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The aim of the master’s thesis was to create an understanding of how the sports organization 

can create value for the Finnish big and medium sized companies through international B2B 

sponsorship network in the emerging markets of Russia and China. Moreover, it was studied 

what kind of challenges the Finnish companies have in participating the international B2B 

sponsorship network. The area of B2B sports sponsorship is lacking research, and especially 

in the area of sponsorship as networks and relationships, there are several research gaps that 

need to be addressed.  

 

The theoretical part of the master’s thesis provided a comprehensive literature review about 

the B2B sponsorship from the networks and relationships perspective. The academic literature 

of internationalization through sponsorship and the market specific factors of the emerging 

markets were also studied. Theory of customer value was used as a framework in order to 

understand the Finnish large and medium sized companies. The empiric research was 

conducted as a qualitative case study, where semi-structured interviews were used as the 

research methods. The case company was a Finnish sports organization Helsingin Jokerit, 

who play in a multinational hockey league KHL. The research data was collected from eight 

companies. The results of the research found out, that the nature and the configuration of the 

participants in the international B2B sponsorship network have an effect on the customer value. 

Moreover, several challenges and uncertainties regarding the participation were also revealed. 

Finally, the international B2B sponsorship network can create value by creating connections 

and providing access to the international customers of the Finnish companies.  
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Pro Gradu-tutkielman tarkoituksena oli rakentaa ymmärrys, kuinka urheiluorganisaatio voi 

luoda arvoa suomalaisille suurille ja keskisuurille yrityksille kansainvälisen B2B 

sponsorointiverkoston kautta Kiinan ja Venäjän kehittyvillä markkinoilla. Lisäksi tutkittiin, 

minkälaisia haasteita suomalaisilla yrityksillä on osallistua kansainväliseen B2B 

sponsorointiverkostoon. B2B urheilusponsoroinnin tutkimusalue kaipaa lisää tutkimuksia, ja 

erityisesti sponsorointi verkostoina ja suhteina –alueella on lukuisia tutkimusaukkoja, joihin on 

kiinnitettävä huomiota.    

 

Pro Gradu-tutkielman teoriaosuus tarjoaa kattavan kirjallisuuskatsauksen B2B sponsorointiin 

verkostojen ja suhteiden –näkökulmasta. Lisäksi käsitellään akateemista kirjallisuutta koskien 

sponsoroinnin avulla kansainvälistymistä ja kehittyvien markkinoiden markkinakohtaisia 

tekijöitä. Asiakasarvon teoriaa käytettiin viitekehyksenä suomalaisten suurten ja keskisuurten 

yritysten ymmärtämiseksi. Empiirinen tutkimus toteutettiin kvalitatiivisena case-tutkimuksena, 

jossa puoliavoimia tutkimushaastatteluita käytettiin tutkimusmenetelmänä. Case yrityksenä oli 

suomalainen urheiluorganisaatio Helsingin Jokerit, jotka pelaavat monikansallisessa 

urheilusarja KHL:ssä. Tutkimusdata kerättiin kahdeksalta yritykseltä. Tutkimuksen tuloksista 

käy ilmi, että kansainvälisen B2B sponsorointiverkoston luonne ja osanottajien kokoonpano 

vaikuttavat asiakasarvoon. Lisäksi, tutkimus paljasti lukuisia haasteita ja epävarmuustekijöitä 

osallistumisen suhteen. Lopuksi, kansainvälinen B2B sponsorointiverkosto voi luoda arvoa 

luomalla yhteyksiä ja tarjoamalla pääsyn suomalaisten yritysten kansainvälisiin asiakkaisiin.  
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1 INTRODUCTION 
 

 

Commercial sports sponsorship is extremely important for the sports organization. Sports 

organizations can acquire much needed resources to the organization through sponsorship, 

which are critical to the wellbeing and survival of the sports organization (Cobbs et al. 2017). 

The master’s thesis is made for the Finnish ice hockey team Helsingin Jokerit, who play in the 

multinational ice hockey league KHL. Helsingin Jokerit have recently launched an international 

B2B sponsorship network, the aim of which is to help large and medium sized Finnish 

companies to find customers and expand their business in the emerging markets of China and 

Russia with the help of Jokerit. The sponsorship network of Jokerit is in the frontier of 

sponsorship and therefore an interesting subject of research. Moreover, Jokerit have been 

able to sign exclusive rights with the Chinese ice hockey cub Kunlun Red Star to develop the 

Chinese ice hockey ecosystem for the Peking Olympics organized in 2022 (Kauppalehti 

2017a). Jokerit as the only Western ice hockey team in the growing Eastern markets of China 

and Russia have an unprecedented opportunity to help the Finnish companies to get access 

to these complex emerging economies. Customer acquisition is important when moving to a 

new market (D’Haen and Van den Poel 2013; Martin-Herran et al. 2012), therefore the master’s 

thesis aims at helping Jokerit to create better understanding of the Finnish customer 

companies and to ensure the success of the international B2B sponsorship network. Moreover, 

the results of the master’s thesis can be generalized with some limitations and practitioners in 

sports business can draw lessons from the case. There have been lack of research in the 

sponsorship from the perspective of the relationships and networks (Olkkonen et al. 2000) and 

the master’s thesis should also provide theoretical contribution to the discussion on the body 

of research in this perspective.     

 

 

1.1 Research objectives and questions 
 

The research objectives of the master’s thesis are twofold. On the one hand the purpose of 

this master’s thesis is to provide the case company with increased understanding of the value 

that the case company creates with their international B2B sponsorship network to the large 

and medium sized Finnish companies, and to suggest practical solutions how to use the 

increased understanding in order to form more efficient value propositions for the customers. 

The information, that has been gained from this research can also be utilized by sports 

marketing practitioners in developing B2B sponsorship networks.  On the other hand, the 



2 
 

master’s thesis is being conducted in a research area where there are several research gaps 

and therefore the master’s thesis can provide with some extended academic understanding to 

the literature.  

 

The main research question is: 

 

“How Helsingin Jokerit can create value for Finnish companies through international B2B 

sponsorship network?”  

 

The sub-research questions are:  

 

“What kind of challenges does the potential customer companies have for participating in the 

international B2B sponsorship network?”  

 

“What is the value that the sports organization creates in the international B2B sponsorship 

network?” 

 

“What kind of market specific challenges of companies Helsingin Jokerit can solve with the 

international B2B sponsorship network?” 

 

The interorganizational relationships in motorsports have seen little attention in research 

(Cobbs and Hylton 2012), which can also be extended to other sports and in this case to ice 

hockey. There exists a research gap in the area of sponsorship regarding B2B relational 

objectives (Cobbs 2011).  Moreover, sponsorship markets as networks lack the research 

attention, where the interconnections and interdependencies of different actors in the network 

should be mapped and tracked (Ryan and Fahy 2012). The sponsorship context needs to be 

taken into account and most of the research has focused in the markets of Europe, North 

America and Australia (Söderman and Dolles 2015). The process that is used to develop new 

sponsorship deals is also lacking research (Athanasapoulou and Sarli 2015). There is also a 

research gap existing in the area of emerging or developing market context and the topic has 

not seen extensive research (Söderman and Dolles 2015). Therefore, it can be argued that the 

sponsorship research has been built on top of highly developed and commercialized markets 

not taking into account the market specific characteristics of the emerging markets (Söderman 

and Dolles 2015).  
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1.2 Definitions of key concepts 
 

Sponsorship - Sponsorship can be defined as mutually beneficial exchange between sponsor 

and the sponsored property (Nickell, Cornwell and Johnston 2011; Madill and O’Reilly 2010), 

which can include being associated with the sponsored organization (Madill and O’Reilly 

2010). Moreover, sponsorships create a business relationship where the sponsorship parties 

invest time and resources in exchange to achieve strategic goals of the respective 

organizations (Farrelly and Quester 2005).  

 

Emerging markets – The dimensions of market heterogeneity, sociopolitical governance, 

unbranded competition, chronic shortage of resources and inadequate infrastructure are what 

separate the emerging markets from the mature markets. Moreover, because of ideological 

and political changes, the emerging markets provide markets that are growing in the future. 

Finally, the emerging markets have a growing middle class, which further increases the growth 

of the markets. (Sheth 2011) 

 

International B2B Sponsorship Network – The concept is not established in academic literature 

and it is used in the master’s thesis to describe the service of the case company. Therefore, 

to better understand the concept is it wise to divide the concept in parts. International is 

referring to action that takes place across borders and is not limited in any one country. B2B 

is the abbreviation for Business-to-Business, which means business between companies. The 

definition of sponsorship can be found in the beginning of this sub-chapter. Finally, networks 

are connections between companies and it is more likely for them to have connections and 

trade between each other than with some random company (Cobbs 2011).  To conclude, 

international B2B sponsorship network is a network of companies who are operating in 

international context and the companies are connected to each other through sports 

sponsorship.  

 

Customer value – The different customers have different needs, which also means that the 

value that the company can propose for the customer varies depending on the customer. 

Therefore, there is no fixed value that the company can deliver and more specifically 

companies can only provide value propositions for the customers. Value is derived in-use 

instead of in-exchange, which extends the customer value process to include the situations 

that take place before and after the service is being provided.  (Vargo et al. 2008)  

 

Value co-creation - Value is always co-created together (Vargo et al. 2008) with a group of 

actors and the receiver of the service is also always part of the co-creation (Vargo and Lusch 
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2016). The relationship where value is co-created is mutually beneficial (Vargo et al. 2008), 

meaning that one side is gaining the benefits of a service and other is receiving monetary or 

some other form of compensation.  

 

1.3 Theoretical framework 
 

The theoretical framework is discussed in this chapter and it is presented below in the figure 

1. The theoretical framework is constructed around the academic literature and the hypotheses 

of the research which are presented in this master’s thesis.  

 

Figure 1. Theoretical Framework  

 

The theoretical framework illustrates the main theoretical concepts of the research, which are 

B2B sports sponsorship, customer value and emerging markets. There are also sub-concepts 

under each of the main theoretical concepts and supporting concepts, which help at creating 
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a better understanding of the topic. The sub-concepts of business networks and business 

relationships assist in deepening the topic of B2B sports sponsorship, moreover sports 

sponsorship in general is researched in order to understand the development and direction of 

sports sponsorship. Moreover, the study of sponsorship deals allows to create a better 

understanding of the process, how new sponsorship deals are created and what needs to be 

taken into consideration. The sub-concepts of market specific factors of China and Russia 

allow a deeper insight into the two powerful emerging markets, which is also assisted by the 

theory of internationalization through sponsorship in order to understand how sponsorship can 

be utilized in international context. Finally, the customer value and related sub-concepts allow 

the research to understand the customer perspective and how it is possible for the sports 

organization to create value for the customer companies.  

 

1.4 Literature review 
 

The master’s thesis is consisted of different topics, which makes the spectrum of theories quite 

varied. However, due to the limited nature of the master’s thesis there will be more focus on 

certain theoretical topics and some topics will only be visited briefly. The literary of the master’s 

thesis consists of the research about sponsorship and the different aspects of sponsorship, 

network and relationship studies in sponsorship and in general studies about business 

networks, different aspects of customer value and customer acquisition, studies about 

emerging markets (Sheth 2011) and especially research regarding China (Meng-Lewis et al. 

2013) and Russia, and finally specific aspects of internationalization through sponsorship are 

visited. Theories related to sports sponsorship in general and the B2B relationships and 

networks, customer acquisition and customer value will be focused more than the other topics. 

 

The seminal work of Meenaghan (1983) started the serious research of sports sponsorship. 

Previously sponsorship had been thought as altruistic behavior without any serious corporate 

objectives, but Meenaghan (1983) was able to identify six corporate objectives for sponsorship. 

Once the groundwork had been laid, sponsorship has been researched actively for the past 

30 years (Cornwell and Kwak 2015) and there has been substantial increase in the 

sponsorship research in the past 10 to 15 years (Nickell, Cornwell and Johnston 2011). 

Moreover, Cornwell (2008) noticed a shift in sponsorship towards indirect marketing and in 

general sponsorship started to be more and more connected to management theory. The 

approaches to sponsorship have been developing over time and there has been noticeable 

paradigm shifts in the field of sponsorship, although research on different paradigms have not 

followed any chronological order and there have been simultaneous research to different 
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paradigms. Ryan and Fahy (2012) have identified five approaches to the sponsorship in 

sponsorship literature, which are philanthropic, market-centered, consumer-centered, 

strategic resource (Fahy et al. 2004) and the relationships and networks approach (Olkkonen 

et al. 2000; Wallister 2003; Farrelly and Quester 2005a; Farrelly and Quester 2005b: Olkkonen 

2001). The figure 2 below by Ryan and Fahy (2012) visualize the different research paradigms 

of sports sponsorship. Moreover, Goldman (2011) has identified that there are forces in 

sponsorship, which force the sport organizations to develop their sponsorship activities. The 

relationship and network approach to sponsorship is the modern direction of sponsorship and 

there remains several research gaps in this area. Olkkonen (2001) has criticized the 

sponsorship research of having too narrow perspective in the research and overlooking the 

development of theoretical frameworks in sponsorship. Even though a considerable amount of 

time has passed since the criticism of Olkkonen, a little has been done to improve the situation.  

 

 

Figure 2. Paradigms of Sponsosrship by Ryan and Fahy (2012)  

 

There have been studies that have focused on the congruence of sponsorship (Weeks, 

Cornwell and Drennel 2008), the consumer's ability to remember the sponsorship (Wakefield 

et al. 2007), the organizational resources needed in sponsorship to create competitive 

advantage (Fahy et al. 2004) and the management of sports sponsorship programs (Chadwick 
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and Thwaites 2005). Some studies about sponsorship in B2B context have been made, but 

there is a clear need for more studies in this area. Crowley (1991) conducted a cluster analysis, 

where he identified companies with B2B orientation to sponsorship. The majority of the 

previous sponsorship studies have been conducted in the developed markets such as US and 

Europe but little focus has been on the emerging markets, which also causes the question 

whether the sponsorship literature can be generalized in the emerging markets (Söderman 

and Dolles 2015).  

 

Cornwell and Maignan (1998) conducted the first literature review about sponsorship, which 

was complemented by the work of Wallister (2003). Ryan and Fahy (2012) have also 

conducted seminal literature review about sponsorship, where they have summarized the 

paradigms of sponsorship. Moreover, Wallister (2003) has pointed out that the majority of 

sponsorship research has been conducted in developed countries, overlooking the emerging 

markets.  

 

Customer value from the perspectives of value co-creation has been studied extensively. 

Moreover, there exists a sizable body of research in value co-creation in the B2B perspective. 

Service-Dominant logic is used as the background for a lot of the research of value co-creation. 

Service-Dominant logic in opposition to Goods-Dominant logic, asserts that value is created 

in-use and that the customer is important part of value co-creation. Goods-Dominant logic 

however sees customer as more of a passive actor, who just receives value in-exchange from 

the supplier. (Kohtamäki and Rajala 2016) Vargo and Lusch (2016) have published a set of 

critical works regarding the value co-creation. Grönroos and Voima (2013) have criticized the 

literature of value co-creation in that it does not offer a clear explanation of value. Moreover, 

the researches have criticized that multiple parties can influence the value creation but at the 

same time it becomes less clear how the value is actually created.  Vargo and Lusch (2016) 

have answered to the criticism by honing the concept of value co-creation and stating, that 

value is always co-created. The seminal work of Payne et. al (2017) about customer value 

proposition has provided a comprehensive view about the origins of the value proposition and 

made a serious effort at defining the concept. 

 

1.5 Research methodology  
 

The research methodology of this master’s thesis is a qualitative case study, and the empirical 

research is conducted by semi-structured interviews. The research methodology of the 

master’s thesis was chosen on the basis of the purpose and the research questions of the 
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study. The purpose of the master’s thesis is to provide the case company with serviceable 

information, and in addition to providing theoretical contribution to B2B sports sponsorship 

academic research. The researcher in quantitative studies is usually a sort of an outsider, 

whereas in qualitative studies the researcher can be closer inspector of the phenomena 

(Hakala 2008, 170) as is the case with this master’s thesis. The researcher is not employed by 

the case company but he still has a close contact with them, which allowed access to 

information that helped to better understand the business of ice hockey and thus create a more 

relevant master’s thesis for managers working in sports sponsorship.  

 

Master’s thesis can be conducted by either qualitative or quantitative research. Quantitative 

research is a good way to make generalizations from a broad set of information, whereas 

qualitative research is more suitable in understanding complex phenomena with a more limited 

body of information. Qualitative research methods are popular in the study of sports 

management. Moreover, case studies and semi-structured interviews are used in a lot of the 

sports management research. However, there should also other types of research in sports 

management (Hoeber and Shaw 2017), and the problem is acknowledged by this master’s 

thesis even though the research is still conducted as a qualitative case study.  

 

Case studies are popular in the B2B research (Easton 2010). Case studies are not useful only 

in the situations of inductive studies where new theories are being created, but also filling the 

gaps in existing theories. Case studies often face the challenge how to persuade and sell their 

theoretical ideas to the readers. Single case studies on the one hand can be criticized for using 

small sample sizes (Easton 2010), but on the other hand the organization that is being studied 

can be such a specific configuration that it is able to provide answers to the researched themes 

whereas other configurations might not be able to shed light on the topic. However, the 

specialness of the case organization can also pose an additional challenge in that the results 

are not interesting if they cannot be generalized to the surrounding environment appropriately. 

(Siggelkow 2007) The validity of case studies has been criticized and that often the results of 

the case study are just interpretations of the researcher (Easton 2010).   

 

Qualitative research information can be collected in different ways such as interviews, 

questionnaires and observation. Questionnaires allow to collect information from larger groups 

of people with easy whereas in the interviews the people being interviewed are more inclined 

to give more detailed and insightful answers. Interviews can be conducted either with one 

individual at a time or with a group of people. The purpose of the interview is to collect 

information in the form of opinions, processes, behaviors, attitudes, experiences or predictions 
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from the interviewees. (Rowley 2012) Interviews are good when figuring out answers and 

opinions to complex topics (Hannabuss 1996). 

 

The structure of the interviews differs and they can be either structured, semi-structured or 

open. The same questions are presented in the same order in the structured interviews and 

the answers are expected to be relatively short. The semi-structured interviews are presented 

with some degree of structure and some adaptation and additional questions are presented by 

the interviewer. The open interviews are conducted by presenting the themes or the topics and 

the interviewees are expected to answer broadly. Moreover, in the open interviews the 

interviewer can ask additional questions, that they have derived from the interview discussion. 

(Rowley 2012) 

 

1.6 Delimitations 
 

The master’s thesis has both theoretical and empirical delimitations. There are theoretical 

delimitations regarding the main theoretical concepts of the research. The focus of the 

research is on B2B sports sponsorship; other areas of sports sponsorship are studied only at 

a general level. Even though the master’s thesis has the context of the emerging markets, 

internationalization is not studied specifically. Internationalization through sports sponsorship 

allows to create a understanding how sponsorship works in the international context. 

Moreover, the process how sponsorship deals are made is not studied specifically, instead the 

focus is more on creating understanding of the customer perspective. The literature of 

sponsorship deals however allow to understand the business of sponsorship and what needs 

to be taken into consideration with customers more holistically. Finally, customer value is used 

as a concept to understand the customer. The master’s thesis does not try to develop any of 

the theoretical concepts regarding customer value any further.  

 

The study also has delimitations regarding the empirical part. The case company of the 

research is a hockey organization and therefore the sports sponsorship perspective is focused 

on ice hockey. Some other sports may have some special characteristics that are not taken 

into account in the research. The data of the research has been collected from Finnish large 

and medium sized companies. Therefore, companies originating from other countries than 

Finland may have some special characteristics that are not studied. Finally, the information 

regarding the emerging markets are collected about China and Russia, so other emerging 

markets are not studied.   
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1.7 Structure of the master’s thesis 
 

The first chapter has presented the introduction to the master’s thesis, which has included the 

background of the research and explanation why it was important to study this subject. The 

master’s thesis can be divided into three sections, first of which is the introduction, second 

includes the synthesis of the main theories of the master’s thesis in the chapters 2 and 3 and 

the third section is the empirical research of the master’s thesis and the results of the research. 

