stevnsgade fans and are about the 

comfort of the seating and the court view limitedness. The suggestions are to make the seats more 

comfortable with integrated pillows and “remove the pillars that interrupt the visibility of the game: 

sometimes the most exciting play is exactly behind and it is annoying missing it!”.  

Another issue mentioned is the size of the sport arena which is not adequately big for a professional 

league: it has to be bigger, better designed and with more seats available. Additionally, fans (3) of 

various teams highlighted the food and drinks available at the bars inside the arena have quite limited 

choices and have to queue for long: the suggestion is to give wider alternatives, including “vegetarian 

options that now are not available”, and more point of sales. Lastly, respondents have concerns 

regarding the atmosphere at the arena: despite some like the fact that is intimate and familiar (6%), 

the majority of spectators complains about the environment’s coldness and lack of enthusiasm 

solvable by bringing more people in and by promoting basketball in schools so participants develop 

a stronger interest. 

The research among spectators of BasketLigaen games confirms the interest in NBA and 

Euroleague championships, with only a small percentage not following any (10%). The remaining 45 

respondents are interested in NBA (54%), Euroleague (10%) or both (26%). 

The reasons that make spectators follow NBA and Euroleague are similar to the ones emerged from 

the analysis of interested people questionnaires. An overview of the most mentioned motives is 

available in Table 5. 

 

 

Season-ticket holders 

 The sample is made of mainly males (61%) but women are present in a great number too. 

No season-ticketholders aged less than 13 or more than 70 filled out the questionnaire; hence, the 

age of respondents is allocated as follows: 5 season-ticket holders aged between 13 and 25, 3 

between 26 and 40, 6 between 41-54 and, lastly, 4 between 55 and 70. The majority of season-ticket 

holders (12 out of 18), has not played recently while the remaining 33% has played basketball either 

at competitive (2) and amateur level (4). 

Table 5. Spectators’ reasons for following NBA and Euroleague. 
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 The results see basketball leading the most followed sports with 17 mentions, named by all 

season-ticket holders except one. The second most followed sport is again football with 11 mentions, 

and handball is the third most followed sport despite the few times it has been mentioned (4).  

 

 

Except four that only support their favorite team in BasketLigaen or are not interested, 

respondents proved to be interested in NBA and Euroleague or both: NBA remains the most 

followed, whereas Euroleague is followed by 3 respondents and four follow both.  

To explain the interest in NBA and Euroleague the respondents named the same reasons that 

already emerged. They follow NBA because it is the best (mentioned 4 times) and because of 

players’ high quality (2). In few cases the passion and love for basketball make them follow it. 

Otherwise, as a respondent explains, it is a combination of both: “NBA offers the best basketball and 

best spectacle at the same time”. Similar are the explanations given by those who follow only 

Euroleague. 

It has been estimated that the average time necessary to season-ticket holders to reach the 

sport arena is approximately 10 minutes and is considered a reasonable amount of time. In general, 

it takes from 5 to 20 minutes of traveling time, with no respondents taking more.  

Similarly, the average traveling time has been compared to the number of games attended. Season-

ticket holders during the season when the research is conducted (2015/2016) attended on average 

21 games, whereas during the previous one 17.7. The figure utilized was the number of games 

attended in the past season as it is not subject to changes. 

By conducting a correlational research, a correlation coefficient of -0.04 has been obtained. The 

number is very close to zero indicating the absence of a relationship between the variables: the 

number of games attended remains the same when the travel time increases. 

The research at this point gets more specifically into season-ticket holders’ interest in the 

Danish basketball competition. The main reason of their presence at the sport arena is to support 

the local team, the team of the city where they live, which was mentioned by 9 season-ticket holders. 

One of them states: “My son started about 8 years ago and we decided to follow Horsens IC and 

Table 6. The season-ticket holders’ most followed sports. 
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now we are big supporters!”. Others, 4 respondents, are interested in Danish basketball because of 

the love for the game while the remaining ones attend because they actually play or played 

basketball in the past (2 mentions) or because they work for DBBF (2). Table 7 groups by theme all 

respondents’ motives that emerged from the questionnaire. 

 
 

Half respondents subscribed a season-ticket due to loyalty to the team they support. To cite 

one: “I bought a season card because I come to the sport arena every time to support the team” 

(Horsens IC supporter). Five respondents got a season-ticket for free, and five others bought it 

because it grants a seat at the sport arena during the season (“I decided to buy one to support the 

team and because it is easier when you have a season card: you don't need to fight for a seat every 

game”). The last reason is the convenience of price: four spectators because it is cheap compared 

to the purchase of single tickets (“I can save money knowing I watch all games”). 
 The season-ticket holders were asked to describe their experience at the sport arena. 

Stevnsgade Supermen supporters state: “There is a cozy atmosphere even though it is not proper 

for a basketball game. I have to say that there is not much entertainment for people so it turns into 

boring” and that the experience is “just ok for watching some basketball but it cannot be said it is 

exceptional”. A person involved in Danish basketball affirmed that the experience in the majority of 

Danish sport arenas is overall boring. More positive opinions were reported by Horsens IC 

supporters. They underline the good atmosphere (mentioned by all 6) and the game intensity (3): “In 

our arena there is a very happy environment and atmosphere!”. Another perspective by a Bears 

supporter highlights the quality issue: “The experience is ok. Low level compared to other leagues 

but still nice for some basketball”. Lastly, a 79ers fan makes the point on the experience perceived: 

“The club is making many efforts and over the years the entertainment they provide is getting better 

and better: I like it. However, the level of players is still too low for the professional competition”.  

 Consequently, spectators expressed their level of satisfaction on a scale from 1 to 10. It 

resulted that the average degree of satisfaction equals to 7: no one assessed the score of 10 (=very 

satisfied) nor the score at the opposite extreme corresponding to complete dissatisfaction. The 

average level of satisfaction tends towards the positive extreme. 

Table 7. Season-ticket holders’ reasons for attending. 
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Season-ticket holders most liked feature of the sport arena experience is the great 

atmosphere during games with many “people supporting the team” by “singing, clapping hands and 

exulting”, cited by 9. Liked aspects that count only few mentions are: the team presentation, the 

closeness to the players and the localness of the sport arena. Except for Horsens fans that explicitly 

stated that do not dislike anything, the least liked aspects are: the sport arena, the professionalism 

of the game and the scarce entertainment. 

The complaints about the sport arena come from all Supermen supporters (3): “The arena is one of 

the worst things of the whole experience because the seats are uncomfortable and the view limited”. 

A response sums up all the solutions suggested: Supermen need a “bigger and more appealing 

arena with more seats and complete view of the ground”. The second issue criticized is the quality 

of players and the disparity among teams which decrease the uncertainty of the result: “I do not like 

when a team is too good than the others because the result is expected”. The suggestion is to “sign 

more professional players” and to “close the gap between top teams and the others” by introducing 

requirements to be met to participate in the competition. However, contrasting opinions were 

collected: Horsens IC and Bakken Bears fans indicated the exciting games as the most liked aspect 

while others complain about the poor entertainment claiming for implementing initiatives to entertain 

spectators  

 The questionnaire ends testing if the season-ticket holders feel compensated for the price 

paid. Having removed the five respondents who got the season-ticket for free, the remaining ones 

declare to feel compensated for the money paid and none believes the ticket are overpriced. 

Additionally, respondents were asked about benefits gained by subscribing a season-ticket or, if not, 

would like to receive any. Bakken Bears season-ticket holders have been compensated with beer 

and pop corns, whereas Horsens IC supporters are offered free water or soda at home games and 

have the chance to travel on the bus with the team if the arena is more than one hour and a half 

travelling distance. A respondent that did not receive any benefit proposed to dedicate special 

savings or offers on merchandise only to season-ticket holders, while no other suggestions are given 

by the remaining ones. 

 

6.3 Semi-structured interviews results 
The findings derived from the semi-structured interviews conducted with respondents of each 

unit of sport consumers are now presented.  
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People generally interested in basketball  

 The interview with people generally interested in basketball has a different structure than the 

ones conducted with the other sport consumers. The interview is made up of two main parts which 

investigate the general interest in basketball first, to move to BasketLigaen then. 

