
 

 

 

 

 

 

 

 

 

 

 

INCREASING BRAND AWARENESS OF A NEW SPORT: CASE DISCMANIA 

 

 

 

 

Lappeenranta–Lahti University of Technology LUT 

Master’s programme in International Marketing, Master’s Thesis 

2022  

Atte Räihä 

Examiner(s): D.Sc. Olli Kuivalainen 

                      D.Sc. Heini Vanninen  



 

 

ABSTRACT 

Lappeenranta–Lahti University of Technology LUT 

School of Business and Management  

Degree programme in International Marketing Management 

 

Atte Räihä 

 

INCREASING BRAND AWARENESS OF A NEW SPORT: CASE DISCMANIA 

 

Master’s thesis 

2022 

92 pages, 10 figures, 5 tables and 1 appendix 

Examiner(s): D.Sc Olli Kuivalainen 

 D.Sc Heini Vanninen 

 

Keywords: disc golf, brand awareness, market penetration, internationalization 

 

This thesis was conducted in order to find valuable information on how can SMEs gain a 

higher level of brand awareness. In the modern era, companies aim to have a strong brand, 

in order to survive against the competition. This thesis looks at how can SMEs improve and 

increase their brand awareness in new markets, such as central Europe. The research found 

that social media is an effective tool in gaining brand awareness, and SMEs should aim to 

gain a larger level of engagement with their customers. A good presence on social media 

and customer engagement leads into positive word of mouth, strengthening the brand even 

further. Based on the research, professional as well as recreational disc golfers enjoy similar 

aspects in disc golf – variety in holes , different shot shapes, and aesthetics of the course  are 

things that all players tend to enjoy. Using this information on players’ preferences, as well 

as the theoretical background on increasing brand awareness, should result in better 

marketing efforts and the overall growth of both the sport, and the company. 
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Tämä pro gradu- tutkielma tehtiin, jotta voitiin löytää arvokasta tietoa siitä, miten pienet ja 

keskisuuret yritykset parantavat brändinsä tunnettuutta. Nykyajan yritykset tähtäävät 

vahvaan brändiin, selviytyäkseen paremmin yhä kilpailluimmilla markkinoilla. Tämä pro 

gradu-tutkielma tutkii sitä, miten pk-yritykset voivat parantaa brändin tunnettuutta uusilla 

markkinoilla, kuten Keski-Euroopassa. Tutkimuksessa havaittiin, että sosiaalinen media on 

tehokas työkalu bränditunnettuuden parantamiseen, ja pk-yritysten pitäisi tähdätä 

parempaan vuorovaikutukseen asiakkaidensa kanssa. Ryhdikäs olemus sosiaalisessa 

mediassa ja vuorovaikutus asiakkaiden kanssa johtaa positiiviseen vertaisviestintään ja 

sanan kiiriessä brändi vahvistuu entisestään. Empiirisen tutkimuksen perusteella, sekä 

ammattilaispelaajat, että amatöörit nauttivat samankaltaisista asioista lajin ympärillä – 

vaihtelevista väylistä, erilaisista heittomuodoista, sekä esteettisesti miellyttävistä radoista. 

Tätä tietoa, sekä teoriatietoa brändin tietoisuuden kasvattamisesta käyttämällä, yritys pystyy 

suuntaamaan markkinointitoimiaan oikeisiin asioihin, jolloin sekä brändi että laji kasvavat 

yhtaikaisesti. 
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1. Introduction 

In 2020, social media was used for an average of 145 minutes per day globally. (Statista, 

2021) This means we dedicate over two hours each day at browsing through various social 

media channels. Users want to watch shorter videos, that are high quality, easily accessible 

and tell a story, and channels such as TikTok are thriving. Meanwhile people are using more 

and more social media, companies try to find solutions on how to utilize it in doing better 

business. Companies are literally competing of our attention. 

As of now, we have information that social media is a helpful tool in gaining awareness and 

it can be efficient in marketing. Companies and marketers should put more emphasis towards 

increasing brand awareness, with the use of social media platforms. Based on literature, the 

emphasis should be in creating valuable content in channels like Facebook, Twitter, and 

Instagram. A company with a good brand image gains a better position in the market and 

can sustain competitive advantage, as well as enlarge its market share. Younger people rely 

heavily on knowledge when it comes down to purchasing products. 