The chapters 2 and 3 are consistent of the literary reviews of the main theories of the master’s 

thesis. Sports sponsorship is discussed in detail in the chapter 2 and the topic is studied 

extensively from the relationships and networks perspective in B2B sponsorship, theories of 

internationalization through sponsorship are discussed, the market specific factors of the 

emerging markets of China and Russia are introduced and finally the creation of new 

sponsorship deals is discussed. The chapter 3 goes through the theories regarding customer 

value, how value is co-created, captured and what are value propositions and how they can 

be drawn. The end of the research is focusing more on the empirical research that was 

conducted and the results of the thesis. Chapter 4 is built around explaining the empiric 

research that was conducted for the master’s thesis. Moreover, the case company and the 

case industry are introduced for the reader in order to provide a better understanding of the 

study. Data collection of the research is presented, followed by how the data was analyzed 

and what kind of limitations the data set. The results of the research are discussed in depth in 

the chapter 5. Finally, the chapter 6 includes the managerial and theoretical contributions as 

well as gives the direction for future studies and explains the limitations of the research.   

 

Finally, before continuing forward with the master’s thesis, it is good to conduct some reflection 

in order to provide explanation why the research questions of the master’s thesis are relevant 

and why the specific academic theories were chosen. The master’s thesis studies the 

international B2B sports sponsorship from the perspective of the Finnish customer companies.  

The research questions were formulated as such, because they help to discover new 

information about the Finnish customer companies in relation to the B2B sports sponsorship 

in the international context. Moreover, the academic theories were chosen, because they help 

in creating understanding and also in answering the research questions. The theories of 

sponsorship help to understand the sponsorship as a phenomenon and as a business. The 

theories of networks and business relationships help to understand the international B2B 

sponsorship network. Internationalization through sponsorship and the theories of the 

emerging markets provide information of the international context, which is present in the 

master’s thesis. Finally, the customer value theories presented in the chapter 3 help to 
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understand the customer perspective and they are especially useful, when conducting the 

research interviews with the Finnish companies.  
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2 SPORTS SPONSORSHIP 
 

 

There is a wide variety of possibilities how to use the sports sponsorship in marketing (Nickell 

et al. 2011). Marketing and branding related activities are used to influence the fans, whereas 

hospitality and B2B network business activities are more geared towards the business 

audience. Sponsorship is complementing activity to the advertising efforts for companies 

(Cornwell 2008) and in order to create optimal advertising strategy, a combination of both 

sponsorship and other traditional advertising methods should be utilized (Carillat and d’Astous 

2012). Sponsorship should be considered as a source of sustainable competitive advantage 

(Fahy et al. 2004) instead of just sporadic marketing campaigns to reach individual marketing 

objectives. 

 

The sponsoring company can have multiple objectives for their involvement in sponsorship. 

Meenaghan (1983, 17) identified the following six sponsorship objectives: broad corporate 

objectives, product-related objectives, sales objectives, media coverage, guest hospitality and 

personal objectives. Broad corporate objectives aim at improving corporate profile in the eyes 

of different stakeholders. Product-related objectives are related to marketing and branding of 

specific products or brands. Sales objectives are related to companies looking for increased 

sales results and other profit objectives. Media objectives are related to media coverage and 

news publications that are achieved through the sponsorship. Companies can also want to 

influence their customers or other stakeholders in a more informal environment, which can be 

categorized as guest hospitality. Finally, personal objectives are the desires of the decision 

maker to be somehow involved in the activity of the target of the sponsoring. (Meenaghan, 

1983)  

 

Sponsorship is generally considered less persuasive than advertising. However, sponsorship 

can also be considered persuasive if the sponsorship content is too visible in the sports event 

or sponsorship situation, which can generate negative feelings in the audience. The optimal 

advertising strategy for companies is that they should either become the official sponsor of the 

event or provide products that are ingrained in the event, but not combine these two in order 

not to be too obtrusive. (Carillat and d’Astous 2012)  

 

There are a lot of marketing messages in sports, which can be considered as disrupting by 

some fans. Studies have however showed, that sports fans are tolerant towards advertising 

during televised sports events (Levin et al. 2013). Moreover, some sports may have a culture 
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amongst the fans, which promotes tolerance towards advertisement and sees is as a part of 

the sport (Levin et al. 2013). Moreover, there is higher acceptance perceptions of brand equity 

and emotional attachment amongst the fans who are more positive towards advertisement 

(Levin et al. 2013). Cornwall and Kwak (2015) summarize the persuasiveness: “How does one 

walk the line between communication via sports and destroying sport through 

communication?”.   

 

Sponsorship can be hierarchical and include multiple levels of different titles and benefits for 

companies who have different level of financial and other commitment to the sponsorship 

(Ryan and Fahy 2012; Wakefield, Becker-Olsen and Cornwell 2007). The level of commitment 

in the organization is depended on the corporate objectives of the sponsorship (Wakefield, 

Becker-Olsen and Cornwell 2007). Moreover, study has shown that the higher-level 

sponsorship outperform the lower level sponsorship (Wakefield, Becker-Olsen and Cornwell 

2007).  

 

Studies about sports management in the field of soccer have revealed, that sports 

organizations and corporations often do not set corporate objectives for the sponsorship and 

instead sort of wait for the objectives to emerge during the sponsorship. Moreover, personal 

objectives such as the desire to be associated with the sponsored entity in sponsorship are 

present many times. The target of sponsorship is many times chosen on the basis of being of 

fan of the specific sports club (Thjomoe et al. 2002). Even when the corporate objectives have 

been set for the sponsorship, the objectives have lacked the strategic element and rather have 

only been about communication. Moreover, companies are also lacking in evaluating the 

results of the sponsorship and many times they are only looking at media exposure instead of 

more strategical indicators. (Chadwick and Thwaites 2005) 

 

Sponsorship relationships are formed quickly, which can lead to the sponsorship parties not 

understanding the reasons for engaging in the sponsorship relationship (Chadwick and 

Thwaites 2005). The relationship perspective to sponsorship can help in alleviating the 

problem of defining the goals of sponsorship (Farrelly and Quester 2005a; Farrelly and Quester 

2005b). Trust and commitment are needed in the sponsorship relationship and trust affects 

both non-economic and economic satisfaction whereas commitment has a positive impact on 

the economic satisfaction but not on the non-economic satisfaction (Farrelly and Quester 

2005a). Both trust and satisfaction are important in order to agree on the corporate objectives 

of the sponsorship, which are often based on sensitive company specific information (Farrelly 

and Quester 2005a). Sports organizations are often seen as secretive (Chadwick and Thwaites 

2005), which does not alleviate the challenge of building trust between the parties. Sports 
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organization should be involved in the relationship by investing resources in order to mediate 

the economical and non-economic satisfaction (Farrelly and Quester 2005a). Sponsors will 

feel less satisfied if they do not feel that they can improve and further the relationship with the 

sports organization (Farrelly and Quester 2005a).  

 

The consumer's ability to remember the sponsoring entity i.e. the sponsorship recall is 

consisted of four key factors, which are sponsor relatedness, sponsor prominence, corporate 

exposure of the brand to the individuals and individual exposure to the sponsor due to 

individual involvement. Moreover, high levels of prominence and relatedness of the company 

can boost the level of association to the sponsored entity.  (Wakefield, Becker-Olsen and 

Cornwell 2007) 

 

Leveraging sponsorship is a form of passive action such as viewing the sponsor's branded 

messages in the sports events. Activating sponsorship however is active such as the consumer 

playing branded mini games during the sports events. Sponsorship activities that are activating 

have been found to be more effective in creating positive sponsorship outcomes. (Weeks et 

al. 2008) 

 

The sponsorship website can further be used to communication with the sponsorship 

audience. The website can involve leveraging features such as signage of the sponsor which 

provide little incentive to interact with the website further or activating features that provide 

thematic content or other event related information which also courage the consumers to 

interact with the website more. Moreover, activation sponsorship websites yield more favorable 

attitudes from the consumers than websites that only utilize leverage. However, activational 

sponsorship websites with sponsor-sponsees with low-congruence may enhance the attitudes, 

but only when there is a non-commercial explanation provided. High-congruence sponsor-

sponsee fits can use commercial explanations without losing the favorable benefits of the 

activational sponsorship website. (Weeks, Cornwell and Drennel 2008) 

 

 

2.1 B2B sports sponsorship 
 

Crowley (1991) identified already over 20 years ago a business community cluster in the 

analysis of the sponsorship audience. Even though this seminal finding, there have been little 

research into the sponsorship in the B2B context and rather media and branding objectives 

have dominated the field. The B2B context is important to take into consideration, because 
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B2B markets differ from the B2C markets in that the number of customers in any given market 

is noticeably smaller and there exists a strong interdependency between the buyer and the 

seller (Cova and Salle 2008). Moreover, studying the B2B aspect in sports sponsorship is quite 

interesting, because it has been traditionally been somewhat overlooked.   

 

Moreover, Olkkonen et al. (2000) highlighted the fact, that there is little research attention to 

sponsorship as relationships and networks; the research on the topic has just recently started 

to take off (Cobbs and Hylton 2012). Sponsorship is evolving more and more to the direction 

of relationships and networks (Ryan and Fahy 2012). The jersey promotions, ringside ads and 

other normal sponsorship activities are not going anywhere, but the focus on sponsorship is 

shifting towards the direction of networks and relationships. Study about the business model 

shift in sports sponsorship after the financial crisis also confirms, that there is a pressure to 

develop the sponsorship activities and that there have been changes how the revenue is 

collected (Goldman 2011). There has been change how sponsorship is viewed between the 

sponsorship parties. Sponsoring organizations expect a more strategic partnership with the 

sport organization and they expect the sport organization to invest in the business relationship. 

(Farrelly et al. 2006) Moreover, the sport organizations can extend the typical sponsorship 

promotions to a B2B service by facilitating the relationship connection building between the 

sponsors (Ballentyne and Aitken 2007). Moreover, sports organizations also have the 

possibility to provide the networks as a service for their customers without the inclusion of other 

more traditional sponsorship options.  
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Figure 3. Sponsorship Relationship Development by Urriolagoitia and Planellas (2007) 

 

The figure 3 illustrates the development of the sponsorship relationship, which can either be 

terminated at any one point of the relationship or continue to develop to the next stages. During 

the formation stage the terms for the sponsorship are negotiated, the strategic objectives for 

the relationship are set and a lot of resources such as time, money and managerial effort are 

invested in the relationship. Moreover, the resources that are spent to the sponsorship 

relationship are specific to the relationship and thus they cannot be easily transferred to other 

places. The nature of the relationship between the parties is more formal, because informal 

relationships take time to develop. The next phase is the operation stage, where there is a lot 

of interaction and a rapid growth in the relationship which also make misunderstandings a 

common phenomenon between the parties in this stage. Trust and informal relationships are 

starting to be created between the parties. The last phase is the outcome stage, where the 

results of the relationship and the sponsorship are starting to be realized. The relationship also 

becomes more stable because both parties at this point have mutual understanding of the 

behavior of each other. (Urriolagoitia and Planellas 2007) Managing the sponsorship 

relationship can consume a lot of time (Madill and O’Reilly 2010). The sponsorship 

relationships can also start fading and in order to avoid the fading of the relationship it is 

important to make sure that the relationship is beneficial for both parties (Olkkonen and 

Tuominen 2008).  
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Sports sponsorships are long term and strategic in nature, where the relationships and 

networks provide additional strategic value (Cousens et al. 2006; Farrelly et al. 2003). The 

sponsoring organization may get return on the sponsoring investment after significant amount 

of time has passed (Farrelly et al. 2006; Urriolagoitia and Planellas 2007), although it is 

possible to extract some value also in the short-term exchange (Farrelly et al. 2003). 

Sponsorship needs to make results for the customer to justify the investment. However, the 

timetable of the returns of the sponsorship investment needs to be considered, and the 

customer should not expect results straight away. The sponsoring entities need to be more 

proactive in the relationship to achieve successful sponsorship relationship (Farrelly et al. 

2006). Moreover, sponsorship results cannot be expected without the sponsoring organization 

themselves investing in the relationship (Ryan and Fahy 2003) and the sponsorship parties 

many times do not invest enough into the relationship (Farrelly et al. 2003b), which is especially 

important in B2B sponsorship in the networks and relationships aspect, because the sports 

organization usually cannot hand over value directly rather the customer needs to delve into 

the sponsorship network to get the value. The sponsoring organization can also hurry up the 

results by being active.  

 

Media coverage and exposure are the key objectives in sponsorship. However, for consumer 

sector companies’ media coverage is the most important objective whereas for business sector 

companies it is the third important. (Crowley 1991) The strategic view to sponsorship asserts 

that the sponsorship outcomes should not be only measured through the monetary gains but 

rather in a broader view of sponsorship advantages (Cousens et al. 2006). Moreover, the 

sponsoring entities are moving towards the direction of expecting strategic branding instead of 

just media coverage from the sponsorship relationship (Farrelly et al. 2006).  

 

Sponsorship in the B2B context can achieve two goals, which are branding related and 

business network related. Branding related goals can help the companies to showcase in 

symbolic way the functional elements of their products or services. Business network related 

goals are related to creating new business networks and maintaining existing relationships. 

(Meenaghan et al. 2013) The sports organization should help the customers make money 

(Christensen et al. 2007). Sponsorship can be used in hospitality to influence the key members 

(Crowley 1991) amongst their supply chain to improve synergies between the supplier or 

removing tension from the relationship (O’Hagan and Harvey 2000). However, research about 

sports sponsorship in global context has found out, that hospitability does not rank high in the 

decision-making factors (Lee and Ross 2012). 
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2.1.1 Business networks in B2B sports sponsorship 
 

Networks have been studied as innovation networks (Dhanaraj and Parkhe 2006), strategic 

networks (Partanen and Möller 2012), and in emerging new business fields (Möller and Svahn 

2009). In this research, the networks are studied from the B2B sports sponsorship perspective 

(Cobbs 2011). The future of sponsorship is evolving to the direction, that key capabilities such 

as network visioning, network orchestration and relationship portfolio management are needed 

(Ryan and Fahy 2012).  

 

B2B sales and marketing networks are starting to form in the different motorsport series such 

as the Nascar. Moreover, the B2B marketing channel is starting to be utilized and the sport 

organizations work as the facilitators in the network. (Cobbs and Hylton 2012) Organizations 

usually participate in business networks, because they are looking for complementary 

resources (Jaakkola and Hakanen 2013). Sponsorship community has the ability to bring 

together several different actors (Cova and Salle 2008). Companies in the partnership network 

are more likely to create a tie between each other and start exchanging resources with each 

other than with some other random company with no link to the partnership network (Cobbs 

2011). According to Cobbs (2011): “A sports team acting as the sponsored enterprise with a 

portfolio of corporate partners holds a network position that enables it to act as a broker 

between any two or more of its partners”. Principal players are common in industrial networks 

and they usually act as strong social connectors between other organizations in the network 

and help in the flow of information (Chiu 2009). The sponsoring companies benefit from the 

increase of social ties to other companies by gaining more access to information that they can 

later on use to their advantage (Chiu 2009). The participants in the network bring their own 

resources and in addition they also bring their own networks to the relationship (Olkkonen 

2001; Boyd and Spekman 2008). Moreover, the sponsored entities value also consists of the 

companies that are in the network of companies belonging to the primary network (Cobbs 

2011). In addition, the sponsoring organization should consider the networks of the 

international sports organization and what kind of networking capabilities they have (Olkkonen 

2001) when they are analyzing the international partnership potential of the sports 

organization. The information that indirect ties of other companies provide in the sponsorship 

network can be taken advantage of with good inter-firm competency, although the indirect ties 

also pose challenges to the company in the form of information leaking (Boyd and Spekman 

2008). 
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The sports organization who acts as the centerpiece in the network has the challenge how to 

attain and create value to the network members once they have created connections between 

each other. Once the sports organization has helped in the facilitation of building relationship 

between companies in the network, they are no longer dependent on the sports organization. 

The sports organizations can continue to adding value by acquiring new members to the 

network. Industrial organizations are interested in both network range and density when joining 

the partnership network (Cobbs 2011). Therefore, they intend to acquire new contacts within 

the network and create close relationships between the other organizations in the network.  

 

The network approach broadens the sponsorship relationship from dyadic relationships to 

networks of relationships. Network actors can have different kind of bonds between each other. 

Moreover, bonds between the actors are created when the both actors become mutually 

interested in each other. Once the bond between network actors have been created, the 

organizations start giving priority to each other’s. (Olkkonen 2001) Relationships between 

companies are built by having continuous interaction with each other (Chiu 2009). Successful 

sponsorship relationship needs involvement from both the sponsor and the sponsored party 

(Urriolagoitia and Planellas 2007). Companies that are proactive in the network and thus have 

high network competence have also a better likelihood to have a central position in the 

network, which allows them to be in a more powerful position and closer to the information 

within the network (Chiu 2009).  

 

Different actors in the sponsorship network have different status within the network (Kahuni 

and Rowley 2013). The different status within the network can be created either by participating 

as a different level sponsoring member or some companies within the network can gain more 

attention by being more demanding towards the sports organization. The imbalance of 

resource and benefit exchange in the sponsorship relationship has been found to be a reason 

to discontinue the sponsorship (Copeland, Frisby and McCarville 1996). Moreover, the 

relationships between members in the partnership network can also have adverse effects 

when the companies exchange information and become aware of unequal treatment from the 

sponsored organization in regard to the other companies (Cobbs 2011). 

 

Single connection to other organization can be useful to a company, but even more important 

are the portfolio of connections to the company's performance. Companies with high 

performing portfolios can add multiple ties at once during the period of critical industry 

uncertainty to different companies, which leverage the potential value of the firm to their 

partners. The ability to create connections between companies is typical for high performing 
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portfolios (Ozcan and Eisenhardt 2009) The emergence of Chinese hockey industry is a good 

current example of critical industry uncertainty. Early periods of the development of the industry 

provide more opportunities for the entrants (Ozcan and Eisenhardt 2009). Therefore, the 

companies should have urgency in networking and expanding to China in order to benefit from 

the growth of the ice hockey in China.  

 

Sports organization can operate as a hub firm and orchestrate network activities and a shared 

common identity among the network also helps in the operation of the network (Dhanaraj and 

Parkhe 2006). The sports organization may need to take a more active role as a mediator, if 

either the supplier or the end customer is not experienced enough in the business setting (Nätti 

et al 2014).  Knowledge needs to be move from one organization to another in order to create 

value in the network (Dhanaraj and Parkhe 2006). The sports organization takes a risk when 

marketing and selling the services of the network to the final customers (Jaakkola and Hakanen 

2013).  

 

Sports organizations can act as a representative for some company, which also includes that 

the value proposition that the sports organization is proposing to the final customer, is jointly 

created with the sports organization and the company for whom they are working as a 

representative (Nätti et al 2014). Moreover, when the sports organization has the possibility to 

combine the offerings of multiple companies, they are then able to create a much more 

comprehensive value proposition for the final customer (Jaakkola and Hakanen 2013). 

Moreover, when the sports organization and the supplier are able to meet with the expectations 

of the final customer, the final customer will feel trust towards both entities (Nätti et al 2014) 

and the ties and linkages between the parties will become stronger (Jaakkola and Hakanen 

2013). 

 

2.1.2 Business relationship 
 

Companies do not operate in a vacuum. There is some kind of interaction between companies 

all the time. Some of the interaction is more superficial and the relationships remain distant, 

whereas in there can also be a lot of co-operation between the companies and more strategic 

relationships. Moreover, customers are active players in the relationship with the suppliers and 

they can take multiple different roles (Payne et al. 2008), and therefore the relationships 

require both parties to invest in the relationship in any case. The purpose of this chapter is to 

discuss the business relationships.  
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The creation of new business relationships is a conscious effort, where the both business 

parties take action into building the relationship. Usually the process is initiated by one the 

business parties, who then contacts the other party about business inquiries. Although, it is 

also possible for a third party to act as a mediator in the first contact between the companies. 