 

The interest in basketball. Interviewees were in most cases introduced to basketball by parents or 

themselves because of in-first person involvement as players. Other interviewees approached 

basketball because of third parties such as friends and classmates that got interested accidentally 

(“A friend of mine introduced me to basketball. He invited me to watch a game at his place and I was 

fascinated and intrigued that I started watching it by myself”). 

Of all the facets proper of a basketball game, interviewees were questioned about the importance of 

a victory of their favorite team. Except for one interviewee who stated that winning is fundamental, 

the others asserted that a team might incur in losses throughout a season (“being a supporter also 

means to accept to follow your team through thick and thin, as losses are part of the game”) but this 

is not what matters most to them. Interviewees affirmed to pay more attention on the players, if they 

bring their energy on the court and play passionately: “I would like my team to always win but I know 

it’s not possible as basketball is unpredictable. But I want every single player to fight to get the ball 

and play with intensity”.  

 

The Danish basketball experience. Of the ten interviewees only 4 knew about BasketLigaen. 

Particularly, among them only two have attended a Danish basketball game, with one of them being 

a supporter of a Bakken Bears regularly attending.  

The experience got in sport arenas in Denmark is controversial: one had a disappointing experience 

when attended a game at Kildeskovs Hallen and contributed to the formation of a bad opinion of 

Danish basketball. The issues, in his own words, are that the “competitive level is not adequate for 

the professional league which is supposed to bring together the most valuable players” this added 

to the absence of “entertainment for spectators: they were all sitting and watching at their 

smartphones waiting for the game to begin”. On the whole, he defined the experience boring and 

does not consider to attend again soon. On the contrary, the interviewee who attends Bakken Bears 

games explains: “I am completely aware that BasketLigaen is not NBA and it is far from resembling 

it, but I can see the efforts to improve it and I enjoy the experience I get. However, with no doubt 

there are things that need to be implemented, like the entertainment, and others ameliorated”.  

The interview moved in another direction for those who did not know BasketLigaen and never 

attended a game. The causes referred were that they heard negative feedbacks and others declared 

have never got to know it (“Being hidden as a sport in Denmark means that it is not a very good 
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product”). According to the interview, people interviewed had to illustrate what would attract them to 

attend a game and the responses are categorized as follows: 

- Free of charge. The possibility to attend a game without paying for the ticket would make them 

go to the arena (“If I were handed out a free ticket to attend a game, I would have gone for 

sure”).  

- Outstanding entertainment. According to an interviewee: “If you don’t offer more than 10 people 

passing the ball, then it wouldn’t make sense for them to come to the arena”. What would make 

them attend is being entertained with “something unique” during the permanence at the arena. 

For example, “half-times could be used to offer a show with competitions that bring the audience 

on the court as it is done in NBA”.  

- Promotion. Through promotion with advertisements and commercials, eventually containing 

“snapshots of games”, the audience would get to know about the league and get “curious and 

intrigued”. This curiosity would make them attending a game to experience it themselves.  

- Valuable players. Three interviewees stated that they would be encouraged to attend games by 

“the presence of valuable players in the Danish championship”. To cite one: “the high quality of 

players and the game offers interesting and valuable performances are important incentives for 

encouraging people to attend”. 

 

Spectators and season-ticket holders 

The findings from the interview are hereby presented in four sections: the overall experience 

at the sport arena, the possible improvements, the future of basketball and personal opinions. Since 

the first three parts of spectators and season-ticket holders’ interview correspond, the findings are 

explained jointly. 

 

Experience at the arena. The experiences in Danish sport arenas are perceived differently according 

to the teams. Those who had a mediocre experience also referred to the aspects that did not like 

and mentioned the same issues that emerged from the questionnaires (quality of the players as and 

lack of entertainment). The sport arena and the atmosphere are rather discordant elements that 

differ depending on the arena. About the atmosphere some spectators reported to be nice and they 

enjoyed the overall experience, while others were not enthusiastic. 

On the contrary, a different experience is reported by season-ticket holders interviewed which are, 

to varying degrees, satisfied and did not indicated any disliked aspect. Particularly, two interviewees 

showed to be enthusiast about the experience due to the atmosphere in the sport arena and to the 

successful team. In relation to the first: “I am always happy with my experience! There is a very good 

atmosphere during the matches (..). I love that I get the feeling of being a part of something, and 
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when you watch the game with the other supporters you are a part of something unique and 

incredible...it sometimes feels that you are one unit!” 

The most significant declarations by both spectators and season-ticket holders are hereby reported: 

- Quality of players. “I would like the the teams were better as the level was so low (..). The crowd 

was cheering and shouting, I am quite satisfied but I really felt the players were really bad”; “I felt 

like it was a high-school game in terms of the arena and setting”. This aspect was not mentioned 

by any season-ticket holder which referred to be “pretty good”. 

- Absence of entertainment: “They could have more things happening during the breaks to entertain 

especially kids”. 

- Atmosphere in Nørrebro Hallen. “My experience could be described as mediocre, not something 

memorable (..). I did not feel the passion and the vibe of fans: it seems that the people watching 

the game were just families of the players none really into the sport”. While in Næstved: “There 

were young guys really passionate about it and the people were holding a paper fan hitting it on 

their hand creating a fairly nice atmosphere” and in Vejlby Riskov Hallen: “The environment around 

was super nice and also everyone is really into it: I enjoyed it!”.  

- Sport arena. An interviewee on Nørrebro Hallen: “I felt like it was a high-school game in terms of 

arena and setting”. 

 

Improvements. While discussing how they perceived the games, some aspects that mean a lot to 

them were mentioned, whereas some other ideas had been introduced to them to give an opinion17. 

Hence, the improvements needed to ameliorate the experience of Danish teams that were discussed 

with interviewees are revealed in the same time. To facilitate and simplify the reading of the thesis, 

a synthesis has been created in Table 8. 

 

                                                
17 For a complete description of the ideas that have been introduced to interviewees, refer to Appendix 5. 
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Table 8. Possible improvements discussed at interviews. 
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It has to be clarified that not all the aspects were positively accepted by respondents. Specifically, 

some interviewees had concerns about the possibility to watch the game in VIP areas as they think 

that it would not appreciated if introduced due to current status of Danish basketball, or because it 

might create a sense of inequality inside the arena. Some others about the possibility of watching a 

game of younger competitions included in the price of the main one as it would not be relevant for 

them. 

  

The interview moved on with the initiatives beyond the game that could promote more 

BasketLigaen teams and basketball in Denmark. What emerged from the interviews has been 

summarized in Table 9 in order to facilitate the reader in getting to know the ideas tested and 

suggested. 
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Table 8. Ideas of initiatives to promote BasketLigaen and the teams. 
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Also in this case, not all the initiatives proposed have achieved resounding success. About having 

access to locker rooms, few interviewees stated that people would not be interested: “I do not think 

people are interested in what goes on in the locker room. This is not NBA!”. One prefers that players 

“have some privacy in the locker room”. Two interviewees were skeptic about broadcasting live 

games on social media because of personal preferences (“I find it annoying, I do not have a good 

opinion of it”). 

 An additional idea proposed to interviewees was: the possibility of watching the game in a 

sports bar with dedicated offers for supporters. A premise is that the interviewees keep informed 

about the favorite team, but a small portion follows the favorite team playing away. Some would love 

too but do not have the enough resources to afford the expenses or free time to do so. In general, 

the proposal was approved with enthusiasm except for two skeptics that explained: “Drinking out in 

Denmark is very expensive so it will never catch on, plus Danish basketball (..) is played in midweek 

and people have to get up early for work”.  

 

The future interest in basketball in Denmark. The general trend among interviewees is that they 

believe the interest in NBA will increase and “is never going to stop and it continues getting better 

and better” even if it is already popular, this because “they are everywhere on social media and there 

are good players well known”. Four interviewees held no opinion regarding it and stated to be 

interested only in Danish basketball. 

Concerning the future of BasketLigaen, except supporters of a specific team who expressed 

expectations about their teams hoping for placing in the top of the standings. Nevertheless, all the 

respondents were optimistic about the future and wished the Danish basketball was more popular. 

The optimism is due to the fact that they glimpse a potential for basketball in Denmark which can be 

exploited only if the BasketLigaen and the teams manage to ameliorate it appropriately beginning 

with massive communication to get the people know about it and “efforts to engage people otherwise 

the interest will never grow up”. Two interviewees affirm that the participation of Danish clubs in 

European competition would help to increase the interest as they would be both more visible. 