This thesis is about finding out how can SMEs increase their brand awareness in new 

markets, utilizing social media tools. In this context of the thesis,  it is about Discmania, a 

Tampere-based disc golf company increasing their brand awareness in central Europe. This 

study is conducted in order to grow disc golf in new markets, sell more disc golf parks as 

well as discs during the process. The overall goal is to make the brand and the sport grow 

side-by-side. 

However there is not that much information on which platforms are the most effective, and 

how can social media be utilized when trying to go forward. There is no broad prior research 

specifically in sports related markets, on which social media channels provide the most 

value, and why. Some sports are extremely active on social media, and others may not have 

a clear presence at all. Especially in terms of entering new markets in sports, it is not well 

known, on what are the most effective methods when entering them, and this presents a clear 

research gap on the study. 
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1.1. Background 

The background of this study is to find relevant information on how can companies increase 

their brand awareness, specifically when entering new markets and using social media. It is 

well known that social media is here to stay, and can be extremely helpful for companies 

when trying to expand (Hutter, 2013). This will be looked at thoroughly in this thesis. 

1.2. Research problems, Objectives and Limitation 

This Master’s thesis is divided into the main research question and two sub-questions. These 

questions and the theoretical framework create a frame and structure for the study. 

The main research problem of this study is following: 

 

Figure 1 - Research questions 

Q1: How can brand awareness be increased in new markets? 

And the sub problems are as follows: 

Q2: How do SMEs increase brand awareness in new markets? 

Q3: How do SMEs use social media to increase brand awareness? 

The objective of the study is to find information on market entry that other sports, such as 

padel when looking at scaling up the operations and helping them grow in central Europe – 

if the study suggests that it is a good and potential market. The aim of the thesis is to provide 

Q1: How can 
brand awareness 
be increased in 
new markets?

Q2: How do SMEs 
increase brand 

awareness in new 
markets?

Q3: How do SMEs 
use social media 
to increase brand 

awareness?
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value, that the company can utilize when going forward. It is not just selling more discs, but 

more of growing the sport in a new area. Increasing the brand awareness raises also the level 

of awareness of the sport, and thus makes the sport grow organically.  

There are limitations in this study, gaining brand awareness will be looked at mostly from 

the perspective of utilizing social media and previous literature. Some general aspects of 

internationalization and entry strategies will be looked into as well, but the sole focus will 

be on brand awareness, and how to increase it in different SMEs. 

1.3. Literature review 

The term ‘brand awareness’ can be defined as a “personal meaning about a brand stored in 

consumer memory, that is, all descriptive and evaluative brand relative information.” This 

basically means that how easily the brand will come to mind of the consumer. (Keller, 2003) 

In previous research by Sasmita & Suki (2015), and Tritama & Tarigan (2016) both agree 

that social media is a great tool to gain brand awareness in different markets. This is also 

supported by Kapferer & Valette (2018) who suggest that social media presence and brand 

awareness are both extremely important, and are often relatively close to each other. 

Research by Du, McLeod & James (2020) implicates that in sports, spectator based brand 

equity is extremely valuable in sport businesses, and Faroudi (2019) found that there is a 

clear relationship between brand signature and brand awareness. (Sasmita & Suki, 2015; 

Tritama & Tarigan, 2016; Kapferer & Valette, 2018; Du, McLeod & James, 2020; Faroudi, 

2019) 

According to Sasmita & Suki (2015), companies and marketers should put more emphasis 

towards increasing brand awareness, using social media platforms. Based on their findings, 

the emphasis should be in creating valuable content in channels like Facebook, Twitter, and 

Instagram. A company with a good brand image gains a better position in the market and 

can sustain competitive advantage, as well as enlarge its market share. Based on their 

research, young consumers’ brand equity is also affected by factors like brand loyalty and 

brand association. Younger people rely heavily on knowledge when it comes down to 

purchasing products. (Sasmita & Suki, 2015) 

Research by Tritama & Tarigan (2016) also agrees on the fact that social media gives a 

significant influence on a company’s brand awareness in the community. This also applies 
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to introducing new products, social media is a helpful tool in order to increase awareness, as 

well as driving sales. According to the studies of Tritama & Tarigan, social media awareness 

and brand awareness go hand in hand. (Tritama & Tarigan, 2016) 

 

1.4. Theoretical framework 

Theoretical framework summarizes the main concepts of the study in one figure, which 

shows the relation towards each other. Brand awareness and social media presence are highly 

linked, and studies show that increasing the social media presence in the SMEs, the brand 

awareness will increase as well. (Faroudi, 2019) The aim is to study the gap between the 

two, and find relevant information on the matter. 