Uncertainty is typical in the beginning of new business relationships, and trust can mediate 

and fasten the process. Moreover, there also exists high level of unpredictability, because 

neither side yet knows the business habits and practices of the other sides. Once the 

companies have gotten familiar enough with each other, a new business relationship can be 

considered to be emerged when the first contract has been established. (Mandjak et al. 2015) 

 

 

Figure 4. Emerging New Business Relationships by Mandjak et al. (2015) 

 

Companies can have business relationships, but it is important to take into consideration, that 

in the end the humans in these organizations are the ones who create the actual business 

relationships. The interaction is not from company-to-company, but rather there is always the 

human element present. (Ivanova-Gongne 2015) However, it is also possible that the business 

relationship can also become a burden for one of the companies. Therefore, the company 

should also have enough ability to terminate these business relationships that have become 

burden for them, in order not to danger the business operations of the company. (Mitrega and 

Pfajfar 2015) There is also the danger of the buyers acting opportunistic when the switching 

costs of the partnership is non-existing or low, and moving on to another supplier. Therefore, 

in order to secure the business relationship with the buyer, the supplier should build and 

maintain high quality relationship. Moreover, the supplier can also create dependency on the 

buyer by providing such a service or a product, that cannot be easily replaced with another 

supplier. (Song et al. 2012) 
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The communication in the business relationship is conducted through different medias 

depending on the importance of the content that is being discussed. Face-to-face discussion 

is usually preferred in negotiations and in problem solving, whereas email and phone 

conversations are suitable for less urgent topics. Moreover, active communication in the 

business relationship usually leads to better satisfaction. The outcome and the results of the 

service can be appropriate, but if the level of communication was somehow low, the customer 

can still feel dissatisfied for the service.  (Mason and Leek 2012) Moreover, the culture between 

the companies is also important to take into consideration. Usually both parties have their 

specific company cultures, which affects the how the business is conducted. (Ivanova-Gongne 

2015) The role of the culture in business relationships increase in the international context, 

because there are less shared cultural items between the companies. Therefore, the possibility 

to misinterpret the information grows and it can have a strain on the business relationship.  

 

2.2 Internationalization through sports sponsorship 
 

The relationships and networks provide two kinds of working logics for organization in the 

international context. The first one is expansion related, where the ongoing business can be 

expanded. The second is expanding beyond the direct contacts, where the existing contacts 

work as bridges in the network for new networks.  (Hohenthal et al. 2014) Internationalization 

is considered loosely in this master’s Thesis. The focus of the research is not to study 

companies who are starting internationalization from the scratch, but instead companies who 

have already internationalized and are looking to advancing their international business. 

Therefore, internationalizing is considered as growing the international business of the 

company in the target markets. Exports and sales drive the internationalization process of the 

company (Hohenthal et al. 2014). 

 

Partnership network with ties to specific geographic location, industry or country can be of 

value to the sponsoring firm (Cobbs 2011). In cases where the sports organization is 

participating in a sports league, that extends over several countries, they gain ties and access 

to companies and organizations in the international markets. Moreover, the partnership 

network can include other international sports organizations that are participating in the same 

league and the network can also cover the sponsors, equipment providers and other 

stakeholders that are connected to the international sports organizations. Therefore, 

sponsorship can be in international context, where the sponsor and sponsee entities can both 

be participating in global activities (Ryan and Fahy 2012). The company can be interested in 
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contacting B2B audience in the international market and the sports organization can provide 

those connections as a service through the network.  

 

Studies about sports sponsorship in global context have found out, that the most important 

priority for sponsoring for a B2B sponsor is to gain superior global marketing strategies (Lee 

and Ross 2012). Sports organizations have connections to international media, which are 

usually part of the international sports sponsorship deal (Olkkonen 2001; Lee and Ross 2012). 

Therefore, by doing co-operation with the sports organization the sponsoring companies can 

gain valuable access to international media and broadcast their message to wider international 

audience, which are part of helping in building the company’s global brand.  

 

Moreover, the target international market countries need to have sufficient level of interest for 

the sports otherwise it can be challenging for the sponsor to achieve their global marketing 

objectives (Lee and Ross 2012). Therefore, the situation of Chinese hockey is a challenge, 

because on one hand there is only very limited interest towards hockey at the moment in China 

but on the other hand the potential for growth and the moreover the motivation of the state to 

sponsor the growth of hockey in China is enormous. Although, there already exists a sizable 

audience of sports fans in China, which was demonstrated by the Beijing 2008 Olympic Games 

in China broke many record by being most watched and most participated event in the history 

of Olympics at the time (Söderman and Dolles 2015). 

 

Companies that are active also recognize more opportunities in the international markets 

(Kontinen and Ojala 2011). Additionally, companies tend to trust their past experiences when 

internationalizing and therefore organizations or the managers of the organizations with past 

internationalization experience are more prone to internationalize (Hohenthal et al. 2014). 

Companies with past knowledge trust themselves more that they could handle similar 

situations in the future (Hohenthal et al. 2014). Although in the study of internationalizing 

SME’s no link was found between previous knowledge and recognizing opportunities in the 

international context (Kontinen and Ojala 2011).  According to Hohenthal et al. (2014): 

“experiential network knowledge has a direct effect on business relationship value in the early 

part of a firm’s expansion in a foreign market network, while international experience has no 

such direct effect.” In other words, the experience how to properly take advantage of business 

networks was found to be more valuable in building business relationships internationally, than 

other international experience.  
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2.3 Market specific factors of the emerging markets  
 

Research on internationalization of service brands has identified, that people with culturally 

different backgrounds can approach the social situations mentally differently. Corporations 

should define clear brand visions and facilitate both verbal and non-verbal interaction amongst 

their domestic and international employees to manage the challenges of different cultures. 

(Vallaster and de Chernatony 2005) Therefore, international companies should adapt their 

business operations to the style of the emerging markets. Operating without making the 

necessary adaptations can lead to negative backlashes either in the operation of the business 

or in the reactions of the people towards the business.  

 

There are five key characteristics that highlight the market specific factors of the emerging 

markets and set them apart from the more established markets. The five key characteristics 

are depicted in the figure 5 below. Moreover, because of the differences in these 

characteristics between the emerging markets and the established markets, the core ideas of 

marketing should be revisited when operating in the emerging markets. The marketing 

practices have been traditionally being developed in the established markets, and they fail to 

take into consideration the specific aspects of the emerging markets. The established markets 

are growing slowly and aging rapidly, whereas the economies in the emerging markets are 

growing, the middle class in the emerging markets is growing and thus they provide lucrative 

business possibilities for international companies. Many of the emerging markets also have 

very sizable populations as is the case with Russia and China. Therefore, the domestic 

companies have room to grow into true juggernauts, competing and in some cases even 

surpassing the biggest international companies in size. (Sheth 2011) 
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Figure 5. Market Specific Factors of the Emerging Markets by Sheth (2011)  

 

Market heterogeneity is typical to the emerging markets, which is because the markets can be 

described as: local, fragmented, low scale and mostly run by owner-manager type of small 

companies. Therefore, the difference between products and services varies a lot. Moreover, 

the majority of the consumers in the emerging markets are typically located in the “bottom-of-

the-pyramid”, which means that they live very close to the official poverty level. People living 

close to the poverty level live under poor infrastructure conditions and have difficulties in 

accessing basic necessities such as the running water or the electricity. The urban and rural 

populations usually have different access to the products and services, and especially the 

people living in the more rural areas can have hard time to get access to all the necessities. 

These characteristics make it so, that both accessibility and affordability are big advantages 

when operating in the emerging markets. (Sheth 2011)  

 

Sociopolitical governance such as the government, business groups, religion, 

nongovernmental organizations and the local community, have a lot of power to influence and 
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govern the market. Moreover, the market operates more under the rules of the previously 

mentioned institutions than by the competition in the market. Government owned monopolies 

are also to be expected and there are usually several state-run companies. (Sheth 2011)  

 

The majority of the competition in the market comes from unbranded products and services. 

The unbranded products and services dominate the market on the one hand because of the 

lack of branded products and services in the rural areas because of lack of access and poor 

infrastructure, and on the other the households are not just units of consumption but they also 

produce a lot of the daily necessities themselves. The lack of money, the surplus of labor at 

home and scarcity of affordable branded products and services make it so, that the households 

rarely outsource their value-adding activities such as making clothes or baking. Moreover, 

second hand products are more common and old people are less eager to throw old products 

away. Privacy is also common, because of lack of regulation and enforcement. Finally, 

bartering is commonly used instead of just paying. Therefore, for international companies the 

potential in the market exists through market creation and supplying the necessary products 

and services. (Sheth 2011)  

 

Chronic shortages of resources are also normal for the emerging markets. The electricity might 

only be running for some parts of the day or the supply of raw material might be limited, which 

all affect the daily lives of the people and the business operations of the companies. Therefore, 

the products and services can be uneven and the production of these might be intermittent and 

not particularly smooth. Finally, the commerce can be limited because of the lack of suitable 

spaces. Companies can look for taking advantage of the situation by using the resources 

creatively and organizing the services flexibly. (Sheth 2011)  

 

The infrastructure is usually inadequate. There exists lack or bad level of necessary 

infrastructure in many areas such as the physical infrastructure, market enabling infrastructure 

and communication technologies. Roads can be at bad shape or nonexistent, there might not 

be banks let alone credit cards and the lack of electricity make it so, that the access to 

computers and mobile phones is limited. The urban areas of the country might have better 

condition, but the more rural areas are most likely suffering of some level of inadequate 

infrastructure. Therefore, the operations of the business and the sales channels must be 

conducted in different ways in order to operate the business activities normally. (Sheth 2011)  
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2.3.1 Russian market specific factors 
 

Russia is the World's largest country and impressive market with over 140 million inhabitants. 

Russia is a multiethnic country with over 200 different ethnic groups. However, Russia is 

spoken throughout the country accompanied by local ethnic languages. Russia is urbanized 

and most of the populace live in the largest cities. Moscow is the capital and the largest city 

with over 12 million inhabitants, followed by St. Petersburg with around 5 million inhabitants 

and 10 other cities with over 1 million residents. (CIA Factbook 2016) The Russian market is 

not particularly easy for the Western companies to operate in, but they can be successful with 

the understanding of the market specific factors of Russia and approaching the market 

appropriately. First in this chapter an overview of the Russian economy is given. Next, the 

market specific factors of the importance of cultural understanding in Russia is highlighted, 

followed by interconnectedness and relationships. Finally, the Russian special aspects of the 

labor market is presented.  

 

The Russian economy is heavily dependent on the production and the income from oil and 

gas. During the 2000s all the way until the global financial crises, the Russian economy was 

growing at the rate of 7% per year, which was mostly due to the high price of oil and gas. 

Moreover, Russia ranks as the second largest exporter and oil producer in the World after 

Saudi Arabia. There is a danger of the large scale export of oil and gas leading to the Dutch 

disease, making the rest of the exports less competitive in the international markets. The 

Russian Government has prepared for the Dutch disease and other shocks related to the 

natural resources by paying off most of the country's debt and creating the Stabilization Fund, 

where a lot of the surplus income from the oil and gas are directed. (Benedictow et al. 2013) 

However, the service sector in Russia is a huge employer and over 60% of the active workforce 

work in the service economy (CIA Factbook 2016. The level of investment in the Russian 

economy has long been below the international average, which has not helped the 

competitiveness of Russian products and services in the international market. There exist 

challenges in the access to financing, which especially affects the creation and growth of small 

and medium sized companies. Therefore, the Russian economy is dominated by state-run 

companies and large companies, because they have the sufficient resources to access 

financing from domestic and international markets. (Connolly 2011) The Russian Government 

is also in a closer proximity to the business life with their top-to-bottom management, unlike in 

the Western countries, where the Government has more distance to the day-to-day business 

life.  
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The success factors of the Western companies operating in Russia have been studied. The 

understanding of the Russian culture and especially the Russian language have been found 

out to be very important factors. The level of people who speak English is growing all the time, 

but overall not many people in Russia speak English. Moreover, the study found out that in the 

successfully internationalized Western organizations to Russia existed skilled workers who 

were cultured in both the Russian and domestic culture of the business, who were able to work 

as sort of translators of the culture to both directions.  (Koveshnikov et al. 2012) The Western 

companies operating in the country have brought in a lot of the Western culture and Russia 

has adapted a lot of Western ideas. However, Russia does not see itself culturally as part of 

Europe, but rather as somewhere in the middle of European and Asian cultures. The ideology 

is emphasized in the two-headed Russian eagle emblem; one head looking into the west and 

the other in the east. Therefore, there needs to be sufficient level of cultural understanding 

when operating in Russia.  

 

Interconnectedness and recommendations play a special role in the Russian B2B marketplace. 

Interconnectedness or in other words, the connections between the people and organizations, 

has a lot of influence in the B2B buying behavior. Foreign companies should also keep this in 

mind when doing business in Russia, because otherwise they might miss valuable business 

opportunities or create a disrespectful image of themselves.  (Tsybina and Rebiazina 2013) 

There still exists distrust towards the officials and other institutions in Russia, because of 

corruption and weak institutions (Connolly 2011). Therefore, people are more willing to listen 

and to trust the recommendations of their associates and friends, than the information that 

they get from the more official sources. Although when it comes to being in contact with the 

public officials, the international companies have a lot of information exchange and legitimacy 

building with the officials and the connections to the officials range throughout the organization 

instead of just some specific function working with the officials (Salmi and Heikkilä 2015). 

Finally, the business relationships have a low level of patience in Russia and the 

businesspeople want to see results immediately even in the new business relationships, 

because the level of trust is low and suspicion is high in the society (Jansson et al. 2007).  

 

The Russian labor market has a remarkable ability to withstand both negative and positive 

economic shocks, which is shown in the limited fluctuation margins of the employment rate. 

Even in the turmoil of the collapse of the Soviet Union in the 90s, the employment rate never 

shrank at the same pace as the national gross domestic product, but rather the employment 

rate remained relatively stable. This is peculiar aspect when compared to the Western 

economies or to other emerging markets. One explanation for the relative stability of the 

Russian labour market can be sought from flexible working time and flexible pay. Whenever 
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the economy takes a turn to the better or worse, the rates and working hours follow. The flexible 

pay is possible for a couple of reasons, such as the lack of indexation of salaries, a large 

amount of salaries are paid in different kinds of bonuses, delayed payment of the salaries and 

in the more extreme form paying the salaries under the table. The flexible work times are 

possible because of the nonstandard work arrangements such as different types of part-time 

and contract work. (Kuznetsov and Kuznetsova 2011) Acquiring skilled workforce and 

managers is important for any international company operating in Russia. The education level 

in Russia is good and the new generation of the Russian managers are open and eager to 

learn new business practices (Koveshnikov et al. 2012). Although, the core competencies of 

the company usually differ in the Russian market in comparison to their home market, and 

therefore the company needs to have more business functions in-house which they would 

normally outsource, in order to secure the necessary level of competency in the Russian 

subsidiary of the company (Karhunen and Kosonen 2013). 

 

2.3.2 China market specific factors 
 

The Chinese economy is massive and it is the largest emerging market. China has been 

successful in changing its economy from a centrally-planned-system to a free-market-system, 

which has turned China into an international economic powerhouse.  China is manufacturing 

a wide range of products, which include the whole range from basic products to complex 

machines. Moreover, China has a growing and affluent middle class, who live in modern urban 

environment. (Das 2012) China has a massive population of over 1 379 000 000 people with 

57,9% of the people living in urban areas. China has several cities with over 10 million 

inhabitants and the biggest Chinese cities are Shanghai with 23 741 million people, the capital 

Beijing with 20 384 million people, Chongqing with 13 332 million people and Guangdong with 

12 458 million people. (CIA Factbook 2017) 

 

Companies need to have good cultural understanding of China to mediate possible challenges 

(Meng-Lewis et al. 2013). The differences in cultures between countries can also be seen in 

the subtle and not so subtle nuances of how marketing is conducted and what kind of marketing 

messages are used. However, it is also possible to change the advertising content over time 

(Söderman and Dolles 2015) in order to finding the suitable ways of reaching the audience. 

The cultural aspect can also be seen in the way how business in conducted in China. 

Therefore, guanxi practice is important to take into consideration (Song et al. 2012). Guanxi is 

a special type of networking and it can appear in either business or political context (Chung 

2011). Exchanging gifts and services for each other is an important characteristic of the guanxi 
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(Chen et al. 2011). Moreover, guanxi can have serious implications for the business of the 

company in terms of profit and the ability to gather business sensitive information from the 

Chinese counterpart (Chung 2011). However, guinxi can also have negative implications for 

the business, such as being indebted to the supplier according to the guanxi practice in the 

beginning of the business relationship, and having to either terminate the new business 

relationship and losing face or accepting potentially unfavorable business terms (Chen et al. 

2011). During the relationship building stage guanxi decreases the satisfaction to the business 

relationship, but once the business relationship has been created guinxi helps to maintain the 

relationship (Chen et al. 2011).  

 

Companies can also have specialists in the Chinese market, who work as a sort of B2B 

intermediaries between the home country and the Chinese customers. These specialists can 

be sorted into two categories, with the first group having relationship expertise which include 

knowing the right contacts and the second group having knowledge expertise which includes 

having more of traditional business expertise. The relationship experts are a sort of guanxi 

brokers, who create relationships in China and secure that the company has the necessary 

contacts. The knowledge expert similarly can be considered as a knowledge broker, who has 

collected valuable industry specific information and is looking for the specific contacts, but is 

less bothered by the guanxi practices. (Liu et al. 2014)  

 

China is an enormous market and like any international market – China also has its market 

peculiarities that are important to take into consideration when doing business in China. China 

also has big audience who are interested in sports, which was showcased by the Beijing 2008 

Olympic Games in China breaking attendance and viewership records (Söderman and Dolles 

2015). Study conducted on Chinese audience has found out, that economic animosity is 

relevant in the context of international sponsorship. Chinese consumers can be triggered into 

hostile feelings towards a specific foreign sponsoring country depending on the sponsoring 

country of origin. Moreover, international sponsors of international events hosted in China can 

be at disadvantage due to the home country bias. (Meng-Lewis et al. 2013)  

 

2.4 The creation of sponsorship deals 
 

The following chapter discusses the creation of sponsorship deals. The creation of sponsorship 

deals is critical for the sports organization to receive and maintain the necessary financial 

resources to continue running the sports franchise. Creating customer understanding is 
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important for the sports organization, because without understanding the needs of the 

customer companies, it is quite unlikely to establish successful sponsorship relationships.  

 

There are three phases in both sponsorship renewal and new sponsorship deals, which are 

information collection, proposal and evaluation and negotiations (Athanasapoulou and Sarli 

2015). Necessary information that is required in the decision making is collected by both 

parties, and usually the sports franchise assist by providing information in order to pushing the 

process forward. The sports organization has the challenge of how to identify and utilize the 

intangible benefits of sponsorship when acquiring the customers (Cousens et al. 2006). During 

the second phase, the value propositions of the sponsorship are made by the sports 

organization and they are evaluated. Finally, the sponsorship deal is negotiated and the parties 

either become to an agreement about the sponsorship deal or the negotiations can be 

terminated. During the customer acquisition phase of the sponsorship the nature of the 

relationship should be negotiated and should the nature be transactional or more relational 

(Cousens et al. 2006). Studies on non-profit sports sponsorship have revealed, that the 

likelihood of success in attaining sponsorship deals are linked to the amount of media exposure 

of the sport and the overall popularity of the sport i.e. participation base of the sport (Berrett 

and Slack 2001). Overall, sponsorship deals develop same way as in other complex business-

to-business service deals and they can be managed similarly as in the case of new service 

development (Athanasapoulou and Sarli 2015). Semi-formal and flexible processes in 

acquiring new sponsorship business deals is an effective approach (Athanasapoulou and Sarli 

2015). 

 

Knowing who is the true decision maker is important in B2B customer acquisition (Hellman 

2005). Companies that are excellent in customer acquisition have a dedicated budget for 

customer acquisition, whereas as other variables such as CRM systems or executive presence 

in customer acquisition did not have such impact (Ang and Buttle 2006). Moreover, appropriate 

documentation of customer acquisition helps sales by providing information to the sales people 

and help them in their daily routines (Aspara 2011). Furthermore, organizations that 

continuously take efforts to enhance their customer acquisition process are more likely to have 

better sales, because they are more likely to have the best practice sales information spread 

between the sales people (Aspara 2011). The sales people in the organization often focus 

more on selling and retaining existing customer rather than acquiring new customers (DeCarlo 

and Lam 2015). Promotional campaigns in customer acquisition are not advisable, because 

they tend to bring in customers with lower customer lifetime value than customers that are 

acquired through regular activities (Lewis 2006).  
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Customer acquisition is important when a company is trying to move into a new market, 

because they lack customers (D’Haen and Van den Poel 2013; Martin-Herran et al. 2012). 