At this point the interviews take different directions and the findings are presented separately. 

 

Spectators. Only 3 spectators stated that they would buy a season-ticket and because it is cheap, 

others would do it if the level of Danish basketball were better than now, whereas three would not 

turn into season-ticket holders as their attachment is not strong enough but they still find the game 

enjoyable. 

According to the first three interviewees it is essential that the season-ticket has an affordable price 

that enables “considerable savings compared to buying single tickets” plus, as indicated by others, 
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it should “include benefits that make holders distinguish from regular spectators coming once in a 

while”, or better, “a sort of reward for the commitment and trust in the team expressed with the 

purchase”.  

 The actual spectators interviewed were introduced to basketball through a friend or their 

relatives: 5 by parents, 2 because their children started playing in the league and one by the brother. 

They all keep attending games with the people who introduced them to basketball with different 

frequencies but whenever it is possible for them to go together. 

What matters to spectators is that their favorite team wins as they strongly support it, but winning, 

even though important, is not everything. In effect, as remarked, the fact that players do their best 

on the court playing with passion, and the whole experience of the sport arena would make them 

remain attached to the team and come back again. As a spectator explained: “I am of the view that 

the efforts of a player to help his other teammates both offensively and defensively during a 

basketball game is what that really counts”. 

 

Season-ticket holders. When asked what is necessary to make them renew the season-ticket, two 

of them identified the cheap price and the fact that allows to save money compared to buying single-

tickets like “20% discount if you pay for all matches at the beginning of the season”. The others 

indicated that the value for their money (“It is essential that you get something for your money”) is 

what matters for renewing: as long as the team offers good games and they feel entertained, they 

would renew the season-ticket. 

 About the benefits season-ticket holders get, some already emerged from the questionnaires 

while others were mentioned in the interview. As an interviewee reported, in Horsens they have Club 

500 where associates pay 500kr and get access to all regular season games plus a free drink each 

game, and they “get a chance to enter a shoot-out competition” held during half-time.  

 Regarding the possibility of using the season-card as payment method inside the arena all 

the interviewees accepted it positively as it could facilitate season-ticket holders by using a single 

card. Two of them proposed that, in addition to working as a payment mode, for every purchase in 

the sport arena the holder could gain points spendable for successive ones. However, despite the 

greatness of the proposal an interviewee warned that it would work only if the Danish leagues was 

as big as NBA. 

 During the conversation, interviewees revealed that they were introduced to Danish 

basketball the first time through their parents, a son who started playing, a friend and keep on 

following with them involving, in turn, other people by spreading the word. According to one 

interviewee, “basketball has become a family event”. It resulted that they went once, got engaged 
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and then continued to follow BasketLigaen with passion and enthusiasm becoming season-ticket 

holders. 

To conclude, the affection harbored for the team by two season-ticket holders made them 

volunteering to help preparing the sport arena (“I help to put up banners and advertisement”) and 

giving assistance during the game. 

7. Discussion 
 Conforming to the discipline of service design that guided the entire research process and to 

the methodology embraced (action research and interpretivist paradigm), the perspective of those 

directly affected by a sport event, i.e. spectators, is fundamental for the comprehension of what the 

problem is. The findings reveal various facets of the Danish basketball issue, but also useful insights 

for solving it and improving the actual state as for the aim of the research. 

 First of all, not all the team clubs were prone to communicate and willing to collaborate, for 

academic purposes, with the researcher. This indicates that not every team is equally good at 

interacting with the various stakeholders. Instead, the team representatives interviewed were of 

much help and honestly shared their perspective on the contents debated. 

 Especially the research reveals that the main problem is the lack of awareness of 

BasketLigaen: many do not know Denmark has a professional basketball league or, affected by 

negative word of mouth, have decided not to inquire about it. On the contrary, those people generally 

interested in basketball who attended a BasketLigaen game reported in most cases a rather 

unsatisfactory experience due to certain aspects, also mentioned by spectators and season-ticket 

holders. 

A commonality among respondents is the interest in other leagues than BasketLigaen, 

namely NBA and Euroleague with a small percentage of non-interested; furthermore, a great portion 

of respondents practices basketball on a regular basis for recreational or agonistic purposes. This 

means that there is a number of potential customers that currently are not offered a good product 

and could be targeted by the Danish league.  

What emerged from the questionnaires is the inequality between Danish sport arenas where 

games are played: in particular, Nørrebro Hallen was the most criticized because of several structural 

problems (number and type of seats, court visibility). Similar discrepancy has been reported for the 

atmosphere during games with spectators being more passionate and enthusiastic than others. 

Whereas, the prevalent negative aspects spectators complained about are the quality of the players 

considered not appropriate for a professional league, and the entertainment of the audience before, 

during and after the sport event whose potential is not fully exploited by BasketLigaen teams. 

 After a broad study through the questionnaires handed out, by conducting semi-structured 

interviews a closer investigation has been possible. The interviewees talked freely and touched upon 
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disparate topics; some possible improvements have been suggested by them, while others tested 

with them to gain feedbacks about a portion of ideas generated from the in-between brainstorming 

phase. In this manner, the research adheres to the sequential stages of service design process and 

substantial mistakes avoided. 

The interviewees’ suggestions are considered valid as they shared their view on how the 

BasketLigaen games experience should be or they would like to be in the future. Moreover, their 

proposals represent a great starting point for additional initiatives that help with the 

commercialization of basketball in Denmark.  

  Made evident the interest in basketball and the aspects that BasketLigaen and the clubs 

need to take care of, it is unquestionable that substantial changes and improvements must be put in 

place in order for Danish basketball to take off. As of the objective of this master thesis, different 

ideas are hereafter proposed where the league and the team could draw valuable inspiration from. 

 

8. Recommendations 
The ideas hereby combine theory from the framework and the suggestions proposed by sport 

consumers throughout the research process. Moreover, it needs to be clarified that the following 

proposals are not addressed to specific teams and therefore can be actualized by any or adapted 

according to the singular cases. 

Many of the ideas generated are inspired by the background knowledge of the researcher, 

hence the direct observation of the Italian context, where basketball is the second most popular sport 

(CONI, 2014), falls within this section. 

The teams Olimpia Milano and Legnano Basket Knights are taken into consideration: these teams 

standout for being at the forefront of team management within the Italian basketball scene. Olimpia 

Milano is the Italian most title basketball team and competes in Lega Basket Serie A which is the 

highest-tier of the men’s professional league. Together with on-court successes, the team during 

2015/2016 regular season has set a new record for sport arena attendance counting an average of 

9,237 spectators per game, 138,559 in total. Moreover, in 2014, the president of the team Livio Proli 

was awarded Executive of the Year by Euroleague Basketball for his commitment “in basketball 

results, marketing achievements and community involvement” (Euroleague Basketball, 2014). 

Legnano Basket Knights, team of the same name city, takes part in Serie A2 which is the second-

tier of the men’s professional league. The team, under the guide of his charismatic president Marco 

Tajana, managed to escape a deadlock moment due to the lack of resources which occurred in 

2004. In twelve years so far, the Knights have experienced remarkable results and growth thanks to 

great presence on the territory and by offering an exciting product (Gandini, 2016). 
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 As stated in the theoretical framework, the tasks a sport club has to carry out can be divided 

into event and not event related and, accordingly, the presentation of the ideas follows this structure.  

Furthermore, throughout the presentation, it is specified whenever the proposals pertain to one of 

the Italian teams. 

 

8.1 Event management recommendations 
 The advices given in this section are relative to the sport event operational planning process, 

which affect both customer and supplier oriented activities.  

 

8.1.1 Behind the game  
The game played is the final product of a sport team. However, several tasks are performed 

“behind the scenes” to put in place the event. First of all, to stage an event the first task to complete 

is strategical planning. Vision and mission have to be defined and environmental scanning 

conducted before proceeding with the operational planning. BasketLigaen vision and mission are 

clear and well visible on the website, nevertheless simply stating it does not make the actual status 

of Danish basketball any better. They need to be actualized. After the research conducted, it is 

evident that the sport basketball is competing with is football which is also the most popular sport for 

federation members.  