 

Figure 2 - Social media and brand awareness 

 

Figure 3 - Theoretical framework 
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Brand 
awareness

Sales and 
growth

Brand 
awareness

Customer 
engagement

Consumer 
generated 

content 
(CGC)

Word of 
mouth



14 

 

 

 

1.5. Key concepts of the study 

Entry mode 

Hollensen describes entry mode as following: “An institutional arrangement for the entry of 

a company’s products and services into a new foreign market. The main types are export, 

intermediate and hierarchical modes”. (Hollensen, 2019) 

Exporting  

“The strategy of producing products of services in one country (often the producer’s home 

country) and selling and distributing them to customers located in other countries.” 

(Cavusgil, 2020) 

 

Brand awareness 

Keller defines brand awareness as a “personal meaning about a brand stored in consumer 

memory, that is, all descriptive and evaluative brand relative information.” This basically 

means that how easily the brand will come to mind of the consumer. (Keller, 2003) In 

general, Faroudi states that brand awareness is a more vague and more far reaching concept 

than brand itself. (Faroudi, 2019) 

Brand 

Aaker defines a brand in a way that it differs from a product in a way that it has more 

dimensions in order to satisfy the need. The dimensions can be either tangible, or intangible. 

(Aaker, 1996) 

Psychic distance 

Psychic distance is a term meaning the differences in language, culture, political systems 

and law, and it is not to be mixed with psychical distance. (Brewer, 2007) 
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1.6. Research methodology 

The empirical part of this study is being conducted by using qualitative research methods. 

Answers to the research questions are searched in order to describe the phenomenom and 

explaining the issue. The goal is to find relevant information on how to increase brand 

awareness and improve company-customer engagement. In this Master’s thesis, the case 

company is Discmania, a Tampere-based disc golf company that is already international, but 

wishes to internationalize even further, by gaining significant brand awareness in new 

markets, especially central Europe. The interest in choosing this case company comes from 

a personal background – the author is an enthusiastic disc golfer himself, and an active 

member of a local disc golf club, Willimiehen Disc Golf. Something that is common for 

most disc golfers, is the will to grow the sport further. The table below represents the 

methods in order to explaining the issue, and finding results. 

 

Figure 4 - Methodology 

1.7. Structure of the study 

This study is divided into two different parts: theoretical part, and the empirical part. After 

the introduction follows the theoretical part, which is presented in the chapters two and three, 

and the empirical part is written in chapters four. Chapter five discusses the findings, and 

summarizes the entire thesis into conclusions.  

  

Literature Interviews Analysis
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2. Literature review 

2.1. Brand 

This section of the thesis talks about the brand and brand awareness – how can it be defined, 

why is it important for companies to focus on brand awareness, what are the benefits it 

offers? Although all companies have some kind of a brand, not all can reach the status of 

being a large or a great brand, but most SMEs can benefit greatly from having a reasonable 

level of brand awareness, and a good level of engagement with customers. 

Based on Aaker (1996), a brand differs from products in a way that it has more dimensions 

in order to satisfy the need, Chandran (2020) adds that brand is an emotional and 

psychological relationship between the consumer and the company.   The dimensions can be 

either tangible, or intangible. This can be for example the performance of the brand, sales 

data, brand acknowledgement. In the case of it being intangible, it can present the emotional 

feelings that the brand represent. A product could be anything that we provide on a market, 

use or consume that satisfies a want or a need. (Aaker, 1996; Chandran, 2020) 

2.2. Brand awareness 

Keller defines brand awareness as a “personal meaning about a brand stored in consumer 

memory, that is, all descriptive and evaluative brand relative information.” This basically 

means that how easily the brand will come to mind of the consumer. (Keller, 2003) Huang 

& Sarigöllu (2012) note that research on brand awareness is still scarce, and there is still a 

lot to study and research. Rossiter (2014) defines brand awareness as the buyers ability to 

identify the brand in sufficient detail to make a purchase, and states that brand awareness is 

necessary precursor to brand attitude.   