Even though the company would have some customers, acquiring new customers has a bigger 

impact for the company than reducing customer defection (Riebe et al. 2014) although 

customer retention is cheaper for the company than customer acquisition (Martin-Herran et al. 

2012). However, customer retention often gets the attention of academics in the expense of 

customer acquisition (Ang and Buttle 2006). Moreover, companies often lack the necessary 

skills to manage customer acquisition successfully (Ang and Buttle 2006). Marketing 

capabilities are important in sales and attaining business strategy goals (Vorhies, Morgan and 

Autry 2009). The customer is always weighing the benefits of the service that is being 

purchased to the scarcity of their own resources such as time and money. The optimal value 

for the customer would be a balance between the resources that they are sacrificing and the 

value-in-use that they are obtaining (Aarikka-Stenroos and Jaakola 2012). 

 

The selling organization needs to figure out the set of customer processes and where the 

sellers offering can fit in the overall picture (Payne et al. 2008). Although, it is also important 

to take into consideration, that the emphasis on marketing in B2B context is on relationships 

instead of transactions (Yu and Cai 2007). Often, the company that is buying a service is 

looking beyond the service to other elements of the selling company, when trying to figure out 

if the selling company is suitable partner for business. Therefore, the relationships in B2B 

context tend to be more long-term in nature than in B2C context (Nenonen and Storbacka 

2014). Moreover, the organization that is trying to acquire customers is usually working with 

limited customer information in the B2B context. The challenge is exacerbated in the case of 

vital information such as the key decision makers, decision making style and the buying 

patterns. The selling organization therefore acts with partial information in their selling process.  

(Yu and Cai 2007) The partial information in the selling process also makes it difficult for the 

company to predict how faithful the potential customer will be in the business relationship 

(Johnson et al. 2012). These factor in, that closing the deal in B2B context takes longer time 

in relation to B2C context (Yu and Cai 2007). 

 

Marketers often create the company segmentation based on the industry where the potential 

customer company is operating (Christensen et al. 2007), which does not take into account 

other more influential customer values such as customer needs and buying behavior that 

would have a bigger impact in the segmentation (Simkin 2008). Therefore, the more traditional 

segmentation based on the industry might create a sort of illusion of homogeneity, whereas 

the group of companies can be quite heterogenic in the way how they operate and what kind 

of values the companies have. 
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Marketers should survey the customers in order to reveal the underlying reasons for 

purchasing the services of the company (Christensen et al. 2007). The customers have key 

purchase factors, which indicate the special needs of each company (Gale and Swire 2012). 

Marketers should especially try to figure out the behavior of the high-value customers (Chai 

and Chan 2008). Companies operate in scarcity, and therefore it makes sense to invest in the 

scarce sales and marketing resources in trying to picking up the high-value customer over the 

companies that would yield less returns.  
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3 CUSTOMER VALUE 
 

 

The following chapter discusses the customer value, value co-creation, value capture and 

value proposition. Customer value is derived in-use instead of in-exchange (Vargo et al. 2008), 

which also means that activities taking place before and after the exchange are also creating 

value for the customer. The selling organization can also aid in the implementation of the 

service and thus reinforce the results of value-in-use (Aarikka-Stenroos and Jaakola 2012). 

Actor-to-Actor or A2A orientation can also be used instead of B2B, which emphasizes the 

importance of the network and that the value creation is happening inside the network (Vargo 

and Lusch 2016). However, the master’s thesis will stick to B2B because the concept is more 

established. It is also important to take into consideration the networks and relationships aspect 

of the master’s thesis. Customer value is not based only on one attribute provided by one firm 

but rather a collection of attributes from potentially several companies in the service chain 

(Pynnönen et al. 2011), which can be extended to consider that value can be derived from 

several companies in the network.  

 

Companies tend to have three different kind of strategies for assessing the customer value, 

which are described in the Figure 6. The companies use the emergent value sales strategy to 

distribute the scarce resources of the company to the sales phases which are the most 

demanded by the customer. Furthermore, there are typically no long-term customer value 

assessment but rather they are made specifically when a promising sales situation presents 

itself. The sales effort is also focused on getting the sale, and often times the after sale activities 

are considered as burdensome by the salesforce. The strategy is utilized by the sales unit, and 

the quality of the customer value assessment depends heavily on the skills of the sales people. 

The sales people usually are well trained about the value of the offering, but this knowledge 

does not extend beyond the sales unit to other functions in the company. The sales message 

is focused around the benefits of the service and there is also active measuring of the 

customer’s results. The second type of sales assessment strategy; the life-cycle value 

management strategy extends beyond the sales unit and especially the research and 

development unit plays an important role. This type of strategy produces information for the 

company, that is used to further developing the service. The companies utilizing this strategy 

also have pre-made plans about the customer value assessment process throughout the 

company. Moreover, the companies measure the continuous improvement of the customers 

in the long term and the business relationships to the customer companies tend to be quite 

close. The third value assessment strategy has the whole organization participate in the 

process. The companies who utilize the dedicated value specialist strategy have specific 
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teams of specialists, who are responsible for the customer assessment. This strategy also 

includes long-term monitoring of the customer results and analyzing the development of the 

return-on-investment because of the service provided. (Keränen and Jalkala 2014) 

 

 

Figure 6. Customer Assessment Strategies by Keränen and Jalkala (2014) 

 

Value creation in B2B context has been studied and for the company to be able to provide 

superior B2B value creation, they need to have sufficient marketing capabilities, market 

orientation and market knowledge. Market orientation helps the company to shift their 

activities, that are more sought by the customers, whereas market knowledge helps the 

company to understand what kind of needs there are existing in the market. (O’Cass and Ngo 

2012) Moreover, proactive approach to customer orientation is valuable for the company, in 

order for them to find out the latent and future customer value creation possibilities. Companies 

should be vigilant at anticipating the future needs of the customer companies. (Blocker et al. 

2011) 

 

 

3.1 Value co-creation 
 

Value is always co-created (Vargo and Lusch 2016). The value creation from the supplier’s 

perspective starts from figuring out the value-creating processes of the customers (Payne et 

al. 2008) and by identifying the needs and goals for the co-operation (Aarikka-Stenroos and 

Jaakola 2012). The supplier or the provider of the service, must understand how the customer 

company is creating value for their clients. Identifying the potentially hidden needs and 

facilitating in the goal setting is usually the responsibility of the seller (Aarikka-Stenroos and 
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Jaakola 2012). However, both the customer and the supplier are important in the co-creation 

of value (Payne et al. 2008; Baumann et al. 2017) and the customer plays an important role 

by providing information and thus reducing the information asymmetry between the parties 

(Aarikka-Stenroos and Jaakola 2012). The complexity and information asymmetry pose a 

challenge for both parties, because on one hand it can be difficult for the selling organization 

to communicate the value proposition and on the other the customer might find it difficult to 

understand the value potential (Aarikka-Stenroos and Jaakola 2012). The starting phase can 

be confusing for both parties and there is usually a lack of mutual understanding (Aarikka-

Stenroos and Jaakola 2012) and the customer might have to operate in certain way in order 

for the value to be realized. This can mean, that the supplier organization needs to educate 

the customers in order for them to learn new co-creating behaviors (Payne et al. 2008). 

Educating the customers is especially important in the case of new services, because the 

customer companies most likely lack the necessary knowledge how to get the maximum 

benefit out of the service.  

 

Value co-creation happens in interorganizational systems such as dyadic relationships, value 

networks and business ecosystems (Kohtamäki and Rajala 2016). Moreover, it has been 

emphasized that value-co-creation can cover whole business ecosystems instead of being 

limited to just dyadic relationships (Vargo and Lusch 2016).  Therefore, the theory of value co-

creation is very suitable for the purposes of this master’s thesis. Networks and relationships 

can be turned in to services, which can be especially useful in B2B business by assisting the 

customer company in meeting key influencers and acquiring sales leads. However, this can 

also lead to complexity and confusion, because some of the value be drawn from the 

relationship between the supplier of the service and the customer, but in other cases the value 

is co-created further in the business networks of the supplier. The important task for the 

supplier is to identify, where in the network the customer can co-create the value.   

 

3.2 Value capture 
 

The value capture can be measured by customer lifetime value, although economic profit is an 

alternative way of measuring the value. Economic profit is easier to calculate and it can be 

calculated without complex algorithms.  (Nenonen and Storbacka 2014) Pynnönen et al. (2011) 

define the challenge of delivering customer value: “However, in many cases the delivery is not 

straightforward because the value the customers perceives may derive through several 

different but intertwined attributes that are differently preferred by the customer.”  The sports 

organization needs to keep in mind, that the value that is being produced varies from company 

to company. Different value aspects are preferred differently from company to company. The 
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sports organization should therefore also modify the value capture depending on the 

sponsoring company.  

 

Many companies lack value-based pricing and especially the lack of understanding how 

customer value is created is hindering application of value-based pricing (Liozu et al., 2012). 

Companies should price their services according to the value that they generate. However, 

often pricing is not done based on value generation but instead benchmarking the prices of 

competitor services or based on the costs of the service. (Gale and Swire 2012) Therefore, the 

sports organization will benefit from understanding their customers and prospective customers 

more holistically. Once they have information regarding what kind of value can be provided, 

the sports organizations can also focus more on capturing the value appropriately   

 

3.3 Value proposition 
 

Companies do not deliver value, but instead they can make value propositions, that can have 

potential value for the customers (Baumann et al. 2017). Customer value proposition is used 

to convey the idea, how the company can create value for the customer before, during and 

after the service. Even though the value is co-created throughout the service including before 

and after the service, the value proposition also highlights when the highest value creation 

should happen. Moreover, included in value proposition are the notions how the resources are 

shared in the service and how the service is superior to other services in the market. The 

benefits and costs are also weighted in the value proposition. Therefore, the value proposition 

that the company offers can be effective for some companies, and counterproductive for 

others. Finally, the selling company needs to take into consideration, how they formalize the 

value proposition to the customer, especially because in the B2B markets the needs and value 

creation of companies are different from each other. (Payne et al. 2017)  
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Figure 7. Roles of Customer Value Proposition by Payne et al. (2017) 

 

The brand reputation of the company also plays a role about how effective the message of the 

value promise will be for the customer. The more reputable the company is, the easier it is for 

the customer to believe, that the company will deliver on its promise. Customer and competitor 

knowledge both have importance in creating value propositions. (Payne et al. 2017) The 

company needs to know the situation and the value creation processes of the customer 

company in order to propose value for them. Moreover, there needs to be understanding about 

the competitors in the market, in order to make a differentiation from what they are offering.  

 

Formalizing the value proposition clearly to customer is also very important. Companies can 

have implicit and explicit value propositions. There can be an implicit value proposition inside 

the company, which implies that the people in the company have a good idea about what kind 

of value they can create. However, if the value proposition is not explicitly communicated, there 

is a danger that the value proposition can remain unclear and not well understood amongst 

the people in the company. Moreover, if the communication with the customer is unclear, the 

customer can become confused about what is the actual value proposition and the company 

can therefore fail at trying to impress the customer.   (Payne et al. 2017) 
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4 EMPIRICAL RESEARCH 
 

 

The following chapter will introduce the empirical research of the master’s thesis. First, both 

the case company Helsingin Jokerit and the case industry KHL are introduced in order to help 

to understand the specific nature of the sports sponsorship business. Next, the data collection 

and how the semi-structured research interviews were selected and conducted are described. 

There were in total 8 company interviews conducted to gather the empirical data for this 

master’s thesis. Then, the data analysis provides information how the analysis was carried out. 

Finally, the chapter finishes with discussing the quality and limitations of the empirical 

research.  

  

 

4.1 Case company – Helsingin Jokerit 
 

Helsingin Jokerit is a Finnish ice hockey team, that is currently playing in the multinational ice 

hockey series KHL. Jokerit was established in 1967 and they played in the Finnish SM-Liiga, 

before joining the KHL in the season 2013-2014. Jokerit enjoyed success in their time in SM-

Liiga by winning the championship 6 times. The season 2017-2018 will be the 50th year 

anniversary season for the Jokerit and it will be also the 4th season, which they spend in the 

KHL. Moreover, Helsingin Jokerit have recently signed an agreement with the KHL about 

continuing in the league for at least the next 5 years (Jokerit 2017a). Helsingin Jokerit is owned 

by a Finnish business man and a member of the Finnish parliament Hjallis Harkimo and a 

group of Russian business men. 

 

Joining the KHL was a huge step for Helsingin Jokerit and it marked a historical moment in the 

Finnish ice hockey; never had a Finnish ice hockey club been participating in an international 

league. Helsingin Jokerit have been able to sum up the major shift from a Finnish hockey club 

to an international hockey club in their marketing material: “Jokerit Helsinki – We are the only 

Western sport organization capable of reaching all the major Russian cities, Beijing and more.”  

The journey of Helsingin Jokerit in KHL has involved both challenges and success. Jokerit 

have been able to be competitive on the ice, and they have qualified for the playoffs in each 

season that they have participated in KHL. Moreover, Helsingin Jokerit have been able to keep 

a high attendance rate of close to 10 000 spectators on average in the home games at Helsinki, 

which is the third highest rate in KHL after Dinamo Minsk and SKA St. Petersburg (Jokerit 

2017b). Helsingin Jokerit have also been ranked as the third most well-known sports brands 
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in Finland, being less well-known than the national Ice Hockey Team Leijonat, but more well-

known than the Finnish ice hockey league Liiga (Kauppalehti 2017b). The KHL has also ranked 

the sports clubs according to the sports success combined with attendance rates and other 

business factors, where Jokerit was ranked second after SKA St. Petersburg (Jokerit 2017c). 

However, participating in the KHL also means that Jokerit have had to upgrade to better and 

more expensive players and the expenses from travelling are notably higher. Therefore, 

Helsingin Jokerit has not been financially as successful in the KHL as they should (Yle 2017), 

and they are looking to leverage the strong Helsingin Jokerit brand further.  

 

Helsingin Jokerit are providing three different kind of services for companies who are interested 

in sports sponsorship, which are 1) brand exposure 2) VIP services and 3) Networks. Brand 

exposure includes the traditional sports sponsorship advertising methods such as jersey ads, 

strategic branding and exposure in different media channels. These are more geared at 

reaching B2C audiences, but B2B audiences can also be targeted to some extent with brand 

exposure. VIP services are hospitality services provided for companies, such as the 

opportunity to host customer events during the ice hockey games of Jokerit. Networks and 

especially the Jokerit International Partner Program are geared towards companies who are 

interested in B2B sports sponsorship, which is also the focus of this master’s thesis. These 

networks include different kind of company contacts of Jokerit, but more importantly they also 

include companies that are the contacts of the other KHL teams, which allows Jokerit to 

provide access to a wide range of contacts in the KHL countries. Moreover, Jokerit have 

exclusive agreement with the Chinese KHL team Kunlun Red Star to develop the Chinese ice 

hockey ecosystem, which provides a lot of possibilities ranging from training ice hockey players 

to building new arenas (Kauppalehti 2017a).  

 

4.2 Case industry – Kontinental Hockey League (KHL)  
 

Kontinental hockey league (Континента́льная хоккейная ли́га) or more commonly used KHL 

was established in 2008 and it is the successor of the fomer Russian Superleague (Чемпионат 

России Суперлига). There are 27 teams participating in KHL, and they are located in seven 

different countries, which include Russia, China, Finland, Belarus, Kazakhstan, Latvia and 

Slovakia (see figure 8 below). KHL is actively pushing the league to be more spectator friendly 

and international. The league is planning on reducing the number of the teams down to 24 in 

total and at the same time increasing the number of non-Russian clubs to 9. KHL has a heavy 

presence in Russia and every major city has their own KHL hockey club. However, the KHL is 

also looking to expand the league in both the West and especially in the East. Growing and 
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nurturing the development of ice hockey in China is a huge endeavor by the KHL. The KHL is 

divided into the Western conference and the Eastern conference, and further into four 

divisions, which are Bobrov, Tarasov, Kharlamov and Chernyshev. The KHL regular season 

is 60 games long, and half of the games are home games and half of them are away games. 

The regular season is followed by playoffs, where the highest ranking 8 teams in the regular 

season in both conferences and in total of 16 teams play for the most prestigious award in the 

KHL – the Gagarin Cup. (KHL 2017) 

 

 

 

Figure 8. Map and List of KHL teams by Elite Prospects (2017) 
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The popularity of ice hockey varies a lot between Finland, Russia and China. Finland and 

Russia are ice hockey powerhouses, who are regular championship contenders in major 

international tournaments. Ice hockey in Finland is very popular and it has been ranked as the 

most interesting sport in Finland (Helsingin Sanomat 2016). Moreover, ice hockey sports 

brands dominate the most well-known sports brand rankings in Finland (Kauppalehti 2017b). 

Ice hockey is also very popular in Russia; KHL is dominated by Russian clubs and it is mostly 

played in Russia. Although, when looking at the participation rates in games, many of the clubs 

still have a decent amount of room to improve with the worst clubs having under 50% 

participation rate in relation to the capacity of the arena (KHL 2016). China on the other hand 

has just recently started to prepare for the Chinese Winter Olympics in 2022, and developing 

the national ice hockey talent is part of the preparation. Even though there exists a huge 

potential in ice hockey in China, the ice hockey is currently seen as a somewhat exotic sport 

with a niche audience. 

 

4.3 Data collection 
 

As have been previously mentioned the data for this master’s thesis was collected with semi-

structured research interviews with the representatives of Finnish medium to big sized 

companies from various industries. The researcher and the case company held a meeting, 

where suitable candidates for the research were discussed. The data collection was started in 

the midway of May 2017 after the meeting with the case company. The timing of the data 

collection also posed a challenge, because summer is very popular holiday time in Finland, 

and in the end the research interviews had to be spread out between June to August 2017. 

The participation rate to the research was sufficient, although some companies declined the 

research interview. The table 1 below provides general information of the interviewed 

companies. 

 

 

Company Company 1  2 3 4 

 

Company 
industry Sports Sports Sports Wood  

 

Size of the 
company Large Medium Medium Large 

 

Experience 
with sports 
sponsorship Yes No Yes Yes 

 

China or 
Russia focus in 
the interview 

Russia and 
China China China Russia and China 
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Interviewee Title 

Senior Vice 
President, 
Marketing 

Communications 
Manager 

Head of 
Communications 

Communications 
Manager 

 

Data collection 
method Face-to-Face Phone Face-to-Face Face-to-Face 

 Date June 2017 July 2017 August 2017 August 2017 

Interview Duration 1h 1h 70min 30min 

 

Company Company 5 6 7 8 

 Company industry Construction Construction Mining Mining 

 Size of the company Large Medium Medium Large 

 

Experience with sports 
sponsorship Yes Yes No Yes 

 

China or Russia focus 
in the interview 

Russia and 
China 

Russia and 
China Russia 

Russia and 
China 

Interviewee Title 
Chief Marketing 
Officer CEO 

Sales Director 
of Russia Director 

 Data collection method Phone Face-to-Face Face-to-Face 
Face-to-
Face 

 Date July 2017 August 2017 July 2017 
August 

2017 

Interview Duration 30min  50min 30min 40min 

 

Table 1. General information about the research interviewees 

 

Access to the interviewees is critical for the research and it is usually consisted of the 

willingness and availability of the interviewees to participate in the research (Rowen 2012). 

Therefore, it is important to persuade the interviewees to participate in the research by 

providing them the necessary information about the research beforehand, explain why they 

are suitable as interviewees and assuring them about the confidentiality of the research 

(Hannabuss 1996). The interviewees were promised exclusive access to the most critical 

research findings after the research would be finished, as a way of motivating the interviewees 

to participate. Moreover, the researcher also has their time constraints to complete the 

research in schedule (Hoeber and Shaw 2017). These kinds of practical problems pose their 

own challenges and they need to be taken into consideration to secure the quality of the 

research.  

 

Theoretical or other kind of unnecessarily complex jargon needs to be avoided in the interview 

situation to avoid confusion between the researcher and the interviewee (Rowen 2012). 