 

On the basis of what emerged from the research, suggestions to improve the 

commercialization of BasketLigaen product before proceeding with the event experience operational 

implementation are presented. 

In order to lure people to come to Danish basketball games, they have to be aware about the 

existence of a Danish league and of the presence of a team in their city. This statement is reinforced 

by the psychological continuum model and the career progression path of a sport fan. The former 

states that awareness is the first step in sport consumption, and comes before the attraction. 

Similarly, the first stage in a sport fan career is belonging to general public before getting interested. 

Therefore, to make the people aware, the teams should start from the community where they are 

located: strong presence in the territory by participating in local activities and organizing some others 

is a good vehicle for promoting the team. 

Some more original ideas to promote the team within the local community than simply 

handing-out tickets could put in place. For instance, the team could engage with the community by 

being physically present at a local shopping center, a typical catchment area. In this way, the team 

gets in touch with the locals having the opportunity to promote BasketLigaen product. The location 

can be exploited for different types of initiatives that are now explained.  
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 Olimpia Milano arranges alike initiatives to get close to the local community and to let the team be 

known to a wider audience. The initiative, Olimpia Basket Challenge, is repeated several times over 

the season and they recreate a basketball court inside one of the shopping malls of the city.  

They give the opportunity to those 

who pass by to take part in a 

challenge with a final prize: who 

scores the highest number of shots 

wins a jersey of the team and two 

tickets for the next home game with 

VIP treatment18. At every event, a 

player or the mascot are present and 

meet the fans signing autographs 

and taking pictures. 

Similarly, Legnano Basket exploited 

the local shopping center to present the team at the beginning of the last season. The players had 

lunch at the mall and then presented for the opening of the season. Afterwards, autographs and 

pictures session followed. In the same occasion, people had the chance to play at a half court with 

the basket built for that day and to subscribe season-tickets (Legnanobasket.it, 2015). An additional 

benefit of these activities is that put the team into contact with people giving it a more human 

character, instead of being rather out of reach.  

Another initiative that makes people aware of BasketLigaen and bring more spectators in the 

sport arena, is school visits. Some Danish teams like Bears and 79ers already visit local schools, 

but the meetings could be turned into something more. For instance, Olimpia brings a different player 

at school visits and give students the opportunity to attend a training section during the class of 

physical education. Before they start training, students are introduced basketball and BasketLigaen. 

The initiative is repeated in different institutes in Milan throughout the season. 

Furthermore, a competition between schools is arranged. The competition between schools 

ideated by the Italian team consists in recreating the entire sport club, in terms of figures and roles, 

including the team. The schools in Milan participating in Armani@School create their own teams and 

name a president, a ticketing manager, and so on. They are handed out a certain number of tickets 

for a home game, which have to be sold at a very low price, impersonating what a real sport club 

does. The teams created by classes warm up before the professional team and face each other 

during the half-time. The schools collect points throughout the regular season and are rewarded at 

                                                
18 The VIP treatment Olimpia Milano makes available to the winners consists of a private car that takes them to 
the sport arena, seats close to the bleacher and meet the players after the game. 

Source. Centro Commerciale Milanofiori (2016). 
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the end of it with exclusive prizes (for instance, winners were honored with an autographed jersey, 

the videogame NBA2K and sunglasses given by one sponsor) (Armani Junior Program, n.d.).  

This kind of competition would guarantee the presence of a young audience that currently does not 

attend games: if they like being in the sport arena they will ask their parents to come again, even 

when the program is over.  

 

8.1.2 Around the sport event 
 Recalling the psychological continuum model and the fans’ career path, the suggested 

initiatives conceivably attract interested people by making them aware of BasketLigaen. 

Nevertheless, to engage and attach the supporters turning them into enthusiast, the game 

experience matters. The event does not begin with the tipoff, but time before spectators enter the 

sport arena. Consequently, it is recommendable to start delivering the audience valuable contents 

earlier than their arrival.  

The role that the Internet had in reshaping the traditional communication is unquestionable: 

according to a research conducted19 (Dioguardi et al., 2016), the web and social networks are the 

primary source of information for basketball news.  

From the investigation emerged that BasketLigaen and the teams are not making equal efforts in 

posting news and contents on social networks. Moreover, not all the teams have an account on 

social networks like Instagram and Twitter, but even if they do, the majority has been inactive for 

months or years.  

All the teams, League included, should dedicate more energies on being “social”: active and 

presence on all social media is strongly recommended also because they can be employed to 

promote games, update supporters and engage fans on a continuous basis. Ideally, every team 

should have a YouTube account as well. Both the Italian teams are very active on all platforms and 

upload original contents: for example, there are game highlights, interviews, game previews, and 

they give access also to some training sessions. These contents allow the supporters to remember 

the game experience and feel closer to their favorite players and be part of the team’s everyday 

activities. 

Idea prototypes about the contents were positively accepted by interviewees. For example, 

the possibility of watching funny videos with the players as protagonists would be a way to entertain 

people also outside the arena. BasketLigaen teams should make videos on the model of Olimpia 

Milano ones: on Olimpia Milano TV, the YouTube channel, there are hilarious videos with the players 

                                                
19 In Appendix 6 the respondents’ most used channels to keep themselves updated about basketball are reported.  
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singing, for example a Christmas song to wish supporters merry Christmas. In addition, in the section 

All Access Olimpia, they make videos of away games showing the players preparation routine.  

In relation to this, further backstage contents can be filmed for supporters. There are some areas 

that normally fans do not have access to like the locker rooms: an idea for teams could be to “bring 

the fans” in by making videos showing how the players prepare before the game, how they diffuse 

the tension. Likewise, the players could be followed in the locker room to see also the reactions after 

a win or game loss, as suggested by interviewees. 

Among the initiatives, that possibly engage the audience by making them part of the event 

creation, there are surveys that ask their opinion. Danish spectators can be drawn into action by 

expressing their preference on the jerseys they would like the players to wear or to, as Legnano 

Basket does, ask supporters to design them with the possibility to see their creation on the court. 

 Social media extend the possibilities available to sport clubs. For instance, YouTube allows 

live broadcasting exploited by Olimpia Milano to transmit the games not showed on TV. If Danish 

teams want to reach supporters scattered around Denmark this could maintain them informed and 

demonstrate teams’ interest in taking care of their needs. 

 

8.1.1 Create the event experience 
 When people are aware of the existence of the teams, get intrigued and buy a ticket to attend 

the game it is essential to deliver attendants a memorable experience. In accordance with the 

research, the experience in Danish arenas needs significant improvements.   

According to the second generation of experience economy, the physical encounter becomes 

a valued feature in the overall assessment of the game experience and requires to be carefully 

managed. The sport arena is the location of the event, or better the team’s home, and has to be 

arranged appropriately.  

To set up the arenas accordingly 

and give it a less impersonal 

appearance as they are now, a 

good idea is to paint the walls, the 

seating areas and sections of the 

playing surface.  

For example, Olimpia Milano 

customized the arena with red, the 

color of the team, details (picture on 

the left). The seats and the walls are 

red, as well as the ground sections Source: Wikipedia (2013) 
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under the baskets that change color in special occasions. Colors are a great source of identity for 

supporters: they are part of the culture of a team and a key identifier for most attached fans. 

Moreover, in Olimpia Milano arena there are banners of championships won, glorious achievements 

and the jerseys’ numbers retired. The history of the club is hence visible inside the arena, recalling 

good memories and feelings for spectators.  

Sport arenas are rather impersonal also from the outside: to give a character and help attendants 

reach the arenas by making it visible, banners with team logos and colors should be deployed and 

positioned to orient spectators in search for the right seat as well. 

Regarding the arena there are some structural issues that need to be considered: every 

venue should guarantee a seat for each attendant avoiding people standing while watching the 

game. Seats have to be positioned in order to ensure adequate visibility of the court regardless 

where spectators seat, meaning that the obstacles that may impede or limit the enjoyment of the 

game have to be removed. Lastly, spectators cannot properly enjoy a game seated on concrete 

bleachers for 40 minutes and might leave before the end to interrupt the pain; comfortability, either 

with pillows or well-cushioned seats, is essential.  

Two common services in sport arenas are merchandise and refreshments point of sales. 