In general, Faroudi (2019) states that brand awareness is a more vague and more far reaching 

concept than brand itself, whereas Gustafsson & Chabot (2007) look at brand awareness as 

the ultimate goal of a company to increase sales and income. This is supported by the 

findings of Kapferer & Valette-Florence (2018), their research suggests that social media 
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presence and brand awareness are both extremely important when expanding business. This 

is supported by research of Du, McLeod & James (2020) who implicate that in sports, 

spectator based brand equity is extremely valuable in sport businesses, and Faroudi (2019) 

found that there is a clear relationship between brand signature and brand awareness, 

Chandran (2020) adds that if consumer is influenced by a brand, it is quite likely that he will 

continue consuming the products of the brand. Brand awareness is the foundation in order 

to create strong and positive brand associations. Building a positive image of a brand takes 

time and great efforts of work. Shahid (2017) suggests that companies need to keep 

triggering its brand and advertising in order to remain relevant, and the level of brand 

awareness high, whereas findings by Rahman (2021) suggest that advertisers should 

concentrate on brand-related cues in order to draw in the attention of millennials. Spreading 

out relevant information on different social media platforms can help companies build strong 

brand associations with millennials and potential customers in general. Research by Rossiter 

(2014) implicate that there are three types of brand awareness – brand recognition, category 

cued brand-name recall, and brand recall-boosted recognition. Brand recognition is the type 

of brand awareness that managers should aim for. Rossiter (2014) implicates that brand 

should aim at becoming an icon, such as a specific beer brand while ordering dinner, or 

looking for a specific logo when roaming around a shopping mall. When a brand becomes 

highly recognizable, it also becomes a staple in the specific market. Rossiter (2014) states 

that when a brand has to be recalled before the purchase, category-cued brand-name recall 

is the most relevant type of brand awareness. A great example of this is when a customer 

thinks about a delivery courier, FedEx and DHL come to mind at many occasions. This is a 

high level of brand-name recall. (Rossiter, 2014) 

Based on the research by Rahman (2021) marketers should apply both online and offline 

advertising in order to increase brand awareness, and research by Rubio (2014) found that 

the more that was invested in brand awareness, the better results there were when trying to 

sell their own SBs (store brands), which is supported by findings of Shahid (2017). He notes 

that consumers prefer to buy a brand they know well, and a consumer is always hesitant of 

buying new products. Shahid (2017) notes that a wise consumer always does market research 

or asks others that they trust about the brand and the product. Unfavourable information 

often leads to consumer not buying the product, and vice versa. (Du, McLeod & James, 

2020; Faroudi, 2019; Chandran, 2020; Shahid, 2017; Rahman 2021; Rubio, 2014) 
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Gustafsson & Chabot (2007) divide creating brand awareness into 5 specific stages, which 

are the following: 

- perceived need 

- seeking information 

- evaluation of alternatives 

- value assessment 

- assessment of purchase decision 

Table 1. Creating brand awareness(Gustafsson & Chabot, 2007) 

However, Kelsey (2017) divides digital marketing to four different categrories; 

C = Content/SEO (search engine optimization). The key of this is to improve the position 

on search results. 

A = Adwords. The process of creating relevant keywords on Google so that people find 

your company better. 

S = Social media marketing. Creating and managing presence on social media channels. 

A = Analytics. Looking at the data that the online presence such as e-commerce provides, 

in order to improve your performance. 

Table 2. Digital marketing categories (Kelsey, 2017) 

Study by Huang & Sarigöllu (2012) found that distribution intensity has the largest impact 

on brand awareness, and price promotions are highly helpful when it comes down to creating 

overall brand awareness. This helps the SMEs to help generate a structure in order to begin 

improving their brand awareness, which results in higher sales and customer satisfaction. 