Moreover, there is a danger that the interviewees can unknowingly try to make a good 

impression on the researcher by answering what they expect the researcher wants to hear 
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(Hannabuss 1996). Moreover, it is important to establish rapport with the interviewee in the 

beginning of the interview to make she or he feel comfortable at answering the interview 

questions (Rowen 2012).  

 

The research data was collected through semi-structured interviews, although some sort of 

questionnaire set was established to have better management over the interview situation. 

Semi-structured interview allows for each interview to take different paths and focus on 

questions arising during the interview situation, which was also the case in the master’s thesis. 

The interview questions were formed based on the theory presented in the master’s Thesis. 

The questionnaire set was tested in a pre-interview in the June 2017 to test the length of the 

interview and the questionnaire set. The pre-interview was organized through Skype and it 

lasted for 40 minutes, so the length was considered suitable and the questions also revealed 

relevant information for the research. The pre-interview company had multiple aspects, which 

were not in line with the actual interviews and the data collected was not relevant for this 

research as such. The pre-interview was organized with a sales representative of a Finnish 

SME operating in construction industry, whereas the actual interviews were organized with 

large and medium sized companies. Moreover, the pre-interview company had some 

international sales, but they were in the phase of starting the internationalization operations to 

Russia whereas the interview companies had already established international operations in 

either one or both China and Russia. The interviewee in the pre-interview was working as a 

sales representative in the company, whereas in the interviews the interviewees ranged from 

CEO’s and country managers, marketing managers to sales directors. Even though the data 

collected from the pre-interview was not suitable for purpose of the research, the pre-interview 

was successful in helping out fine tuning the questionnaire set and confirming the length of the 

interview. Therefore, the pre-interview data was not analyzed and is not presented in this 

study. The pre-interview revealed, that there was some repetition in the questionnaire set and 

that some research questions were too specific, and it was better to have them more general 

in nature.  

 

The research data was eventually collected from large and medium sized Finnish companies, 

which are operating either in one or both markets of Russia and China. The companies have 

established business in the target markets and they are already internationalized to the 

markets. Moreover, some companies were operating in both markets, but in the interviews the 

focus was either on both or only on one of the markets, because either the other market was 

not as relevant to the company or because of time pressures of the interview. The companies 

did not represent any specific industry, but rather they were from a wide range of different 

industries. The main emphasis was on such companies, that are operating in business-to-
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business industries. Previous sports sponsorship experience was not a requirement for the 

interview, therefore the previous experience of the companies ranged from having a long 

history in international sports sponsorship to no notable experience with sports sponsorship. 

The requirement of previous B2B sports sponsorship experience in China and/or Russia would 

have been too limiting for the purposes of the research, because there would have hardly been 

any companies that would have passed this requirement. 

 

The research data was collected from 8 company interviews, and the length of the interviews 

varied from 30 minutes to 1 hour. The position in their respective companies of the 

interviewees also varied quite much from Chief of Marketing to sales director, although most 

of the respondents were responsible for marketing or communication in the company. The 

interviewees were Finnish and the interviews were conducted in Finnish. Most of the interviews 

were held as face-to-face interviews in the head offices of the companies, whereas a couple 

of the interviews were done by phone. The interviewees were contacted by phone and email, 

and in the email the main purpose of the research and the interview themes were summarized. 

The research interview email can be seen from appendix 1 and the research questions in the 

appendix 2. The research questions however were not send beforehand, expect in a couple 

of cases where they were requested by the interviewees. Finally, all of the interviews were 

recorded with the approval of the interviewees.  

 

4.4 Data analysis 
 

The challenge of data analysis in qualitative methods is that there are less tools and structure 

than in quantitative research methods. Therefore, there is a danger that the analysis will be 

only the intuitive thinking of the researcher, which can be argued to bring down the level of 

science of the research. There are however some ways to bring structure to the qualitative 

analysis and thus also increase the scientific value of the research. (Koskinen et al. 2005, 229-

230) The qualitative data analysis of the master’s thesis is described in this sub chapter.   

 

After the interview, it is important to go through the interview recordings and make preliminary 

notes and reflect on the interview. The interview recordings should be then transcribed into 

text form, which will make it easier and more precise to conduct further analysis. (Rowen 2012) 

The researcher made short notes after every meeting and all the interviews except the pre-

interview were transcribed shortly after the interviews had been organized. The 8 research 

interviews provided the researcher with a comprehensive dataset to make the necessary 

analyzes and to provide answers to the research questions. Once the research data has been 
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collected and transcribed, the researcher should study the data carefully multiple times 

(Koskinen et al. 2005, 231). The analysis of the data starts directly after the data has been 

collected (Hiusjärvi et al. 2009).  

 

The data analysis can be divided into three phases, which are introduction to the data, 

reduction and analysis.  During the first phase the researcher studies the data on a general 

level. In the second phase, the researcher starts figuring out what information is relevant and 

starts to reduce the unnecessary information. Finally, once the researcher has found all the 

information that are relevant to the study, he will start analyzing the data more carefully. 

(Koskinen et al. 2005, 232) The data analysis begins with describing the data. The description 

of the data is followed by categorization of the information. During the categorization, the 

researcher tries to identify and pool together data, that have similarities based on some 

analytical context. The reduction of information is also typical to the categorization. Once the 

data has been categorized, the researcher can start finding significant similarities between the 

categories and pooling them together in order to create more abstract concepts. Finally, these 

phases should lead the researcher to the final interpretation and conclusions of the research.  

(Hiusjärvi and Hurme, 2001, 145) 

 

4.5 Quality of the data 
 

The starting point of measuring the quality of the qualitative research is to understand, that the 

researcher is the main tool of the research and the biggest challenge is to make sure that the 

research has been conducted analytically and following the academic standards without too 

much subjective analyze from the researcher. Moreover, the research data needs to be 

scientifically significant. (Eskola and Suoranta, 1999, 213-215) The research data in question 

is argued to be significant to the study of B2B sports sponsorship, because there is a clear 

lack of research in the field and moreover the sports sponsorship will continue to develop 

towards the direction of B2B sports sponsorship. The research data needs to also be sufficient 

enough in order to create scientific generalizations, and saturation of answers is good 

indication of a good data set (Eskola and Suoranta, 1999, 216). The researcher believes, that 

the amount of data collected is sufficient for the purposes of the research and there were clear 

signs of saturation in the answers of the interviewees. Finally, there needs to be enough similar 

answers on top of which the conclusions are drawn and generalizations can be made (Eskola 

and Suoranta, 1999, 216; Koskinen et al. 2005, 263). The reliability and validity are concepts 

that are used in qualitative research methodology in order to make sure that the research is of 

good academic quality and to make sure that there have been no mistakes in the research.  
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The research questions should be considered thoroughly beforehand in order to get quality 

answers from the interviewees. (Hiusjärvi and Hurme, 2001, 184) Even though the semi-

structured interview leaves room for questions emerging during the interview, there were a list 

of potential questions for the interview. The questions were discussed with both the academic 

instructor and with the case company, in order to make sure that the questions are relevant to 

the study. Finally, the questions were also tested with a pre-interview as was mentioned in the 

data collection chapter.  

 

Validity of the research can be divided in to inner validity and outer validity. The inner validity 

is measuring if there are any conflicts in the research and if the research is internally logical 

(Koskinen et al. 2005, 254). Moreover, the internal validity is measuring if the theory of the 

research and theoretical concepts are suitable for the purposes of the research (Eskola and 

Suoranta, 1999, 214).  The outer validity on the other hand is measuring, if the research can 

be generalized to other similar research in the same field (Koskinen et al. 2005, 254). The 

outer validity is more about measuring the actions of the researcher and making sure that a 

proper scientific measures were followed (Eskola and Suoranta 1999, 214). The purpose of 

the validity is to make sure, that the conclusions of the research are correct, logical and valid 

(Koskinen et al. 2005, 254).  

 

Reliability refers to the level of conflicts and the consistency of the research. The research can 

be reliable without being valid, but not valid without being reliable. The reliability of the research 

can be achieved by providing a clear and exhaustive documentation how the research was 

conducted. (Koskinen et al. 2005, 255-257) The research can be thought to be reliable, when 

two researchers can draw similar conclusions from the same data. The challenge however 

with qualitative research methods, is that the context changes over time, which makes it 

difficult to produce the exactly same results. (Hiusjärvi and Hurme, 2001, 186) In order to 

increase the reliability of the master’s thesis, the researcher provided an extensive 

documentation of the research interviews and how the research analyzes were conducted.  
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5 EMPIRICAL FINDINGS 
 

 

The following chapter will introduce the empirical findings of the master’s thesis. The data was 

collected from eight companies through semi-structured interviews. Once the data was 

collected and transcribed, it was analyzed into the empirical findings, which are presented in 

this chapter. Even though only one representative per company was interviewed, the research 

data is presented as the answer of the company. Finally, the identities of either the company 

representative or the company are not revealed in the master’s thesis.  

 

The empirical findings first discuss how the ice hockey series KHL and the ice hockey team 

Helsingin Jokerit are perceived by the companies. Then a general overview of the situation of 

sports sponsorship in Finland is created, followed by a general overview of B2B sports 

sponsorship. Moreover, it is good to take into account, that the empirical research discusses 

a lot of topics from the perspective of the case company Helsingin Jokerit and from the 

perspective of the international B2B sports sponsorship network. Finally, the empirical findings 

of how sports sponsorship can benefit companies in their international activities is discussed, 

and what kind of challenges the companies are facing in the Russian and Chinese market are 

described.  

 

 

5.1 How are KHL and Helsingin Jokerit perceived?  
 

The empirical research shows, that there are a lot of prejudice towards KHL and the league is 

considered somewhat questionable. Moreover, all of the interviewees had some knowledge of 

KHL, but most of them were either just familiar with series or they did not know a lot about it. 

Only a few of the interviewees had more knowledge about KHL. However, all of the 

interviewees answered, that they did not know how KHL can be utilized in sports sponsorship 

and how effective it can be when trying to reach customers in Russia or China. One interviewee 

had previous experience about ice hockey sponsorship, but even they lacked the knowledge 

of how useful KHL can be when doing sponsorship.  

 

One company commented that KHL provides talented ice hockey, and they had previously 

considered doing sports sponsorship with a KHL team. However, they did not go forward with 

the sponsorship, because a couple of aspects of KHL were considered to be quite challenging 

for the company. The most challenging aspect was related to the possible connections to the 
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Russian politics in KHL and in the sports sponsorship in the KHL. The company considered 

the KHL having some political connections or at least that is the general image in the public. 

Therefore, the company does not want to be in a situation, where they need to start explaining 

to the media or the public, about why they are associated with a league where there are 

possible political connections. However, two other companies commented that access to 

political decision makers can be a good thing. Finally, the company mentioned that it is better 

to choose a sponsorship option, where there is less risk of being accused of participating in 

some kind of political activities. In addition, the company mentioned that the economic situation 

of Russia has been challenging and therefore it has not been as interesting opportunity for 

them. One other company mentioned, that Russia is not a priority market for them, which 

makes KHL less interesting for them.  

 

Two interviewees had somewhat skeptical feelings towards KHL, because both of them did 

not like ice hockey. One of them even went as far as commenting, that they hate ice hockey. 

They commented, that ice hockey has too much power in Finland and did not like that ice 

hockey was displacing some other sports by capturing most of the fans and funding. The other 

commented, that especially the aggressiveness and fighting in ice hockey is off-putting and 

not very sportsmanlike conduct. Then again, the interviewees did not have any particular 

negativity towards Helsingin Jokerit, but the negativity came from not liking the ice hockey in 

general.  

 

Helsingin Jokerit in general bring up more positive feelings and is also more well-known as 

KHL.  One company had already done some co-operation with Jokerit, and they were happy 

with how the project went and what kind results were achieved. Especially it was highlighted, 

that it is easier to work with a professional sports team than individual sportsman, because the 

sports organization has more resources to accommodate different kind of co-operation and 

activities.  One other interviewee commented, that Jokerit is a great team and by entering in 

the KHL they have been able to generate more possibilities for business. The high level of 

business eminence of Jokerit was also commented by third other interviewee. Only one 

interviewee commented, that they would not have known, that Helsingin Jokerit play in the 

KHL. However, the majority of the interviewees also commented, that they are not sure what 

kind of business and sponsorship opportunities Jokerit are able to provide. Especially unclear 

was what kind of networks and connections Jokerit have in Russia and China, and therefore 

what kind of possibilities they can provide for the companies.  
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5.2 General overview of sports sponsorship  
 

General overview of sponsorship in Finland is created in this chapter. The level of sponsorship 

experience varies a lot in Finland. There are some companies who have done a lot of 

sponsorship, but also many companies have only limited experience with sponsorship. The 

companies consider sponsorship as a win-win relationship, which provides benefits for both 

parties. Moreover, the Finnish companies have a long time horizon regarding sponsorship. 

The decision making regarding sponsorship in Finland is mostly in the head offices. However, 

the research also found out that the companies have influential sales networks and local 

organizations in China and Russia, who also have a lot of influence on the sponsorship deals.  

 

5.2.1 Sponsorship experience  
 

Most of the interviewees have some kind of experience with sports sponsorship. The 

interviewees can be divided into four categories depending on their previous sponsorship 

experience, which can be seen in the figure 9 below. Three interviewees belong to the first 

group, which is consistent of sports sponsorship champions, who have over ten years of 

experience working with sports sponsorship. Moreover, sports sponsorship has been in a 

strategic role in their companies and it has had an important role in the brand building of the 

companies. They have participated in notable sports sponsorship projects both in Finland and 

internationally and worked with the top sports sponsorship talent. Two interviewees belong to 

the second group, which is the sports sponsorship experts. They have experience working with 

notable sports sponsorship projects, but in their companies either sports sponsorship is not 

considered as central activities or they have limited experience in terms of years worked in 

sponsorship. One of the experts commented, that they had been following the sponsorship 

activities of their respective company closely for years, but only in the recent years they had 

gained a position in the company where they are in a central role regarding sponsorship 

activities. The third group is consisted of two interviewees and they are the experimenters. 

They have participated in sports sponsorship projects, but either the sponsorship does not 

have a strategic role in their respective companies or the previous projects have been small in 

size. One of the experimenters commented, that their company does not take part in any 

sponsorship activities in the current economic situation of the company but previously they had 

done small projects. The other experimenter mentioned that the company participates in small 

sponsorship projects, and in addition they had personal experience about sponsorship working 

as a manager for their son who is competing in the national level. The last group is the 
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beginners which was consistent of one interviewee. The beginners have no previous 

experience about personally working with sports sponsorship.  

 

 

Figure 9. Previous sponsorship experience of the interviewees  

 

5.2.2 The current state of sports sponsorship in Finland  
 

The research data reveals, that 5 out of 8 of the interviewed companies have participated in 

serious sports sponsorship projects. The rest of the companies have either no experience 

about sports sponsorship or it is limited to small projects. The companies that have used sports 

sponsorship have mostly done co-operation with internationally well-known Finnish sportsmen. 

Moreover, one company is participating in sponsorship activities with international sportsmen 

who are competing in very niche sports, but who are also the best of their respective sports. 

The second company is doing sponsorship with international events. Moreover, third company 

has experience in working with different kind of sports organization to reach B2B goals. The 
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companies that are participating in sponsorship, comment that there are natural linkages 

between their business and the sports, which makes it easy for them to practice sponsorship. 

Moreover, one company highlights, that through sports sponsorship it is easy to reach such 

audience that are also interested in the products of the company. However, there are some 

critical voices also. One of the companies which is not doing sponsorship, comment that they 

do not see sponsorship as an efficient way of influencing the decision makers. They continue, 

that the investments in their business are huge, and therefore they do not see sponsorship 

having a meaningful influence on the key decision makers.  

 

The term sponsorship has somewhat negative connotations amongst companies, because it 

reminds the companies more of charity than serious marketing activities with measurable 

goals. Most of the companies therefore commented, that because of the negative 

connotations, they rather talk about co-operation or partnership rather than sponsorship. The 

art of winning is part of professional sports, and half of the companies defined that the 

sponsorship creates a win-win-situation where both of the parties benefit somehow. The 

sponsored benefits by getting monetary compensation from the company and the sponsor 

benefits by getting visibility, increased sales or other help in reaching other marketing targets. 

Moreover, one company highlighted that there needs to be a natural contact between the 

sponsor and the sponsored, and that the timeframe of sponsorship should be long in order to 

be able to create proper relationship. Finally, second company commented, that sponsorship 

is an activity, that has measurable marketing goals.  

 

The timeframe of sports sponsorship is important, because often the results of the sponsorship 

come only after notable amount of time has passed. The research data reveals, that the 

Finnish companies that participate in sports sponsorship, also tend to create long partnership 

and be involved in the sponsorship for a long duration of time. Half of the companies that were 

interviewed tend to create long partnerships and be in the sponsorship relationship for a 

notable amount of time. The companies even had 20+ years of experience with some of their 

sponsored sportsmen. The companies also recognize, that when they approach new 

sponsorship deals, they are looking into creating long partnerships. Fifth company, which 

mostly does event marketing, has a shorter time frame when it comes to their sponsorship 

activities due to the nature of sponsoring an event. There are activities before the event, then 

naturally a lot of activities during the event, and some customer contacting after the event. 

However, the overall timeframe is not specially long. Rest of the companies that were 

interviewed, only had sponsorship in a minor role in their respective companies, so the 

timeframe was not particularly relevant for them.  
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The research data reveals that the Finnish companies are expecting return on their 

sponsorship investments. The goals of sports sponsorship are divided between marketing 

goals and sales goals. Moreover, three companies also highlight that sports sponsorship has 

strategic goals or that the sponsorship is somehow linked to the strategy of the company. One 

of the companies commented, that whenever the monetary cost of sponsorship gets big, there 

has to be some linkage from sponsorship to strategy. Most of the companies listed some kind 

of marketing targets and activities for the goals of sports sponsorship. The companies are 

looking to increase their branding, visibility and knowledge of the company. Some companies 

also listed sales being the most important sports sponsorship goal for the company. One 

company had somewhat contradictory comments regarding the goals of sports sponsorship. 

One the one hand the company feels that it is difficult to put specific marketing or sales goals 

on the sponsorship, but on the other hand the general goal of sponsorship is to increase the 

sales of the company. The second company also commented about the sponsorship goals, 

that especially increasing sales through sports sponsorship activities is the key to everything. 

The company continued to comment, that they are expecting the return-on-investment to be 

several times what their initial sponsorship investment was. Moreover, they are prudent at 

calculating the results that have been achieved through sports sponsorship.  

 

5.2.3 Decision making of sports sponsorship 
 

Understanding the decision making process of new sports sponsorship deals and what is 

included in the decision making process are important to know for the sports organizations in 

order to approach the right contacts. Before talking more about the empirical results, it is 

important to note that some of the companies declined the research interview because the 

decision making is done in the target countries. Therefore, the results of this research are 

somewhat distorted towards companies that have at least some level of decision making in 

Finland.  

 

The decision making of sports sponsorship is split between the head office and the local 

country organizations. The general trend however is that the head office holds a lot of power 

in the decision making. The empirical data reveals, that even in the situations where the local 

offices have the decision making power, they usually still need to consult the head office to get 

the final approval. Moreover, the bigger sponsorship projects are usually decided in the head 

office.  
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The decision making is done completely in the head office in two of the interviewed companies. 

The first company is extremely active in sports sponsorship and they like to keep the decision 

making in the head office, where the top management is active in participating in the 

sponsorship decision. The second company however has quite opposite situation, because 

any kind of sponsorship activity is currently forbidden there as a measure to save costs. Before 

the cost saving measurements, the company had participated in some sports sponsorship 

projects, where the decision making had been split between the head office and local offices.  

Half of the companies have a strong split between the head office and local offices. The 

underlying theme is that the decision making regarding bigger projects is done in the head 

office and usually in the top management level, whereas the smaller projects are done locally. 

The last two companies have more emphasis on the local decision making, but even they 

provide strategic direction and control over the local companies. One of the companies’ 

comments, that it is also typical that on the local level sponsorship is done less, because the 

level of business is smaller in the target countries in comparison to the home market. The other 

company has a dedicated global sponsorship team, which provides strategic direction and 

consultation to the local teams, but the final decision making is done on the local level.  