Currently, they are rather underdeveloped services in Danish arenas but if improved they can give 

consistent returns. The team merchandise should be available at more than one single point of sale 

with a large variety of items: it is important that people can buy it on spot so they can bring it home 

as memorabilia to remember the great experience. Similar observations can be made about the food 

and beverage offering. The number of point of sales is important as people do not want to queue 

and miss parts of the game. Also the variety of options deserves to be considered: sport arenas 

should be able to offer all kinds of beverages and a 

large choice of snacks, both at affordable prices. 

Regarding supply of food, Legnano Basket sells 

hamburgers customized with a K, letter that recalls 

the name of the team Knights. The Knights Burger 

was ideated in collaboration with a sponsor and sold 

in combination with a drink for 5€, approximately 

40DKK. It is an attractive initiative that, by branding 

an unusual product, helps increasing the fans’ 

identity with the team. 

The burger poses the question a question about vegetarian food: a veggie burger option should be 

introduced in order to meet all the needs. 

 

Source. Legnanobasket.it (2016). 
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There are other two suggestions concerning the sport arena that are considered beneficial 

experience wise. 

Among the attendants there might be children, too young to enjoy the basketball game who, at some 

point, start running and moving around the court as in Nørrebro Hallen and Gentoftehallen. They 

might distract some spectators especially parents that, to supervise their kids, cannot enjoy their 

time at the sport arena. An attentive sport club takes care of the different needs of its audience and 

a valuable solution could be the setting up a nursery as Legnano Basket did. The Italian team set up 

a so called Nursery Village where parents can leave their children for free and enjoy the game. This 

area is monitored by two entertainers offered by a sponsor that organize activities for children during 

the game (Legnanobasket.it, 2015).  

In second place, nowadays many venues are equipped with scoreboard cubes located over 

the middle of the court visible from any seating area. This equipment in sport arenas can be 

employed for different purposes: for instance, it is adopted to display the score and statistics keeping 

spectators updated and useful to make them identify with players. At the same time, scoreboards 

can be used to improve customers experience at the sport arena by making them interact with it.  

Olimpia Milano has recently installed an innovative scoreboard cube that has changed the way 

spectators experience the event. Several 

contents like the live game, the starting-five 

presentation, individual and team statistics, 

best plays replay are displayed on the 

scoreboard. Furthermore, spectators can 

interact with the cube through their 

smartphone via app having access to 

exclusive services and digital contests and 

surveys, such as the choice of the best 

player of the game (Olimpiamilano.com, 

2016)20. Hence, the scoreboard makes the 

customer experience richer and more 

interactive, with improved engagement of 

the audience. Such an instrument can be adopted by Danish clubs to offer a unique experience by 

engaging and entertaining the at the sport arena, upgrading the actual mediocre entertainment. The 

cube can potentially generate benefits on team club’s behalf due to the possibility of selling sponsors 

advertising spaces. 

                                                
20 Examples of the interactive activities enacted by the scoreboard, refer to Appendix 7. 

Source. TecnoVISION (2016). 
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The opportunities of entertainment allowed by the scoreboard cube, remind to the need for 

basketball team in Denmark to implement a better experience. 

 

Considering that we are living in the experience economy and the game alone is not enough, 

offering spectators a memorable event is indispensable also for BasketLigaen teams even though, 

currently are not putting much effort into its creation.  

As suggested by Pine and Gilmore (1999), it is important to theme the experience avoiding 

simple taglines not recognizable in the event. BasketLigaen slogan “Way Above Ordinary”, as 

research reveals, is not observable in reality: on the contrary, spectators are offered an experience 

way below the ordinary, gap accentuated if they compare it to NBA and Euroleague, the best leagues 

for entertainment. The tagline informed the following suggestion which help its alignment with a 

better and more exciting experience than the actual. 

In Danish arenas, it is common to welcome attendants with background music which is kept 

while players warm-up: the music is a good driver for setting the right mood and atmosphere, and it 

is acceptable to play it while the arena fills up. However, in between the doors open and the game 

starts there is time left that can be exploited wisely.  

 Regarding the music and exploiting the scoreboard, attendants could be given the chance to 

select the songs they would like to be played by expressing their preferences via app. In this manner, 

the audience gets dragged into the creation of the event. The cube could also be exploited to 

entertain spectators making them protagonists of the game. A contest called, for example, “But first, 

let me take a selfie” could get the audience involved. The idea is to ask supporters to take a selfie in 

the arena and to share it via the app connected to the cube. By sharing the selfie, the participants 

would see their picture displayed on the cube’s screens before the beginning of the game and during 

the breaks preceding the half-time, and automatically take part in a sort of lottery. The prizes raffled 

off could be, for example, two tickets for the following home game.  

This kind of competition would enable supporters, as suggested by an interviewee, to show their 

love for the team and be protagonist of an experience that right now, in Danish arenas, sees sitting 

fans patiently waiting for the game. Furthermore, likewise activities turn smartphones into an 

opportunity: instead of distracting the audience, they are the instrument for engage and entertain. 

Of course the practical implementation of such a contest would require expensive equipment 

(the scoreboard) that currently not all the teams are able to bear. A back-up solution to this is to do 

the same contest in a different manner but making the fans equally visible: the selfies taken could 

be shared on social networks (Instagram for instance) that will be identified by the use of appropriate 

hashtags (#bearsinside, #rabbitsinside, and so on) and then displayed on the existing screens where 



 
70 

statistics are displayed. However, this takes for granted that all the sport arenas have installed 

screens. 

 

 There is an intense moment where all spectators’ attention is directed to: when the players 

take the field. A memorable team presentation is one of the elements that enable spectators to recall 

good feelings and emotions about the game and the whole experience. Additionally, when 

exceptional can increase the positive word-of-mouth intriguing more people. 

In this respect, Olimpia Milano and Legnano Basket offer a valuable example as both put in place 

exceptional shows for the team presentation.  

Olimpia Milano turns the lights of the venue off and 

announces the name of the players asking the 

spectators to scream the surname all together while 

the athletes take the field by running between two 

tongues of fire. Everything happens in the darkness 

which adds spectacle to the moment. 

However, the unexpected surprise is the team 

presentation of Legnano Basket that definitely 

abandons the old practice exploring new ones, 

typical characteristic of the memorable 

experiences. The team presentation, resembling 

the NBA ones, consists of a video presentation 

projected on the basketball court when the lights 

are all turned off. The number, name and a picture of the players appear on the ground two times, 

one for each long side of the court, in combination with a song appositely written that evokes the 

medieval soldiers, i.e. the Knights, and fits the identity of the team. 

While Olimpia Milano has always been known for adhering to the American model proposing 

many NBA-style initiatives, Legnano Basket was the first one in Italy to introduce such a spectacular 

presentation and surprised everyone for its originality getting the attention of the media and a larger 

audience than supporters only. In BasketLigaen attempts are made even by smaller teams like SISU 

to introduce the team by putting up a show that takes place before the game, but not sufficient to 

impress the audience. 

 

Source. Alessia Doniselli Photos (2016) 
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 Once the players have been announced, there are other proposals to enhance more the 

experience. For example, BasketLigaen teams could play the national anthem as it is done whenever 

the national basketball team competes. This is largely adopted in the Italian championships where 

all the teams, right after the presentation and 

before the tipoff, play the national team which 

is an important moment not only for 

competitors but for the entire sport arena. 

Olimpia Milano plays it at every game and it 

constitute a time of cohesion between all 

attendants, even with the opponent team. 

The same does Legnano Basket, but 

managed to do something more distinctive 

within the Italian championship. They have 

their own battle anthem written by a 

performer and played during the warm up 

(Legnanobasket.it, 2015): it also represents 

a tool to create a bond among fans.  

The same thing is done in other European 

sport clubs like Unicaja Málaga, a Spanish professional basketball team, that before the game plays 

the team anthem written by a local singer (Unicajabaloncesto.com, 2013). 

Since spectators and fans are excited by the noise, in this case, singing can elicit their emotions 

adding something extra to the experience. 

 

 There is another decisive moment in the overall experience assessment: the half-time. This 

15-minute period cannot be left unexploited because of its potential for spectators’ entertainment 

and sponsorship opportunities. The initiatives that teams can achieve within this time frame are 

countless.  

 One of the most mentioned suggestion for the half-time is the employment of cheerleaders 

or a dance team that perform a choreography, as it is common in NBA. Many Italian teams emulate 

the American league and offer dance exhibitions during the half-time. For instance, both Olimpia 

Milano and Legnano Basket have a dance team recruited in two different ways.  

The dance team could be selected by Danish teams by setting up an original contest where the 

audience is involved: as Olimpia Milano did, 16 dance crews coming from different dance schools in 

Milan had the opportunity to perform on the basketball court during the half-time in 8 home games. 

Then the competition moved on the website where the videos of the performances were uploaded 
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and the fans were asked to vote their favorite one. The most voted ones had the chance to perform 

for the rest of the season (Olimpiamilano.com, 2014). In this manner, entertainment during the half-

time is guaranteed and supporters are taken into account by expressing their preferences therefore 

deciding what they will experience at the arena.  

As an alternative, Danish teams could recruit cheerleaders or dancers like Legnano Basket did. The 

Italian team hired a local dance team, B.Crew, to entertain spectators during half-time and time-outs. 

The supporters are asked to learn a specific choreography of the crew in order to perform it at the 

sport arena whenever the Dance Cam films them during the breaks.  

Additional suggestions to entertain spectators are to invite performers similar to the Harlem 

Globetrotters, or slam-ball players, basketball freestylers putting up a 10-minute show to the beat of 

music. The show would be a very entertaining combination of basketball and acrobatics matched 

with unusual elements like comedy or the employment of cars for a slam dunk exhibition. In this way, 

spectators are offered an event in the event that makes them receive back value for the money 

spent. 

 Half-times give opportunities also to sponsors: they can raffle one of their product that can 

be won by attendants. In some Danish arenas, like Vejlby-Risskov Hallen, this is a common practice 

whose realization should be extended to other teams. It consists in naming a match sponsor that 

provides a prize for the half-time contest and takes spectators on the field. The participants, ideally 

individuated among the audience through a camera and displayed on the screens, have to 

demonstrate to be the best shooters: the participant that scores the most basket-shots or that scores 

from the half-court line wins a prize.  

For example, a Legnano Basket’s sponsor is a travel agency that for a contest raffled a stay at a 

seaside resort and, during another game, a flight ticket to New York City (Legnanobasket.it, 2016).  

The benefits of such contests are two-fold: on spectators’ behalf they are involved in the action and 

participate in the event in first person improving the customer experience, whereas sponsors would 

have augmented visibility having their name repeated several times during the ongoing contest. 

Otherwise, contests can be organized by teams raffling prizes like team branded merchandise 

(jerseys, t-shirts, scarves) or tickets for the following home game.  

There are other breaks in between the game, time-outs, that could be filled in with 

entertainment. The suggestions are short choreographies to be performed during the 2-minute 

breaks or to use, as mentioned earlier, a dance or kiss cam: whenever spectators are filmed by a 

camera and recognize themselves displayed on the screens, they have to stand up and dance, or 

kiss the partner by their side. 
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8.1.2 Boost the game experience 
 There are some initiatives not decisive for the overall evaluation, but that could be equally 

enacted to increase customers’ game experience. 

For example, Pine and Gilmore (1999) advice to include tangible reminders of the experience to 

create an exceptional one. BasketLigaen teams should consider to include within the price of the 

ticket, once in a while in order not to incur in excessive expenses, a 

gadget: it could be a t-shirt, a key chain, a book with the history of the 

team, a scarf, and so on. What matters is to include tangible memorabilia 

that evoke the experience: all the best experiences engage all the five 

senses and make the intangible tangible. 

Olimpia Milano has been including gadgets in the price of the ticket 

whenever it is as special occasion for the team: for instance, at the first 

game of the season, on the anniversary of its foundation or, if the team 

manages to qualify, the first game of quarter finals.  

Receiving a gadget for free, besides being favorably accepted by 

interviewees, would encourage people to attend a match and 

increase attendance levels. 

 

As pinpointed by an interviewee, wearing the same jersey of the 

players while competing on the court makes supporter feel like part of the team. Coherently with the 

previous proposal, at a home game, Danish teams could hand out a t-shirt in the colors of the team 

to each spectator to be worn at the sport arena. This initiative should be given a name in order to 

theme the game day. Sitting in a sport arena filled up with all supporters wearing the team colors 

would make them feel as one entity, beyond the fact that it creates a good visual impact.  

Olimpia Milano and Legnano Basket have both promoted these kind of initiatives but in different 

manners. The latter, through the Red Emotion initiative, asks its fans to come to the sport arena 

wearing a red t-shirt to make players feel their enthusiasm (Legnanobasket, 2015), while Olimpia 

Milano usually hands out t-shirts designed for the occasion, with the initiative #ALLINRED asks 

supporters to wear their own. 

 

Source. Olimpia Milano (n.d.) 
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If the aforementioned initiatives are implemented and well-performed they have the potential 

to increase customer experience and therefore satisfaction. When spectators are satisfied, the 

higher the probability that they come back again turning into loyal fans: loyalty turns into propensity 

to pay a premium price for the great experience, as Westerbeek & Smith state (2003). 

 

8.2 Other initiatives   
 A sport club should innovate on a continuous basis aiming to offer its audience new and 

innovative experiences on and off the court. There are some other few initiatives that BasketLigaen 

teams should take into consideration due to their potential for increasing the fan experience. 

 

 The first initiative is to change the time of the first regular season game and schedule it an 

unusual one: midnight. The idea behind the rescheduling is to create a one-night event accompanied 

with contests and live exhibitions to transform the opening of a new season into a real celebration.  

An event like this is hosted in the Unites States in NCAA (National Collegiate Athletes Association) 

colleges championship and the event is named Midnight Madness. It is a celebrative night that 

consist in the opening of the first practice of the team to the public accompanied by various activities 

and competitions that involve the fans. Events like this encourage people’s support and enlarge the 

fan base involving more audience. 

 To increase the value of the money people pay, Reyer Venezia an Italian basketball team 

competing in Serie A organizes an daily event to promote the game and indirectly the team. The 

event, Reyer Day, gives the opportunity to attend two games for the price of one: the official game 

between the teams of the male league and another game of the female league, or between teams 

Source. Agenzia Ciamillo-Castoria (2014). 
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of inferior categories, hold in the same sport arena and played subsequently. A series of other 

activities and shows are put in place to involve and captivate spectators. Attendants are also given 

away a t-shirt as a memento of the special day (Reyer.it, 2014). 

This idea was introduced to interviewees and they were not enthusiast about it. Despite the rather 

indifference, for the Italian team it is a successful initiative (Contessa, 2014) and for this reason it 

might be taken into consideration by Danish teams. 

 Maintaining the focus on ticketing aspects, among the different price categories depending 

on the seating area, VIP seats could be included. A VIP treatment can consist, for instance, in giving 

supporters the possibility to watch the game in a privileged position close to the bleacher and the 

players, or in a VIP lounge where catering serves food and refreshments. This tickets category is 

charged a price premium and it targets those willing to pay it, nonetheless the VIP area may be 

dedicated to sponsors invited to attend games in an exclusive area with exclusive treatment. Or, 

eventually, raffled as prize for contests and competitions as Olimpia Milano does. 

 

 To conclude, there are two initiatives tested with interviewees that caused positive reactions. 

Giving supporters the chance to meet the team and getting to know the players in person is nearly 

every supporter’s dream and it would give players’ a more human image. This possibility should be 

given to every fan, but recognized that it is impossible to meet them one by one, for teams it is 

recommended to create several occasions and moments when the players meet the fans. Both the 

Italian teams organize events where supporters can spend some time with the team: Legnano 

Basket for instance invites the fans at the local discotheque to have an aperitif, offered by the 

sponsors operating in the food industry, with the players; Olimpia Milano arranges a couple of 

dinners with fans during the regular season. 

 In respect to the activities sponsors can take part in, there is an initiative already carried out 

by Legnano Basket that generated positive feedbacks. Through a partnership, a local brewery gives 

Legnano’s fans the possibility to watch away games on big screens installed at the bar enjoying 

special deals and discounts on food and beverages. Furthermore, a special beer (Knights Beer) 

dedicated to the supporters has been produced by the brewery and available for sale on game days. 