 

Local sales networks and dealers in both Russia and China are also important to take into 

consideration. Many of the companies’ comment, that the local sales networks and 

organizations have considerable power regarding the decision making of local sales and 

marketing decisions. Moreover, many interviews commented, that it would be important to be 

able to generate sales leads directly to the local sales networks. Moreover, the head office 

often does not have the information at hand about what kind of contacts the local country 

organizations and sales networks have. The companies highlighted, that the sales networks 

and local country organizations are the ones who are in charge of doing the day-to-day 

business in Russia and China.  

 

5.3 General overview of B2B sports sponsorship 
 

The general overview of B2B sponsorship in Finland is created in this chapter. Some of the 

companies that were interviewed had previous international B2B sponsorship network 

experience, but overall experience on such sponsorship is very limited in the Finnish 

companies. The study also found out that companies had positive feelings towards Helsingin 

Jokerit, but because the international B2B sponsorship network is so complex service, the 

interviewed companies also had several concerns and uncertainties regarding the sponsorship 

service. Moreover, the study also found out three key points for creating a well-executed 
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international B2B sponsorship network and what kind of the configuration of the participants 

should be in the network in order to be interesting for the companies.  

 

5.3.1 International B2B Sports sponsorship network of 

Helsingin Jokerit 
 

The empirical research reveals, that some of the companies have previous experience working 

in international B2B sports sponsorship network. The international sports sponsorship network 

of Helsingin Jokerit also collected a lot of praise from the interviewees. However, critical voices 

were also raised by some companies, who commented that it is difficult to see the connection 

with their business and ice hockey. The critics were also concerned, if they would be able to 

find the right connections through the international B2B sports sponsorship network of 

Helsingin Jokerit.  

 

One of the interviewees who also had extensive background with sponsorship had also 

previous knowledge about the international B2B sports sponsorship network of Jokerit. They 

commented, that usually the international B2B sports sponsorship networks are quite complex 

systems and the division of sponsorship access is divided between the sponsors, which makes 

the networks slow and difficult to operate. The company used one international sports event 

as an example where they were one of the sponsors, and went on to comment how it was 

unclear what kind of sponsorship activities they could do and what was forbidden for them to 

do. Therefore, they commented that the network of Jokerit was the first platform in the 

international context to really make sense to them. However, they also had their criticism 

towards the pricing of the network and that the price is too high. The price was a challenge for 

them, especially because the concept is new and they would like to try it out before investing 

with full power. Moreover, they commented that if the concept works, they have a proven track 

record of doing sponsorship in a long timeframe, so investing more and scaling up the activities 

would not be a problem if everything goes well.   

 

Three companies gave positive comments about the network such as the concept being cool, 

interesting, great and the idea being great, good ambition and that the network provides good 

opportunities for sponsors participating in the network. One of these companies that even 

though they do not have extensive background to sponsorship, it would feel natural for them 

because sports and their business are very close to each other. However, there were also 

three companies who had a more critical view. The biggest challenge for them was that the 

network felt distant, and it was difficult to see the value that the network could provide for them. 

Also, they felt that there were no natural linkages between their business and ice hockey. One 
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of the more critical companies commented that they do not see future in B2B-sponsorship and 

that is very challenging to showcase the return-on-investment in sponsorship. However, all of 

the interviewees had different levels of concerns and uncertainties regarding the network. The 

lack of knowledge was one reason, which made it difficult to analyze the possibilities further. 

Moreover, many of the interviewees commented that they should know if their customers or 

potential future customers are interested in ice hockey, and if they would be interested then 

there could be a lot of possibilities in participating in the network. One interviewee commented, 

that many of their customers are in the public sector and they have strict guidelines about what 

kind of events they can participate in, so different kind of sports VIP-events could be 

considered as a form of corruption and therefore their public sector clients could not participate 

in the events.   

 

Some of the companies had previous experience about international B2B sports sponsorship 

networks and they provided the research with valuable insight about the B2B sports 

sponsorship and what needs to be taken into consideration. Two companies were participating 

in sports events sponsorship and one of the companies mentioned, that B2B sports 

sponsorship is suitable and good for their business, because they are able to bring in their 

international clients and meet them in a more formal environment. Moreover, they explained 

that during the sports event it is possible to organize different kinds of business meetings and 

also showcasing the products or services of the company is easier, if they can implement them 

in the sports events somehow.  Furthermore, two of the interviewees had previous experience 

working in Formula 1 and they highlighted key points, why the international B2B sports 

sponsorship is functioning so well in Formula 1. First, the attributes such as innovation and 

technology that Formula 1 represents was considered suitable for both companies. Second, 

the companies were interested in wide scope of international audience and Formula 1 can 

provide them the platform to meet with their audience through Formula 1. One of the 

companies commented, that they can host events for their Chinese customers in the Chinese 

Grand Prix and for their Russian customers in the Russian Grand Prix. Third, and maybe the 

most important point, was that Formula 1 is considered as unique and glamour sports, where 

it is easy to bring in clients or top level business people who are usually extremely busy. One 

of the companies praised that it is easy to contact with people during the Formula 1 weekend 

and Formula 1 teams are good at facilitating meetings with the sponsors. The other company 

continued, that it is a great opportunity for both meeting with companies who are already their 

customers and creating new connections with high level business people through the 

international B2B sports sponsorship network of Formula 1. Moreover, they continued that it is 

a great possibility to also meet with companies, who they know would be good suitable 

customers but who are otherwise difficult to get in contact with. In general level, B2B sports 
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sponsorship is considered a good place to meet with customers in a more formal setting and 

thus create better rapport and connections with them.  

 

One of the companies who are participating in the Formula 1 sponsorship, also highlighted 

some key points, that need to take into consideration when building an international B2B sports 

sponsorship network regarding what kind of sponsors are participating the network. The 

company highlighted, that it would be really important to have enough relevant business 

connections for the companies participating in the network. Moreover, they continued that 

there is a danger that if any possible company will participate in the network, the group of 

companies can be too heterogenic which makes it difficult to find common denominators and 

synergies. The network should have some emphasis on certain business areas. Moreover, 

they continued that the participants of the network should be considered also on what level 

they represent in the company. This is because people in different organizational levels have 

different kind of demands and they are looking for different kind of things in the network. Top 

management are interested in different kind of things than sales representatives.  

 

In general, most of the interviewees were able to highlight some positive aspects of B2B sports 

sponsorship. In addition to what has been previously mentioned, the research data shows that 

finding the right contact and getting them to agree on a meeting can sometimes be difficult. 

Therefore, B2B sports sponsorship be easier way in order to get access to the contacts. 

Moreover, many of the interviewees had been working with individual sportsmen, but they also 

acknowledged that when working with individual sportsmen they are more shackled to the 

schedules of the sportsmen, because competing comes before sponsorship activities. They 

continued, that working with sports teams is therefore somewhat easier, because they are 

holistic organizations with workforce to take care and facilitate the needs of the company.  

 

5.3.2 What kind of contacts are important through B2B sports 

sponsorship? 
 

The challenge of building international B2B sports sponsorship is that the sponsoring 

companies differ a lot from each other and their business needs also differ a lot from each 

other. The customers of the companies can be extremely heterogenic group, which makes it 

difficult to find the common denominators and interests between companies.  Furthermore, 

when talking about medium and large sized companies, even inside one company the group 

of customers and decision makers can be quite varied. However, companies are interested in 

their customer and their prospective customers, even the companies that have been critical 

towards B2B sports sponsorship and the international B2B sports sponsorship network 
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commented, that if they would know that their customers are participating in the network they 

would be interested. Moreover, both primary and secondary contacts can be interesting for the 

company, so even some third party who could work as a facilitator would be interesting 

opportunity. Many of the companies also continued, that they do not have the information, if 

their customers are interested in ice hockey and therefore if they would be participating in the 

network or not, which complicates their decision making.  Moreover, as has been discussed 

already before, many of the interviewees felt skeptical because of the lack of information, if 

they could find the suitable connections through international B2B sports sponsorship 

networks. 

 

Even though the companies represented a heterogenic group, it was still possible to find three 

groups in the research data, who had same kind of interests – in this case those groups were 

mining industry, construction and sports business. Two companies are operating in the mining 

business are interested in getting in contact with key influencers in the mining industry. The 

key influencers can be in various areas such as people deciding about investment decisions, 

companies who are operating mines and engineering companies specializing in mining. Three 

companies are operating in construction, although they are not exact matches with each other. 

The construction industry and what kind of customers the companies are interested covers a 

wide range of companies and decision makers, but it is still possible to find common 

denominators where there can be synergies between companies. Moreover, one of the 

construction industry companies commented, that in business areas where there are less and 

larger customers, B2B-sponsorship is more useful because then it is more effective when 

influencing the decision makers. The third group which included two companies is probably 

the most natural fit for a sports organization, because they are looking for contacts in the sports 

business. The companies are interested in other sports teams, head couches, sportsmen, 

nutritional exports and other kind of key opinion leaders such as bloggers. Finally, there was 

only one company in the research data which did not belong to any of the groups. However, 

these groups cannot be considered comprehensive because of the limited size of the empirical 

research.  

 

5.3.3 What kind of competing options there are for sports 

sponsorship?  
 

The companies have several different options how they spend their sales and marketing 

budgets. Therefore, it is important to understand what kind of B2B-sales and marketing 

activities companies participate in order to understand what kind of competing solutions B2B-

sports sponsorship is up against with. In general, the research data did not reveal anything 
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revolutionary in this aspect. The interviewed companies value direct selling to customers and 

good relationships with customers are considered important. The companies also participate 

in different kind of business fairs and associations that are related to their business.  

 

Listening the customers and creating close contacts with the customers are mentioned as one 

of the most important sales activities by the companies. Moreover, especially when it comes 

to more technical solutions, different kind of live demos or demoing was mentioned as one 

method to showcase that the products or services can solve the customer’s problems. Three 

of the companies that were interviewed commented, that they use demoing when trying to 

convince the customers. Sometimes demoing is not possible, so companies also participate 

in more traditional promotion activities where they tell about their solutions and how they can 

help solve the problems of their customers. Marketing activities were also listed by several 

companies, such as digital marketing and social media marketing. Moreover, the marketing 

materials are naturally produced in Chinese or Russian. One of the companies commented, 

that they have a lot of university co-operation which helps in gaining customers and they also 

provide tailored seminars for their customers, where they promote their own products.  

 

Moreover, all of the companies participate in some kind of professional networks, associations 

and fairs in China or Russia as part of their sales and marketing activities. Usually the 

networks, associations and fairs are related to the business of the companies. Moreover, three 

of the companies mentioned that they have also participated in events and seminars that were 

organized by the Finnish public organizations. One of these companies highlighted, that 

especially in China it is important to good relationships between top level politicians, because 

it will also have positive effects on the business of companies.  

 

5.4 How sports sponsorship can be utilized in the emerging 

markets?  
 

The empirical data reveals, that none of the companies have extensive experience doing B2B-

sports sponsorship in China or Russia. Therefore, the possibilities of B2B-sports sponsorship 

are studied through understanding how important the Chinese and Russian markets are 

perceived in the companies. Moreover, it is also interesting to understand what kind of 

challenges the companies are facing in these markets, and if those challenges could be tackled 

through B2B-sports sponsorship.  

 

China and Russia are both important markets for Finnish companies and the companies also 

have high growth expectations in these markets These markets are often listed as the most 
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important markets for the companies. The companies also have long histories working in these 

markets and most of them are well established in these markets, by either having offices or 

factories depending on the nature of their business. One company mentioned, that they have 

several factories in Russia and at the moment they are building a huge factory in China. 

Moreover, the companies have a strong feeling that they have enough talent in their 

respectable organizations to manage the Chinese and Russian markets. However, there are 

also challenges in both the Chinese and the Russian market. The second company 

commented, that in their field of business China is considered as very unpredictable market at 

the moment, whereas there is still a lot of untapped potential in Russia. Third company 

continued, that even though the cultures are completely different the customers are still similar 

in both countries. Moreover, the company is looking to improving their brand in the both 

markets and especially in China they are looking to become the biggest European company 

operating in China in their field of business. The same company also continued, that the 

relationships between the Finnish and the Russians have traditionally been good, but in the 

last few years the challenges in the Russian markets has made it more difficult to do business 

in Russia and the company has had to look out for new business segments in which they can 

operate. The fourth company also provided their insight on topic by commenting that the 

cultures between China and Russia are different, and in their business the products are 

therefore also different in both markets. They also mentioned, that different kind of B2B-sports 

sponsorship activities should be considered carefully in both Russia and China, because also 

the level of interest in ice hockey is different in these countries. They believe, that ice hockey 

is more popular in Russia than in China at the moment, but they are also optimistic that the ice 

hockey will grow in China. However, because the level of interest in ice hockey is so small at 

the moment, that makes it a bit questionable if they want to invest in the sport right now rather 

than waiting for the sports to grow. 

 

5.4.1 China market specific challenges 
 

The Chinese market provides a lot of opportunities for companies, which naturally attracts a 

lot of companies and therefore the competition in the Chinese market is high. The companies 

that were interviewed in the empirical research also agreed, that there is a lot of competition 

in the Chinese market. The companies used very colorful language when talking about the 

competition in China such as “the competition is fierce in China” and “the competition is very 

bloody”, which highlights the high level of competition. One of the companies, described that 

China will not run out of competition. Moreover, many of the business markets are quite 

heterogeneous and fragmented. The companies described, that the competing companies in 
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China include an army of small Chinese companies, Chinese brands, Chinese well-funded big 

companies, international brands and big international companies. One of the companies 

commented, that they have 800-1000 competitors in China, which is a great example of the 

amount of competition. However, the companies continued that even though there is a lot of 

competition, the size of the market is so big that it is possible to find opportunities and room 

for business. The companies continue, that they have high expectations for China and that 

China is also not running out of potential. One company commented, that the sports industry 

is just starting to take off in China, so the potential for the company is huge.  

 

In addition to competition, the companies have highlighted different kind of challenges in the 

Chinese market. The companies mention that it is important to understand and be compliant 

with the local law and rules. Moreover, one company continues on the topic, that bureaucracy 

and the local laws can provide additional work that the company needs to be prepared for. As 

an example, the company mentions a law change in China, which dictates that all the 

information about Chinese customers need to be hosted in China. If the company is not 

prepared to these kind of more or less sudden changes, they can have unpleasant surprises. 

One company mentions the physical infrastructure as a challenge, whereas other company 

considers the infrastructure to be of good quality. One company also highlights that the price 

can be challenging in China, but the Finnish companies also comment, that they are not 

competing with price but rather with higher quality or higher technology. Moreover, the 

companies agree that culture is one of the biggest factors in China. Two companies discuss 

more in depth the challenges of culture. The first company comments, that the culture is a big 

factor because people in the West and the people in the China have so different ways of 

viewing the world. The company continues that creating a common understanding is hard work 

and it takes a lot of time, because of cultural and language differences. Moreover, the company 

continues that it takes a lot of effort to create good business relationships in China. Moreover, 

the level of English in China is low and the company has to use a lot of translators, which also 

makes it more difficult to communicate and there is a higher danger of misunderstanding 

between the company and their Chinese customers. The second company also continues 

about on the importance of culture. The company mentions, that because of the culture and 

high level of competition the speed of change in the market is incredibly fast and the customers 

are expecting to be served in a moment’s notice. Moreover, the speed of change can also be 

seen in the preferences of the Chinese customers, which are constantly changing, and forces 

the company to stay more aware than what they would be in the Western markets. Finally, the 

company mentions that the culture can be seen in the fear of losing face. The company 

mentions as an example, that doing customer surveys can be difficult, because the Chinese 
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customers do not want to say that they would not know something but rather answer positively 

to the customer survey questions.  

 

Finally, one company commented that they are looking out for different kind of sports related 

opportunities in China. The company mentioned that they have been thinking about 

participation in the Winter Olympics in China and if there would be some kind of possibilities 

for the company. The company also commented, that at the moment because of the political 

challenges in Russia, China is easier and better option to do B2B sports sponsorship. There 

had been few companies who had considered the sponsorship options in China, but at the 

moment companies are not utilizing sports sponsorship particularly actively in China.  

 

Helsingin Jokerit has exclusive co-operation with the Chinese hockey team Kunlun Red Stars, 

which is discussed more in detail in the previous parts of this thesis. The co-operation opens 

up new business possibilities for Finnish companies. However, the empiric research reveals 

that Finnish companies are somewhat skeptical about the possibilities that the rise of ice 

hockey in China can provide for them. The biggest problem in envisioning the possibilities of 

doing co-operation with Kunlun Red Stars through Jokerit seemed to be the lack of information 

about the Chinese hockey team. Four companies highlighted, that it is difficult to answer the 

question about co-operation with Kunlun Red Stars, because they do not know enough about 

the team. Moreover, the companies continued that they should also know how popular ice 

hockey in China is in order to make better decision. The interviewees were thinking, that at 

least at the moment ice hockey is not popular enough in China, although one of the companies 

noted that ice hockey will most likely become more popular in the future. One of these 

companies also mentioned, that they believe that they already have all the important contacts 

covered, and that it would be difficult to get new contacts through Kunlun that they do not 

already have. Moreover, they continued, that if they would want to do B2B sports sponsorship 

in China, basketball would be more suitable from their perspective, because the sport is 

already established and popular in the Chinese market. In addition to the answers from those 

three companies, fourth company continued that it would be difficult to do sponsorship in 

China, because ice hockey is not part of the sports that they are focusing in. When asked what 

kind of opportunities they saw in the co-operation with Jokerit and Kunlun, the companies 

mentioned that they would like to get into contact with Chinese key opinion leaders, get in 

contact with Chinese customers, organize events for their existing customers in China and one 

company even proposed that both Jokerit and Kunlun could come practice in the Northern 

Finland together. 

 



63 
 

5.4.2 Russia market specific challenges 
 

Competition in Russia is also intensive, but in relation to China, the companies seemed to be 

less worried about the competition. One of the interviewed companies mentioned, that the 

competing Russian products are a lot cheaper, but at the same time the quality is not as good. 

Therefore, the company is confident that they can compete with better quality against the 

Russian products even though their price is higher. The company continued, that at least in 

their business, the competition against the Western companies is quite small at the moment, 

and that they are already leaders in their business segment amongst the Western companies 

operating in Russia. Another company continued about the topic of competition, that the 

competition is intensive. The company went on to describe, that the amount of Russia 

producers is less than for example in China, but still there are a lot of Russian producers. Both 

companies had operated in Russia for a long period of time already, which may help explain 

why they do not feel as much pressure about the competition.  

 

The Finnish companies are also facing different kind of challenges in the Russian market. Two 

companies mentioned, that the distances in Russia can be challenging and in their businesses 

some of the areas can be in places that are very hard to reach. Moreover, the companies 

commented that sometimes it may take some time to get things to happen in Russia. 

Corruption was also mentioned, and that the Finnish companies need to be extra careful, 

because they cannot participate in that kind of activities. One company also mentioned, that 

the industry in Russia has not started to modernize in the same way as in the West and that 

many of the technical solutions are quite old, which makes the buyers cautious to buy new 

technologies. The biggest challenge however over which three companies voiced their 

concerns, was considered to be the current political situation which includes the trade 

sanctions. The first company mentioned the political situation as a challenge, even though in 

their business is not amongst the industries that are being targeted by the sanctions. However, 

the company continued that there is always a risk, that their industry would also become the 

target of sanctions and therefore cause them trouble. All the interviewed companies were not 

as lucky with the sanctions, because the two other companies who raised their concerns had 

been affected by the sanctions and the political situation. The second company commented, 

that the sanctions is a big problem for them, because at the moment their industry is being 

regulated and they cannot export to Russia some products that they previously were able to 

export. The third company continued, that the sanctions are also a big challenge for them. The 

company is doing a lot of business with big Russian governmentally owned oil and gas 

companies, which have been hit hard by the sanctions.  The big Russian oil and gas 

companies would need the solutions that the Finnish company is offering, and there is a limited 
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amount of companies who can offer such high-end technology, but they cannot buy the 

solutions because of the sanctions.  The company also continues, that the sanctions have 

been also a sort of a mixed blessing, because American companies are considered as 

somewhat hostile in Russia, whereas as Finnish companies have good relationships with 

Russian companies, and many of the Russian companies feel better about themselves when 

buying from a Finnish company instead of an American company. The interviewed companies 

agree, that their best way to tackle the challenges is to have good customer contacts in Russia. 