This collaboration has been very successful and more than 100 supporters, in some occasions 

reaching 150, went to the brewery to watch games. (Legnanobasket.com, 2016) 

The benefits of this initiative are that also those who cannot follow the team at away games can still 

enjoy the game with other supporters and with a good atmosphere, and that the brewery can expand 

its customer base. 
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8.3 Team and league management 
 Among the issues that emerged from the research process, there is the lack of athletes’ 

professionalism affecting the whole game experience: this aspect needs to be improved to deliver a 

superior product to spectators. There are various alternatives available to team managers like 

looking for talents abroad and in youth sectors, however to sign top players several financial 

resources are needed and according to the current status of Danish team this might not be possible. 

Nevertheless, it can be assumed that once the people get more interested in BasketLigaen 

championship making basketball a more popular sport in Denmark the financial resources will start 

to flow in favor of the teams. The more financial resources available, the more the money to sign top 

performers and talents. 

 Despite the impossibility to improve the quality of the players in the immediate future, there 

is one aspect that matters and determines the typical intrigue and excitement of a game. Among the 

Danish teams there is a strong imbalance in terms of competitiveness: there are few strong and well-

performing teams (Horsens IC and Bakken Bears) that make the outcome rather certain. When the 

outcome is certain, i.e. the strongest wins, the competition loses attractiveness because the outcome 

is expected, so it would not make sense to attend. So it is important to close the existing gap and 

restore balance in the competition to increase its appeal. 

A correlated aspect that affect the competitiveness of the championship is the league design. 

At the moment of writing, the teams taking part in the championships are only eight, number that 

corresponds to those that qualify for the playoff. BasketLigaen adjusted the playoff tournament 

scheme accordingly to adhere to the rules of the competition.  

This thesis does not attempt to redesign the structure of the league as it is also a rather complex 

task to comply, but it is obvious that the competition as it is now lacks of appeal and a renovation 

with the inclusion of more teams is recommendable.  

 

 A sport club has many tasks to carry out in order to create the final product, i.e. the game. 

Within this multitude, there is an activity whose potential is still underestimated which is the 

fundament of service design: communicate with customers. Initiating a dialogue with customers and 

continuing doing so regularly is at the basis of a good product: by talking with them, new issues, 

preferences and needs can emerge giving the team the possibility to offer a coherent product. 

Indeed, as service design assumes, in this way a bottom up approach is adopted making products 

designed with the people rather than for the people. 

In this respect, the ACT model further reinforces service design’s assumptions: once teams manage 

to Attract spectators, then it is necessary to Converse with them to proactively adjust the offering. It 
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is unconceivable to deliver a product to customers without knowing their needs and preferences, 

and how they perceive the game. 

 Currently BasketLigaen does not conduct any market researches among spectators and fans 

in order to gain another perspective on the problem of Danish basketball unpopularity. When 

researching, new aspects are brought to light or make evident some others underestimated by the 

league and teams, but considered relevant for end-users, the fans. Hence, the recommendation is 

to conduct market researches in loco or via social media to solve issues and to satisfy spectators’ 

needs as well. 

 

8.4 Concluding remarks 
 The suggestions introduced have the potential to improve the game experience and the 

commercialization of basketball in Denmark. These proposals would add more value to the existing 

BasketLigaen offer that currently has proved to be inadequate. In turn, a better product would attract 

new people already practicing and interested in basketball, but not attracted by the Danish 

competition. Furthermore, the regular spectators would be more committed if the experience is 

upgraded: they would be more loyal supporters spreading positive word-of-mouth, free advertising 

about the teams that attracts those that so far have heard the opposite.  

Increased loyalty and devotion possibly turns regular spectators into season-ticket holders. 

On the other hand, the propensity to subscribe a season-ticket is enhanced if the price is accessible 

and there are some related benefits: it is important to repay the holders’ trust as they purchase the 

ticket at the beginning of the season guaranteeing teams a certain income. For instance, the 

interviewed ones get water or soda at home games and have the possibility to travel with the team 

when plays away. Legnano Basket, among allows its season-ticket holders to attend volleyball 

matches of a local team for free. 

Ideas for the benefits can be discounts and dedicated deals for any purchase from the 

sponsors of the team, with significant saving percentages. Moreover, the season-ticket could enable 

the owners to use it as a credit card to pay inside the sport arena, and automatically participate in a 

reward program. For every purchase at the venue they gain points that are topped up and can be 

spent at other games: the more they spend, the more points gained to buy, for instance, food or 

team merchandising. This possibility was positively accepted by the interviewees who also 

underlined the convenience of the initiative. 

 The attachment and loyalty to the team potentially transform season-ticket holders into 

workers for the club, as of the last steps of the fans’ career progression. When truly engaged, 

supporters spend energies for their favorite team even for free until they get closer to it: an example 
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is offered by an interviewee that after few years of being a season-ticket holder has decided to 

volunteer at home games to provide his contribution. 

 

Conclusion 
 Considering the business opportunities offered by the constant growth of sports market it is 

evident that BasketLigaen is missing out a big portion of income.  

The adoption of service design has made possible to uncover sport consumers’ point of view about 

what the issues concerning Danish basketball are. The exploration phase revealed numerous 

aspects that need to be improved, among others the experience offered in the sport arenas. 

Nevertheless, positive signals like the growing attendance levels, the interest in the sport practiced 

and watched, and a greater deal of efforts on teams’ behalf, have been detected.  

Improving the fan experience one the model of NBA and Euroleague championships has 

become necessary due to the era we are living in, where products and services alone are no longer 

enough to encourage consumption activities. Moreover, the American model has revealed to be 

successful if considering the global fan base and the dimension of the business.  

It is licit to believe that the suggestions have the potential to boost the experience in sport 

arenas, as well as commercializing basketball in Denmark raising positive hopes about its future. 

The reason of their potential outcomes stems from the adoption of service design which would make 

sport events designed and tested with people on a continuous basis, due to its iterative nature, in 

order to ensure experiences aligned with customers’ expectations.  

At this point, since the research question is answered, it is time to pass the ball to the teams! 
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Appendix 
. 
Appendix 1 – Basketligaen spectators 
 

 
 
Source: Basketligaen (2016). 
 
 
Appendix 2 – Events life cycle: the 5Cs of event management 
 

 
Source: Vinding (2015) 
 
 
Appendix 3 – Team representatives interview 
 
1. How much emphasis do you put on entertainment to create a show (before, during and after the 

game)? What kind of initiatives does is consist in? 

2. What kind of tools do you use to retain and build relationships with customers? 

3. Do you organize events beyond the game to promote your team? 

4. Broadly speaking, how do you see the future of Danish basketball? And of your team? 

 

Appendix 4 – The pilot questionnaire 
 
Intro: I am a student of Service Management at Copenhagen Business School and for my master 
thesis I am investigating among Danish basketball spectators and seasonal-ticket holders in order 
to improve and promote its diffusion. 

Tilskuertal	til	udvalgte	sportsgrene	efter	sportsgren,	tilskuere	til	kampe	og	tid
Enhed:	Antal

2006/2007 2007/2008 2008/2009 2009/2010 2010/2011 2011/2012 2012/2013 2013/2014 2014/2015
spectators 54698 57191 60844 79361 79638 95904 90674 98670 124602
n.	games 152 133 130 154 157 167 168 167 167
average	per	game 360 430 468 515 501 574 540 591 746

Increase	over	this	time	span:	+	107%	(spectators	on	average)	//	+	127,8%	(spectators	in	total)
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Your effort in helping me by filling out this questionnaire would be extremely appreciated. Thank you! 
 