Moreover, one company highlighted that creating good business relationships can take a 

considerable amount of time to establish.  
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6 DISCUSSION AND CONCLUSIONS 
 

 

“Helsingin Jokerit is a wonderful team, and they have improved and moved forward a 

lot, and they have gained a lot of new opportunities by joining the KHL”  

 

The master’s thesis has extended the research on B2B sponsorship with the case study 

regarding the international B2B sponsorship network of Helsingin Jokerit. The study was 

constructed around understanding how value can be created for Finnish companies with the 

international B2B sponsorship network in the Russian and Chinese markets. Moreover, the 

master’s thesis also helps to understand the challenges and market specific factors of 

sponsorship in Russia and China (Söderman and Dolles 2015).  The master’s thesis has made 

several theoretical contributions by combining the empirical findings with the existing studies 

on the relevant themes of the master’s thesis. Managerial contributions are also provided for 

Helsingin Jokerit in order for them to develop the international B2B sponsorship network 

further. Finally, the chapter describes the limitations of the research and provides future 

research recommendations. The master’s thesis can be interesting for managers and 

specialists working in B2B sports sponsorship and for academics who are studying 

sponsorship. The citations are taken from the interviews with the company representatives.  

 

 

6.1 Theoretical contributions 
 

The networks and relationships is the latest paradigm in sponsorship, which also underlines 

the growing B2B sponsorship opportunities (Ryan and Fahy 2012). Helsingin Jokerit is on the 

frontier in creating B2B sponsorship services in Finland. Therefore, Helsingin Jokerit can 

provide both Finnish and international companies with new and creative B2B sponsorship 

services. The empirical research has revealed, that the Finnish companies have limited 

experience in B2B sponsorship, especially when it comes to experience working in 

international B2B sponsorship networks. The implication for Helsingin Jokerit is that on one 

hand they are in a great position to being unrivalled in sponsorship services in Finland, but on 

the other hand they also face the challenge of uncertainty in creating a successful international 

B2B sponsorship network and selling it to the customers. 

 

The theoretical contributions of the master’s thesis are provided by answering the main 

research question and the sub-research questions. Moreover, the theoretical contributions of 
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the master’s thesis are a synthesis of combining the empirical research findings with the 

relevant studies on the researched topics. The master’s thesis will first answer the main 

research question and then move on to answering the sub-research questions.  

 

6.1.1 Value creation for Finnish companies through 

international B2B sponsorship network  
 

”Helsingin Jokerit have the possibility to create the first international platform, which 

actually makes sense. All the platforms before have been really stiff.” 

 

Companies can create and maintain business relationships through B2B sports sponsorship 

(Meenaghan et al. 2013).  The empirical research revelead that Helsingin Jokerit can create 

value for companies with the international B2B sponsorship network by facilitating the contact 

making between sponsors, providing contacts to Finnish companies in either Russia or China 

and creating and providing the companies a relaxed and formal environment to meet with their 

existing customers. Previous research about what kind of sponsorship services the companies 

are interested in the global context found out, that hospitability is not considered as very 

important (Lee and Ross 2012). The empirical research revealed contradictory results in the 

Finnish companies, because the companies that had experience in B2B sponsorship in the 

international context, commented that providing unforgettable experiences to their customers 

through hospitability is important. Helsingin Jokerit also provide other possibilities for 

companies, such as flying with the team to meet the international contacts, but this was not 

considered as particularly exciting by the companies. The reasoning was, that most of the 

international teams are already established in the Russia or China. Therefore, Helsingin Jokerit 

could modify the service so that the customers of the companies could fly with Jokerit to 

Finland from Russia and China.  

 

The empirical research found out some key points regarding the international B2B sponsorship 

network that are important to take into account in order to provide value for the Finnish 

companies. The empirical research highlights key points regarding the nature of the 

international B2B sponsorship network and also the configuration of the participants in the 

network. The empirical research was able to find out three key points regarding the nature of 

the international B2B sponsorship network, which help in creating value for the companies:  

 

1) The international B2B sponsorship network needs to support the brand attributes of the 

company. Even though the main purpose of the international B2B sponsorship network 
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is not about branding, but rather to help the companies in pursuing international sales, 

the network still needs to provide the companies with positive brand attributes. The 

branding related goals can be achieved through showcasing the functional elements of 

the products or services in a symbolical way (Meenaghan et al. 2013) during the sports 

event or through other sports marketing activities. Moreover, the sponsors are 

expecting strategic branding instead of just media coverage through sponsorship 

(Farrelly, et al 2006). Helsingin Jokerit is the second most well-known sports brand in 

Finland (Kauppalehti 2017b), which underlines the ability of Jokerit to provide the 

companies with desirable brand attributes. The master’s thesis does not go deeper into 

the brand attributes, because that is not the focus of the research.  

 

2) The international B2B sponsorship networks needs to attract a wide variety of top 

managers and other top level decision makers in different international contexts. The 

connections to companies in specific countries can be valuable for the sponsors 

(Cobbs 2011). The KHL at the moment operates in seven different countries at the 

moment, including Finland, Russia and China. However, the league has a heavy focus 

on Russia and it is played in all of the major Russian cities, which in total account to 21 

cities in Russia. However, the league is looking to decreasing the emphasis on Russia 

by decreasing the amount of Russian teams to 15, and increasing the amount of 

international teams from six to nine in the future. The KHL is currently only played in 

one city in China, but in the case of the rise of ice hockey in China, the KHL would be 

in the frontier of winning over the Chinese audience. The potential of ice hockey in 

China is enormous, but at the moment there is a lot of uncertainty how things will 

develop in the future. Therefore, ice hockey sponsorship in China can provide the 

companies with great opportunities, but it also requires long time horizon, risk taking 

ability and being capable of handling uncertainties. This is in line with previous 

research, where it has been found out the overall popularity of the sport has a 

connection to the likelihood of successfully attaining sponsorship deals (Berrett and 

Slack 2001) and also new rising industries provide more opportunities for companies 

(Ozcan and Eisenhardt 2009). The companies that were interviewed, commented that 

the emphasis of the KHL at the moment is in Russia, but some of the companies were 

also expecting for the China to become an important market in the future.  

 

3) The international B2B sponsorship network needs to be able to facilitate the creation 

of new contacts and also support the relationship building between the existing 

customers. Therefore, the sports organization has a great opportunity to work as the 

facilitator in the sponsorship network in order to create new contacts between 
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companies (Cobbs and Hylton 2012) and the companies typically are likely to create 

contacts between each other when participating in a such network (Cobbs 2011). In 

some cases, it is also possible for the sports organization to work as the representative 

of the companies (Nätti et al. 2014). Moreover, the hockey event needs to have enough 

glamour and excitement that the top level decision makers want to participate in the 

sports events. Helsingin Jokerit has the third highest attendance rate in the KHL (Jokerit 

2017b), which highlights that they are able to provide an exciting sports event for the 

participants. However, more information should be gathered in order to know how 

interested the high level decision makers are about participating in the sports events of 

Jokerit especially in China and Russia. Moreover, hospitability can also be used with 

the existing customers of the companies in order to improve synergies or remove 

tensions in the business relationships (O’Hagan and Harvey 2000). The companies are 

interested in providing enjoyable and unforgettable experiences for their customers, 

and they many of the companies also highlighted that hospitability provides them with 

an opportunity to do business in a more relaxed and informal environment.   

 

 

Figure 10. The key characteristics of the international B2B sponsorship network 
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The empirical research also provided information about what the configuration of the 

participants in the international B2B sponsorship network should be in order to provide value 

for the companies. The companies that were interviewed in the empirical research represented 

quite heterogeneous group and when asked what kind of customers they have in the Chinese 

and the Russian markets, the customers of the companies consisted of even more 

heterogeneous group. The companies highlighted, that the companies participating in the 

network activities need to have enough in common in order for the network to be interesting 

and valuable for them. Therefore, in order for the international B2B sponsorship network to 

provide value through proper configuration of the participants, it needs to take into 

consideration two points:  

 

1) The companies participating in the network need to have enough similarities, interests 

and contact points with each other. The companies participating in the network can be 

heterogeneous by the industry or the size of the company to some degree, but there 

should be enough contact points between the companies in order to create more 

interest and value for the companies. It can be also pointed out that the value is not to 

only meet between the sponsors but for the sponsors to meet with the international 

Chinese or Russian companies. However, it still can be useful to focus the limited 

resources in creating expertise in some selected business areas. Organization are 

usually participating in the business networks in order to find complementary resources 

(Jaakkola and Hakanen 2013), which also states that some level of heterogeneity is 

also healthy for the business network.  

 

2) The decision makers participating in the network activities need to have enough 

similarities, interests and contact points with each other. The decision makers in 

different organizational levels have different kind of interests. The top management 

level of decision makers are likely to be interested in different kinds of contacts and 

topics than managers and specialists. The decision makers in the sponsorship network 

can have different hierarchical position (Ryan and Fahy 2012), but the organizational 

level gap between the participants cannot be too wide in order to be interesting for the 

participants. Moreover, the network will also operate more efficiently when there is a 

shared common identity in the network (Dhanaraj and Parkhe 2006).  
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6.1.2 Challenges of Finnish companies in participating in 

international B2B sponsorship network  
 

“It is difficult to say what would be the benefit for us, especially because they cannot 

provide us with anything tangible.” 

 

The empirical research found out, that the Finnish companies have several kinds of challenges 

and uncertainties regarding the international B2B sponsorship network of Helsingin Jokerit. 

The sports organization often has to work with limited information in their selling process (Yu 

and Cai 2007), therefore it is important for Helsingin Jokerit to understand what kind of 

challenges the companies are facing in order for them to be better prepared in meeting the 

demands of their customers. Moreover, the starting phase of a new business relationship can 

be confusing for both parties because of lack of mutual understanding (Aarikka-Stenroos and 

Jaakola 2012), so the added information about the challenges can help in the process of 

acquiring new B2B sponsorship deals.  

 

The sponsorship target is often chosen on the basis of being a fan of the sports club (Thjomoe 

et al. 2002). The empirical research findings were in line with the previous research in that the 

opinion towards the sport, the league and the hockey club seemed to have a lot of influence 

when considering the sponsorship. Moreover, such approach to sponsorship underlines the 

lack of analytical approach to sponsorship. Helsingin Jokerit were well-known by the 

interviewees and they were also perceived mostly positively. The companies commented that 

Jokerit bring up positive feelings and they appreciate the boldness of Jokerit, because they are 

the only Western European hockey team to participate in the KHL. However, the companies 

also commented that they are unsure about the business opportunities that Helsingin Jokerit 

could provide for the companies because of lack of information. The companies also 

highlighted, that they are lacking the information about what kind of networks and connections 

Helsingin Jokerit have in Russia and China. Marketing capabilities of the sports organization 

are important in order to spread the information and be successful in sales (Vorhies et al. 

2009). The ice hockey league KHL was mostly well-known by the companies, but it also raised 

several questions and uncertainties in the companies. One company especially questioned 

KHL and the potential political connections in the series and in the sponsorship, and that the 

political connections are very burdensome when they are considering the possibility of 

participating in sponsorship. However, some companies emphasized that political connections 

can also be useful when doing business in the international context. The companies also 
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underlined, that they are lacking information about KHL and about the opportunities that KHL 

could provide for them.  

   

The empirical research has discovered that the level of expertise in sports sponsorship varies 

a lot in Finland. There are some companies, who have extensive previous experience in sports 

sponsorship, who also have participated in several sponsorship endeavors and worked with 

the most famous international of Finnish sportsmen in the international context. Moreover, they 

realize that sponsorship needs to have strategic element and it needs to be linked to the 

strategy of the company (Fahy et al. 2004). They understand to invest time, money and effort 

in the sponsorship relationship (Ryan and Fahy 2003), they have long timeframe for the 

sponsorship investment to pay off (Farrelly et al. 2006), they set targets for the sponsorship 

and measure the return-on-investment of sponsorship. However, the amount of these kind of 

very experienced companies is limited in Finland. Moreover, it is more normal that the level of 

expertise in sports sponsorship is limited. The companies typically have done some projects 

which have been monetarily not very significant, or the sponsorship is considered more as 

charity rather than marketing or sales activities with measurable goals. The experienced 

companies have a great opportunity to leverage their sponsorship experience and be on the 

frontline of B2B sponsorship, whereas the inexperienced companies should be brought in to 

sponsorship with systematic and easy steps. The lack of experience in sports sponsorship is 

a challenge for both the companies and Jokerit, because the companies require more 

assistance when they lack the previous experience. The lack of experience increases the 

information asymmetry between the sports organization and the company, which makes it 

difficult for the sports organization to communicate the value propositions and for the company 

to understand the value potential (Aarikka-Stenroos and Jaakola 2012). The companies can 

therefore have challenges understanding what can be expected from sponsorship and how 

the B2B connections can be created through international B2B sponsorship network. 

Moreover, the sports organization might have to educate the companies more about the 

service (Payne et. al 2008), which requires resources and effort from Helsingin Jokerit.  

 

The companies are always looking for the optimal value, which balances the resources that 

are sacrificed and the resources that are obtained (Aarikka-Stenroos and Jaakola 2012). The 

companies are not comparing the sponsorship service of Helsingin Jokerit to not only to other 

sponsorship services, but also to other B2B sales solutions, activities and services in the 

market. Therefore, Helsingin Jokerit need to be able to showcase the benefits of the 

sponsorship and provide successful references to win the customers over. The sponsorship 

literature has found out that often the sports organizations have difficulties identifying and 

utilizing the intangible benefits of sponsorship when they are communicating about the 
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sponsorship to companies (Cousens et al. 2006). However, the international B2B sponsorship 

network can provide companies with increased international sales and contacts, which Jokerit 

should also measure and use as a reference. Moreover, the sports organizations are often 

considered as secretive (Chadwick and Thwaites 2005). The companies in the empirical 

research had sometimes problems seeing the sports organization as a professional 

organization and also they had difficulties in seeing the connection between the business that 

they are in and ice hockey. The international B2B sponsorship network therefore felt distant 

for some of the companies and they had challenges in seeing the value that can be created. 

Helsingin Jokerit should therefore focus on providing the companies with more information 

about their sponsorship activities and the possibilities that the KHL provides.  

 

The sports organization needs to figure out the decision making processes of the customer 

(Payne et al. 2008). The empirical research studied the decision making processes of the big 

and medium sized Finnish companies regarding sponsorship in China and Russia. The 

challenge of providing international sponsorship services is that the decision making of the 

companies is divided between the head office and the local country organization or local sales 

networks. The head office often times has the final decision making power on important 

sponsorship decision or they at least have control over what kind of sponsorship are 

acceptable. However, the empirical research also revealed, that the local organizations in 

China and Russia also have a lot of influence in the decision making. The head office is often 

lacking the information about what kind of customers they are serving in China and Russia and 

what kind of contacts the local organization would be interested in gaining from the 

international B2B sponsorship network. Therefore, Helsingin Jokerit should be able to gather 

the information about what kind of customer contacts are interesting for the local organization 

and at the same time conduct negotiations with the head office of the companies.  

 

Finally, there is a challenge related to ice hockey in China. The overall popularity of the sport 

has a lot of influence when the companies are estimating the potential of the sponsorship 

(Berrett and Slack 2001) and with limited interest to the sport it can be difficult to achieve global 

marketing objectives for the company (Lee and Ross 2012). At the moment, ice hockey is still 

just developing in China. There is only one ice hockey club in China, the Kunlun Red Star, and 

overall the sport is not very popular at the moment. However, there is a huge upside to China, 

because if the sport starts taking off with power, the Chinese market provides a huge amount 

of people who can be interested of the sport. Therefore, investing in sports sponsorship in 

China takes some risk-taking ability and co-operating with uncertainty from the companies, but 

at the same time it can provide a huge opportunity for the companies to get connections in an 

environment which is not yet that utilized and saturated by competition. The decision makers 
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also need more information about the interest of KHL in Russia, but they expect that ice hockey 

is quite popular in Russia. Although, the importation and references are important because no 

one of the interviewees were able to be certain how effective KHL would be as a marketing 

channel in Russia.  

 

6.1.3 The importance of the networks and the connections in 

the international B2B sponsorship network 
 

“But still of course, we are always open for new leads and new business opportunities.” 

 

The purpose of the sponsorship is to help the customer to make money (Christensen et al. 

2007). In the end of the day, companies are interested about how they can increase their 

business and to better serve their current and future customers. The empirical research 

supports the idea, because even the companies that were skeptical towards the international 

B2B sponsorship network commented, that they are of course interested in participating to 

activities if their customers are also participating. Therefore, if the customers of the sponsor 

companies are watching ice hockey or like to attend ice hockey games, then the companies 

will also be interested in participating the activities. The sponsoring company can benefit from 

the increased social connections to other companies by gaining access to valuable information 

(Chiu 2009). The connections and access to current and future customers is considered 

valuable to the companies. Helsingin Jokerit should acquire information, about what kind of 

companies are participating in ice hockey as sponsors, how interested the decision makers of 

big Russian and Chinese companies are in ice hockey and if the current customers of the 

sponsors are interested in ice hockey.  

 

Moreover, the empirical research uncovered that working with sports organizations is easier 

than with individual sportsmen, because sports organizations have established organization 

and people who can facilitate different kind of activities. For example, the calendar when the 

team is playing and where is known well in advance. The head couch has contact and influence 

to all the players. The office of the sports organization has contact and influence to sponsors 

and contacts of the sports team. Moreover, the office can also help in different kind of 

marketing and sales activities and help in the planning of sponsorship activities. The sports 

organization can also work as the representative of the sponsors company (Nätti et al. 2014) 

and promote their business in China or Russia.  
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6.1.4 International B2B sponsorship network and the market 

specific challenges of the emerging markets 
 

“The competition is very bloody in that sense, because actually we have 800-1000 

competitors in China, which is awfully lot – an absurd amount.” 

 

The emerging markets of China and Russia have a lot of growth and business potential for 

international companies (Sheth 2011). Helsingin Jokerit are therefore in a good position by 

providing companies access to these emerging markets. The empirical data revealed, that the 

Chinese and the Russian markets are considered as major or most important markets in 

several of the companies that were interviewed. The empirical research discovered two market 

specific challenges in the emerging markets of Russia and China, where Helsingin Jokerit can 

be of assistance for the Finnish companies: 

 

1) The international B2B sponsorship network can help companies survive the 

competition in the emerging markets. The empirical research revealed, that the 

competition in the emerging markets is fierce. Especially in the Chinese market there 

are a lot of both domestic and international competitors. Moreover, many of industries 

in China are very fragmented. The companies are also facing a lot of competition in 

Russia, but many of the companies were feeling confident in their market position in 

Russia, because they had already been operating in the Russian market for relatively 

long time. Helsingin Jokerit can assist the Finnish companies by providing new contacts 

and thus help in increasing the international sales of the companies. Moreover, 

Recommendations and interconnectedness are important in the Russian B2B market 

and also they have a lot of influence in the B2B buying behavior (Tsybina and Rebiazina 

2013). The level of trust is low in the Russian business relationships (Jansson et al. 

2007), therefore Helsingin Jokerit have a valuable opportunity to help in mediating in 

the business relationships between the sponsors and the Russia companies. The 

companies need to take the special Chinese Guanxi networking practice into account 

when doing business in China (Chung 2011) and there can be specialists who work as 

quanxi brokers by creating business relationships in China (Liu et al. 2014). Helsingin 

Jokerit can take a role of quanxi broker in the Chinese market, and thus help the 

companies face the fierce competition. 

 

2) The international B2B sponsorship network can help companies in solving cultural 

related problems. The companies mentioned that the differences in culture in the 
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emerging markets can provide the companies with challenges. People from different 

cultural backgrounds have mentally different approaches to communication and 

interaction (Vallaster and de Chernatony 2005). Moreover, companies can run into 

problems in China and they can mediate the challenges with good cultural 

understanding (Meng-Lewis et al. 2013). The companies commented, that creating a 

common cultural understanding in the emerging markets takes a lot of time and effort. 

Helsingin Jokerit can help the Finnish companies by providing assistance and support 

regarding the cultural challenges and especially when facilitating meetings between the 

international customers and the sponsors. 