Questionnaire #1 – Interested people 
 
1. Have you played basketball recently? 
� Yes - Amateur or competitive level? _________ - How many times per week?________ 
� No 
 
2. Which are the 2 sports you follow the most? 
_____________________ 
_____________________ 
 
3. Are you interested in NBA or Euroleague championships? 
� Yes – Which one? ___________________ 
� No 
Why? __________________________________________________________________ 
 
4. Do you follow know BasketLigaen? 
� Yes 
� No 
� Unsure 
 
5. Are you interested in Danish basketball? 
� Yes 
� No 
Why? ___________________________________________________________________ 
 
 
6. Have you ever attended a Danish basketball match (in general)? 
� Yes  
� No 
 
7. How was it? Could you please describe your experience? (only for people who attended) 
____________________________________________________________________ 
 
8. Would you consider attending a BasketLigaen game in the future? 
� It’s probable 
� Don’t know 
� It’s improbable 
� Absolutely yes! 
� Absolutely no 
 
9. Where do you live? ___________________ 
 
10. Gender 
� Male 
� Female 
 
11. How old are you? 
� -13 
� 13-25 
� 26-40 
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� 41-54 
� 55-70 
� +70 
 

 
Questionnaire #2 – Spectators 
 
1. Have you played basketball recently? 
� Yes - Amateur or competitive level? _________ - How many times per week?________ 
� No 
 
2. Which are the 2 sports you follow the most? 
_____________________ 
_____________________ 
 
3. Are you interested in NBA or Euroleague championships?  
�Yes – Which one? ___________________ 
�No 
Why?___________________________________________________________________ 
 
4. How long does it take to get here?__________________________________________________ 
 
5. Given your presence here at the arena, why are you interested in Danish basketball? 
______________________________________________________________________________
__________________________________________________________________ 
 
6. Could you please describe your experience at the arena? (From your point of view) 
______________________________________________________________________________
__________________________________________________________________ 
 
7. How many matches have you attended this seasons? ______________________ 
Last year? _________________________ 
 
 
8. How satisfied are you about the experience in the arena on a scale from 1 to 10 where 1= not 
satisfied at all. 5= neutral and 10= very satisfied 
_____________________________ 
 
9. What do you like the most? And the least? 
______________________________________________________________________________
__________________________________________________________________ 
 
10. Is there something you would like to improve? 
________________________________________________________________________ 
How? Do you have any suggestions? 
______________________________________________________________________________
__________________________________________________________________ 
 
11. Which team do you support? 
________________________________________________ 
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12. Gender 
� Male 
� Female 
 
13. How old are you? 
� -13 
� 13-25 
� 26-40 
� 41-54 
� 55-70 
� +70 
 
Questionnaire #3 – Season ticket-holders 
 
 
1. Have you played basketball recently? 
� Yes - Amateur or competitive level? _________ - How many times per week?________ 
� No 
 
2. Which are the 2 sports you follow the most? 
_____________________ 
_____________________ 
 
3. Are you interested in NBA or Euroleague championships?  
�Yes – Which one? ___________________ 
�No 
Why?___________________________________________________________________ 
 
4. How long does it take to get here?_________________________________________________ 
 
5. Given your presence at the arena, why are you interested in Danish basketball? 
______________________________________________________________________________
__________________________________________________________________ 
 
6. Could you please describe your experience at the arena? (From your point of view) 
______________________________________________________________________________
__________________________________________________________________ 
 
7. How many matches have you attended this seasons? ___________________ 
Last year? ___________________ 
 
8. How satisfied are you about the experience in the arena on a scale from 1 to 10 where 1= not 
satisfied at all. 5= neutral and 10= very satisfied 
_____________________________ 
 
10. What do you like the most? And the least? 
______________________________________________________________________________
__________________________________________________________________ 
 
11. Is there something you would like to improve? 
________________________________________________________________________ 
Do you have any suggestions about how to improve this/these aspect/s? 
________________________________________________________________________ 
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12. How many years have you been a seasonal-ticket holder? _____________________ years 
 
13. What is the main reason why you bought a seasonal-ticket? 
______________________________________________________________________________
__________________________________________________________________ 
 
14. Which team do you support? ___________________________ 
 
15. About the price of the seasonal-ticket: do you think you are compensated for the price you 
pay? / Do you think it is an adequate amount of money? 
�Yes 
�No - How much should the price be?_________________________________________ 
 
16. Have you been compensated with special offers or something else? 
�Yes - how?______________________________________________________________ 
�No = how do you think you should be compensated?______________________________ 
 
17. Gender 
� Male 
� Female 
 
18. How old are you? 
� -13 
� 13-25 
� 26-40 
� 41-54 
� 55-70 
� +70 
 
Conclusion: Thank you very much for the time spent filling it out.  
My research does not stop here! If you are willing to be interviewed, please leave me your email 
address so I can contact you. 
 
Email: _______________________________ 
 
Mange tak, Greta. 
 
 
Appendix 5 – Semi-structured Interviews 
 
Interview #1 - Interested people 
 
1. Who introduced you to basketball? Do you still go with him/her? 
 
2. How important is that your team win? Do you value only the game or other aspects when 
attending? 
 
3. Have you ever been to a BasketLigaen match? (Yes/No) 
 
(Yes) Are you satisfied with the experience you got? 
(Yes) What needs improvement? 
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(Yes) Have the experience matched your expectations? Why? 
 
(No) Would you consider attending in the future? 
(No) What would encourage you to attend a game? 
(No) What would you expect to see at a Danish Basketball game?  
 
 
Interview #2 – Spectators 
 
About your experience at the arena, I would like to know… 
What experience do you get when attending games? Are you satisfied? Why or why not? 
According to you, which are the most important elements for a basketball game?  
Could you suggest improvements? 
 
1. In my master thesis an important role is played by customers’ point of view, so I would like to hear 
and know yours. 
What would you like to see at the arena or during the time you spend there that could increase your 
attachment to the team?  
 
If they do not take into consideration the following aspects, name them so they give their feedback. 
Distribution of gadgets 

- Entertainment during the half-time (cheerleaders, basket freestyle, singers) 
- Possibility to watch the match in a VIP area with VIP treatment  
- Matches of younger competitions before the main match 
- Quality of players and teams 

 
2. and in general? I mean initiatives from the League/teams, contests, news and contents on social 
media, and so on. 
 
If they do not take into consideration the following aspects, name them so they give their feedback. 

- Spending some time with the players (after match meet up, dinners, gathering together, etc.) 
- Insights of the locker room 
- Funny videos with players in the league 
- Events and social initiatives  
- Live matches on social media 
- Videos and images of plays from the game 

 
3. Do you sometimes follow your favorite team when plays away? 
 
What do you think about the possibility of watching the game in a sports pub/bar with special offers 
for supporters like you? Meaning, special deals for menus, cheaper prices for beer and food for 
example. 
 
4. What do you expect in the future/next season? Will the interest in Danish basketball increase? In 
NBA?  
 
 
Interview #3 – Season-ticket holders 
 
About your experience at the arena, I would like to know… 
What experience do you get when attending games? Are you satisfied? Why or why not? 
According to you, which are the most important elements for a basketball game?  
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Could you suggest improvements? 
 
1. In my master thesis an important role is played by customers’ point of view, so I would like to hear 
and know yours. 
What would you like to see at the arena or during the time you spend there that could increase your 
attachment to the team?  
 
If they do not take into consideration the following aspects, name them so they can express their 
opinion about. 

- Distribution of gadgets 
- Entertainment during the half-time (cheerleaders, basket freestyle, singers) 
- Possibility to watch the match in a VIP area with VIP treatment  
- Matches of younger competitions before the main match 
- Quality of players and teams 

 
2. and in general? I mean initiatives from the League/teams, contests, news and contents on social 
media, and so on. 
 
If they do not take into consideration the following aspects, name them so they can express their 
opinion about. 

- Spending some time with the players (after match meet up, dinners, gathering together, etc.) 
- Insights of the locker room 
- Funny videos with players in the league 
- Events and social initiatives  
- Live matches on social media 
- Videos and images of plays from the game 

 
3. Do you sometimes follow your favorite team when plays away? 
 
What do you think about the possibility of watching the game in a sports pub/bar with special offers 
for supporters like you? Meaning, special deals for menus, cheaper prices for beer and food. 
 
4. What do you expect in the future/next season? Will the interest in Danish basketball increase? In 
NBA?  
 
5. What would make you renew your season ticket? What is essential and what is not relevant? 
 
6. What would be nice to have included in the price of the season ticket?  
 
7. What do you think about the possibility to use your season card also to pay at the arena, earn 
points and be part of a reward program? 
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Appendix 6 – Most used channels  
 

 
 

Source. Dioguardi et al. (2016). 
 
 
 

Appendix 7 – Interactive activities of Olimpia Milano’s scoreboard 
 

 
Source. Engage (2016). 
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Source. Olimpia Milano (2016). 
 
 

 
 
 
 