 

The empirical research also discovered some other challenges in the emerging markets of 

China and Russia such as challenging local laws and rules, bad infrastructure and long 

shipping distances. Political challenges were highlighted in Russia and those were considered 

to be a major challenge for many companies. However, the international B2B sponsorship 

network can assist in solving these challenges, but in general it should be considered that 

these challenges are out of the main expertise of the network. Therefore, the primary purpose 

of the network should not be to try to solve these problems.  

 

6.2 Managerial contributions 
 

“Sponsorship should lead to a win-win-scenario, where 1+1 equals 3” (Company 

representative).  

 

Helsingin Jokerit have a great opportunity to be on the forefront of B2B sponsorship and 

showing the direction of sponsorship in Finland. However, Helsingin Jokerit are undertaking 

the task of creating an international B2B sponsorship network in Finland, which is a completely 

new concept in Finland and thus the companies have only limited experience of that type of 

sponsorship. Therefore, many of the big and medium sized Finnish companies have 

uncertainties and challenges, that Helsingin Jokerit need to be able to overcome in order to be 

successful and win over customers. The Finnish companies have already established 

operations in China and Russia, but they are still facing fierce competition in these markets, 

where Jokerit can provide assistance to win against the competition.  The purpose of this sub-

chapter is to provide Helsingin Jokerit with managerial contributions that can help Jokerit to be 

successful in continuing expanding the international B2B sponsorship network. The 

managerial contributions can be of interest to managers and specialists working in the sphere 

of sports sponsorship. The main managerial contributions of the master’s thesis are related to 
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what needs to be taken into consideration in the international B2B sponsorship network in 

order to provide superior value for the companies, providing information about what are the 

main challenges of the companies regarding the international B2B sponsorship network and 

what kind of information Helsingin Jokerit should collect to tackle the challenges.  

 

The international B2B sponsorship network should provide the companies with suitable brand 

attributes in order for the companies to be able to create a connection between their business 

and ice hockey sponsorship. The international B2B sponsorship network should also attract a 

wide international audience in order to be interesting for global Finnish companies. KHL is 

already played in several countries and the league is expanding to new locations all the times. 

China has a huge role in growing the international importance of the KHL. However, at the 

moment the interest towards ice hockey is still quite small in China, and therefore Jokerit need 

to be able to communicate the possibilities of Chinese ice hockey and the possibilities of 

sponsorship in China appropriately. Finally, the international B2B sponsorship network needs 

to have the ability to create international contacts between the Finnish companies and the 

Chinese and Russian companies. Helsingin Jokerit should get references from the first 

customers and measure the increased sales through the network in order to showcase the 

ability of the network to increase international sales. The international B2B sponsorship 

network should focus on certain business areas in order to have enough contact points and 

promote synergies between companies. The companies should therefore represent similar 

industries. Furthermore, when the companies represent similar industries, the secondary 

contacts and networks that they bring with them would provide more value to the network. This 

would also help Helsingin Jokerit to focus the limited resources and also in the long run it will 

be easier to sell to companies representing some specific industries, when there are already 

established references in the area of the industry. Finally, Helsingin Jokerit should consider 

what level of decision makers they want to have participating in the network. In case Helsingin 

Jokerit are interested in having the top management participate in the network activities, they 

should therefore also focus on bringing the top management of the Chinese and Russian 

companies to the network.  

 

The Finnish companies have several uncertainties and challenges for participating in the 

international B2B sponsorship network of Helsingin Jokerit. There are few experiences Finnish 

companies with sponsorship experience, but overall the companies have limited previous 

experience in sponsorship. Most likely, Jokerit will have to use more time and effort when 

working with companies that have no previous experience. Helsingin Jokerit was also not 

considered as professional enough or that they could be able to bring enough value to the 

table for the big companies. Especially, it was considered, that Jokerit would not be able to get 
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in reach with such contacts, that the companies could not manage themselves. The decision 

making of the Finnish companies regarding sponsorship in Russia and China also needs to be 

considered. The decision making is often times done in the head office of the companies, but 

the local country and sales organizations seem to have considerable influence on the decision 

making process. Helsingin Jokerit should balance the influencing efforts of the head office and 

the local country organizations. Most importantly, the companies had uncertainties about if 

their customers or prospective customers in China and Russia would be interested in ice 

hockey. The companies are extremely interested to be working in such environments, where 

they have the possibility to influence their existing and future customers.  

 

The Finnish big and medium sized companies are expecting more information in order to be 

able to make decisions about sponsorship and to consider Helsingin Jokerit as a professional 

organization regarding international sales in China and Russia. The most important information 

that Helsingin Jokerit should collect is about the contacts and networks that can be reached 

through the international B2B sponsorship network. In the end of the day, companies are 

interested to know where their prospective and current customers are. Moreover, information 

regarding what kind of companies are participating as ice hockey sponsors and how interested 

the top managers in the Russian and Chinese companies are about ice hockey would be 

valuable for Jokerit. In case there is some specific big Finnish company that is considering 

becoming a sponsor, Jokerit should figure out what kind of current and prospective customers 

the company has in the Chinese and Russian markets. They should also provide information 

about themselves and about the KHL, and especially what kind of opportunities can be reached 

through sponsorship.  

 

6.3 Research limitations 
 

There are limitations to the findings of the master’s thesis that should be taken into account. 

The empirical research data was collected from Finnish large and medium sized companies, 

so therefore the market specific factors need to be taken into account when making 

generalizations to other country contexts. There is a lack of Finnish companies which are 

actually doing B2B sponsorship in China and Russia. Therefore, the most remarkable limitation 

of the research is that the study was not able to study specific experiences of Finnish 

companies in the emerging markets of Russia and China, but instead the research had to 

focus on the ambitions and opinions of the companies. Moreover, the international B2B 

sponsorship network that was the focus of the research is a rather new concept in Finland so 

it was challenging to find companies which would have had experience on the topic, although 
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the research found a few companies that had already previous experience. The master’s thesis 

studied B2B sponsorship, but two of the interviewed companies had a heavy B2C business 

focus. Therefore, their answers had to be filtered carefully, so that the study would not lose the 

focus. The interviews were also conducted with companies who had their decision making 

regarding sponsorship in Finland, and the companies which had their decision making in either 

China or Russia declined the interview proposal. The study might therefore have some 

distortion to companies which have their decision making in Finland in the expense of 

companies who would have decision making located in either Russia or China. Moreover, the 

interviewees were working mostly in different positions in the sphere of marketing and only 

one of the interviewees had a strong sales background. The one interviewee who was working 

in sales provided answers that were in line with the other interviewees, but in general the 

managers and specialists working in sales could have had different kind of opinions toward 

the international B2B sponsorship network. Finally, the sample size of the master’s thesis was 

eight companies, which can be considered small, and therefore putting some limitations on the 

generalizability of the study.  

 

6.4 Future research recommendations 
 

The master’s thesis has provided new information to the research area of B2B sports 

sponsorship, especially regarding the how value can be created in international B2B 

sponsorship network. The research area of B2B sports sponsorship is still developing and 

there should be more studies conducted in this research sphere, even though the research 

possibilities have been existing for quite some time. Crowley (1991) already over 26 years ago 

found the business cluster in sponsorship which are interested in B2B contacts. Moreover, 

Olkkonen (2001) heavily criticized the research on B2B sponsorship over 16 years ago to being 

too narrow and lacking deeper theoretical frameworks. The criticism of Olkkonen still stand 

today, therefore in the research area of B2B sponsorship there is room to make seminal 

theoretical research findings and frameworks.   

 

Finally, the master’s thesis also provides some future research recommendations. The 

qualitative research could be conducted again, but by collecting the empirical data from 

interviewees who have stronger sales background and would be able to provide answers from 

the sales perspective. The master’s thesis expanded the understanding about what kind of 

demands and interests the Finnish companies have for international B2B sponsorship network, 

but the qualities of successful international B2B sponsorship networks could be studied further. 
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Moreover, how the connections are created in the international B2B sponsorship network could 

be studied further and especially how the sports organization can facilitate the process the 

most effectively. Ryan and Fahy (2012) have also highlighted the need of increasing 

understanding of connections in the sponsorship network. The master’s thesis was conducted 

as a qualitative case study. The research on sponsorship is focused on qualitative studies, so 

other types of research should also be utilized in the research of sports management (Hoeber 

and Shaw 2017).  
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Appendix 1: Invitation letter for an interview 

 

 
Terve, 
 
Teen yhteistyössä KHL-joukkue Helsingin Jokereiden kanssa Pro Gradua B2B 
urheilumarkkinoinnista Venäjällä ja Kiinassa. Tällä hetkellä graduni kulkee otsikolla “Helping 
Customers Win: Creating Customer Understanding in an International Sponsorship Network”. 
Graduni tutkii urheilumarkkinoinnin tulevaisuuden keihäänkärkeä, eli kuinka yritykset hyötyvät 
ja saavat arvoa urheilujoukkueen verkostoista ja kontakteista. Tämän lisäksi graduni pyrkii 
vastaamaan kysymykseen, kuinka urheilumarkkinoinnin avulla voi edistää liiketoimintaa 
Venäjällä ja Kiinassa.  
 
Tutkimusosiossani tulen haastattelemaan suomalaisia isoja ja keskikokoisia yrityksiä, jotka 
toimivat tai ovat kiinnostuneita toimimaan Venäjällä ja/tai Kiinassa.  
  
Olisin erittäin kiitollinen jos saisin yrityksenne näkemyksen mukaan tutkimukseeni. Haastattelu 
tulee kestämään noin tunnin, ja se voidaan toteuttaa joko Helsingissä, Lappeenrannassa tai 
skypen välityksellä. Haastatteluissa saadut tulokset tullaan esittämään yleisinä ilmiöinä. 
Lisäksi, tutkimuksen tärkeimmistä lopputuloksista on mahdollista saada kooste kun Pro Gradu 
on valmistunut.  
 
Haastattelut on tarkoitus toteuttaa viikkojen 23-26 välillä. Käykö teille haastattelu jonain 
päivänä ensi viikolla? 
 
Opiskelen Lappeenrannan teknillisessä yliopistossa kansainvälistä markkinointia. Olen 
opiskellut Venäjän kaupan sivuaineen ja ollut vuoden Moskovassa vaihto-opiskelemassa. Pro 
Graduni on tarkoitus valmistua kesän lopussa, ja itse valmistun syksyllä.  
 
Pyydän teitä ohjaamaan tämän sähköpostin eteenpäin mikäli koette, että yrityksessänne on 
henkilö joka sopii mielestänne paremmin haastateltavaksi. Sopiva haastateltava vastaa 
markkinoinnista, myynnistä tai urheilusponsoroinnista. 
 
Tässä vielä lisätietoa lyhyesti Pro Gradusta: 
 
Aihe: B2B-urheilumarkkinointi Venäjällä 
Otsikko: "Helping Customers Win: Creating Customer Understanding in an International 
Sponsorship Network" 
Yhteistyö: Teen Pro Gradua yhteistyössä KHL-joukkue Helsingin Jokereiden kanssa 
Yliopisto: Lappeenranta University of Technology  
Haastattelun pituus: 30min-60min teidän aikataulujen mukaan 
Muuta huomioitavaa: Aiempi kokemus sponsoroinnista ei ole oleellista. Tärkeintä on tuoda 
esiin minkälaisia näkemyksiä ja ajatuksia sponsorointi herättää, minkälaiset verkostot ovat 
tärkeitä teidän liiketoiminnassa, ja minkälaisia haasteita ja mahdollisuuksia liittyy 
liiketoimintaan Venäjällä. 
 
Ystävällisin terveisin, 
 
Markus Laukkanen 
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APPENDIX 2: Semi-structured interview questions 

 

 
Main Research Question: Helping Customers Win: Creating Customer Understanding in an 
International Sponsorship Network 
 
 
Taustatietoa haastateltavasta: 
 

• Nimi ja ikä? 
• Asema yrityksessä? 
• Kuinka pitkään olette työskennelleet yrityksessä? 
• Onko teillä henkilökohtaista kokemusta kansainvälisestä liiketoiminnasta?  

 
Taustatietoa yrityksestä:  
 

• Yrityksen nimi 
• Lyhyt yleiskuvaus yrityksestä? (Liiketoiminnan yleiskuvaus? Minkälainen asema 

markkinoilla? Yrityksen koko ja ikä?) 
• Onko yrityksellä aiempaa kansainvälistä liiketoimintaa? Jos on niin missä maissa?  
• Onko yrityksellä aikomus nyt tai tulevaisuudessa harjoittaa kansainvälistä  

liiketoimintaa joko Venäjälle tai Kiinaan?  
• Onko ollut aiempaa sponsorointi-yhteistyötä urheilujoukkueiden kanssa? Jos on niin 

millaista?  
• Millä tavalla kansainvälinen päätöksenteko on järjestetty yrityksessänne?  
• Onko päätöksenteko kansainvälisestä sponsoroinnista järjestetty keskitetysti 

Suomesta, vai hajautettu kohdemaihin?  
• Minkälaiseksi miellätte sponsorointiyhteistyön? 
• Mitä haluaisitte saavuttaa mahdolliselta sponsorointi-yhteistyöltä?  
• Onko yrityksellä strategisesti merkittäviä kumppaneita? Erityisesti 

kansainvälistymiseen liittyen? 
 
_ _ _ _ _ _ _ 
 
[Jokerit International Partner Program esittely]  

Sub RQ2: What is the value that the sports organization creates in the international network 
program? 
 

• Mikä herättää JIPP-ohjelmassa kiinnostusta? 
• Mikä ei herätä JIPP-ohjelmassa kiinnostusta? 
• Mitä mahdollisuuksia JIPP tarjoaa yrityksellenne?  
• Mitä ongelmia JIPP ratkaisee yrityksessänne?  
• Mitä hyötyjä tavoittelette tai voisitte tavoitella JIPP:stä? 
• Minkälaisia riskejä JIPP-ohjelmaan osallistumiseen liittyy? 
• Onko yrityksellenne tärkeää, että palvelu räätälöidään teille sopivaksi? 
• Minkälaisia ajatuksia JIPP:n hinta herättää? 

 
 
 

Sub RQ1: What kind of challenges does the potential customer companies have for 
participating in the international network program? 
 
Sponsorship related challenges? 
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• Koetteko yhteistyön urheilujoukkueen kanssa luontevana/haastavana?  
• Koetteko yhteistyön Jokereiden kanssa luontevana/haastavana? 
• Minkälaisia ajatuksia urheilusarja KHL teissä herättää? Koetteko sen enemmän 

mahdollisuutena vai uhkana?  
• Minkälaisena mahdollisuutena pidätte Jokereiden kanssa matkustamisen KHL-

kohteisiin ja yhteistyökumppaneiden tapaamisen KHL-kohteissa?  
• Kiinnostaako yrityksenne logon saaminen Jokereiden nettisivuille? 
• Kiinnostaako yrityksenne logon saaminen Jokereiden pelipaitoihin?  
• Kiinnostaako aitio Jokereiden peleissä? Esim. hospitality? 
• Pidättekö sponsoroinnin näkyvää julkistamista Jokereiden mediakanavissa tärkeänä? 

Missä tarkalleen? Lukuja? 
 

• Mitkä tavoitteet olisivat teille tärkeitä sponsorointi-yhteistyössä Jokereiden kanssa? 
o Kansainvälisten myyntiliidien saaminen? 
o Myynnin kasvattaminen? 
o Kansainvälinen medianäkyvyys? 
o Markkinointi?  
o Brändääminen? 

• Minkälaisella aikajänteellä voisitte kuvitella lähtevänne mukaan? Kuinka kauan olette 
valmiita odottamaan yhteistyöstä saatavia tuloksia?  

• Olisitteko valmis panostamaan yhteistyöhön? 

Network as a Service related challenges?  
• Onko yrityksellänne merkittäviä kumppanuuksia? 
• Minkälaisia nykyiset tai aiemmat kumppanuudet ovat luonteeltaan? 
• Koetteko haastavana asetelmana, jos yrityksenne ulkopuolinen organisaatio (Jokerit) 

tuottaa yrityksellenne liidejä? Edistää kansainvälistä markkinointianne? 
• Onko teille selvää, mitä ostatte ja mitä saatte, jos lähdette mukaan JIPP-verkostoon? 

Onko JIPP-verkosto teille selkeä ja ymmärrettävä konsepti? 
• Onko teillä selkeä käsitys, kuinka toimia JIPP-verkostossa?  
• Osaisitteko hyödyntää JIPP-verkostoa liiketoiminnassanne?  
• Osaisitteko hyödyntää JIPP-verkostoa kansainvälistymisessä?  
• Minkälaisia ajatuksia Jokereiden verkosto ja kontaktit teissä herättävät? Löytyykö 

Jokereiden verkostosta ja kontakteista sellaisia tahoja, jotka kiinnostavat teitä? [Jälleen 
pitäisi tarkemmin olla ylhäällä että mitä?] 

• Minkälaisia kansainvälisiä kontakteja haluaisitte saavuttaa Jokereiden verkoston 
kautta? 

• Koetteko tapaamiset muiden JIPP-jäsenten kanssa merkittävänä? Onko yrityksellenne 
tärkeä päästä verkostoitumaan muihin suomalaisiin yrityksiin, jotka ovat myös 
kansainvälistymässä?  

 

Sub RQ3: What kind of challenges need to be taken into account when entering international 
sponsorsorship network?  

Internationalization related challenges? 
 

• Onko yrityksellänne kansainvälistä liiketoimintaa?  
• Onko yrityksenne kiinnostunut kansainvälistymisestä? 
• Onko yrityksenne kiinnostunut kansainvälistymään Venäjälle tai Kiinaan? 
• Minkälaisiin toimenpiteisiin yrityksenne on ryhtynyt kansainvälistymisen edistämiseksi?  
• Tarvitseeko yrityksenne kumppaneita kansainvälistymisessä? Voiko kumppaneista olla 

hyötyä kansainvälistymisessä? 
• Onko yrityksellänne tarvittavat resurssit kansainvälistymiseen? 
• Onko yrityksellänne tarvittava osaaminen kansainvälistymiseen?  
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• Onko urheilujoukkue Jokerit teille uskottava kumppani kansainvälistymiseen? 
• Jokerit on ainoa länsimaalainen urheilujoukkue, joka pystyy saavuttamaan kaikki 

merkittävät venäläiset kaupungit ja Kiinan Pekingin. Koetteko, että tämä voi hyödyttää 
yritystänne? Onko teille tämä merkittävä asia? 

• Koetteko kansainvälistymisen KHL:n kautta mahdollisena yrityksellenne? [1,6 miljardia 
asukasta KHL-markkinoilla, 29 joukkuetta, 26 kaupunkia, 8 maata]  

 
China related challenges? 

• Jokereilla on yksinoikeus KHL-joukkue Kunlun Red Starsin kanssa kehittää kiinalaista 
jääkiekkoa. Näettekö tässä myös mahdollisuuksia teidän yrityksellenne?  

• Mitä ajatuksia Kiinan markkinat herättää teissä?  
• Koetteko että yrityksellänne on riittävästi Kiina-osaamista? 
• Onko Kiinassa poliittisia haasteita, jotka koette haastavaksi yrityksellenne? 

o Lainsäädäntö? 
o Byrokratia? 
o Poliittinen tilanne? 

• Onko Kiinassa laillisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Tuotteiden tai palveluiden kopiointi? 

• Onko Kiinassa kulttuurisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Erilainen työkulttuuri? 

• Onko Kiinassa taloudellisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Kilpailu? 

• Onko Kiinassa teknologisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Kehittymätön infrastruktuuri? 

 
Russia related challenges?  

• Minkälaisia ajatuksia Venäjän markkinat herättävää teissä? 
• Koetteko että yrityksellänne on riittävästi Venäjä-osaamista? 
• Onko Venäjällä poliittisia haasteita, jotka koette haastavaksi yrityksellenne? 

o Lainsäädäntö? 
o Byrokratia? 
o Poliittinen tilanne?  
o Talouspakotteet? 

• Onko Venäjällä laillisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Protektionismi? 

• Onko Venäjällä kulttuurisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Erilainen kulttuuri? 

• Onko Venäjällä taloudellisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Kilpailu? 

• Onko Venäjällä teknologisia haasteita, jotka koette haastavaksi yrityksellenne? 
o Kehittymätön infrastruktuuri? 

 

 

 

 

 