Framework of brand awareness and digital marketing go hand by hand, and both can be 

created simultaneously (Gustafsson & Chabot, 2007; Kelsey, 2017; Huang & Sarigöllu, 

2012) 

Findings by Molinillo (2017) found that if an SME is overly active on social media and in 

general, this could negatively affect brand trust and brand loyalty. When a brand is active, it 

can generate a good level of brand awareness, but it can negatively affect trust and loyalty. 

The study by Molinillo (2017) shows that brand should not rely on a single brand personality 

trait, but to adapt multiple brand personalities across different stages to gain the best results. 

Managers should be careful in communicating the brand personalities. On top of being 

active, it is important to be responsible as well. Molinillo (2017) states that responsible brand 
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personality positively affects brand trust, and active brand personality positively affects 

brand trust. Based on the findings, sincerity and excitement increases brand loyalty – if a 

brand is sincere and can generate excitement, customers will be more loyal towards the 

brand. This can be seen when Apple introduces new products – people around the world 

hype up the event, talk about it on social media, and generate content on their social media. 

Word of mouth on full effect, something that all brands should aim towards. According to 

the research, there has been a clear shift in marketing towards being ethical and socially 

responsible. (Molinillo, 2017) 

Based on the findings of Faroudi (2019), that in order for a brand to gain competitive 

advantage, companies should have a clear awareness of global brand signatures, which has 

two main levels - brand name and brand logo. Research by Faroudi (2019) suggests, that the 

brand name is more significant than the brand logo, even though both play a role in a brand 

image, but Rahman (2021) states, that it is significant to understand different trends, in order 

to keep updating the content and train managers in order to match the needs of the customers. 

Study by Du, McLeod & James (2020) found that brand awareness can be gained through 

people’s interactions with the marketing communications, and research by Kim (2018) found 

that positive brand awareness tends to positively affect brand loyalty, meaning that customer 

remains loyal to the brand and buys the product or service again, this is supported by 

Chandran (2020), who states that if a customer is satisfied with the brand, they will continue 

using the product, even when other options arise. Romaniuk (2017) adds that brands undergo 

major changes in market share over time, and brand awareness has to be kept relevant in 

order for the brand to stay relevant. (Faroudi, 2019; Rahman 2021; Du, McLeod & James, 

2020; Kim, 2018; Chandran, 2020; Romaniuk, 2017)   

Kapferer & Valette-Florence (2018) found that luxury brands should not try to appeal to all 

customer segments and more importantly focus on their core business, which is supported 

by findings of Shahid (2014), customers tend to buy products of a brand they know well. 

Kapferer & Valette-Florence (2018) state that brand should not become too diffused, or the 

core luxury customers might leave. In terms of luxury and suggest that luxury brands should 

always have the level of inaccessibility in order to remain as a luxury brand. The items have 

to be sought after in order to generate the hype and interest around them. They also suggest 

that luxury brands could grow their sales by appealing to larger segments that have a lower 

income. This can be attained by creating sub-brands, such as Armani has done with Armani 
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Privé, Armani jeans, and Emporio Armani. However, this always has the risk of cannibilising 

the core brand. On the other hand, Rubio looked at brand awareness in store brands, within 

the food industry. A lot of stores have their own brands, such as Kesko has their own Pirkka 

brand and S-group has “Kotimaista”. In terms of groceries, people tend to see the SBs as 

cheap brands or something that is not up to par in quality, when compared to others. In this 

case, the more aware of the brands the customer were, the greater the risks were in terms of 

own SBs. Based on the literature, brand value and brand awareness also have differences in 

terms of the brand being luxury, or something more conventional, such as grocery brands. 

(Kapferer & Valette-Florence, 2018; Shahid, 2014; Rubio 2014)  

Findings by Faroudi (2019) implicate that companies that can generate a good brand image 

means that their customers understand the products and the value better, and Kim (2018) 

found that brand awareness had a positive impact on brand loyalty, on top of this Faroudi 

(2019) found that there is a clear relationship between brand signature and the awareness of 

the consumers, Chandran (2020) adds that customers who are satisfied with the brand, are 

more likely to purchase the products of the brand again. Huang & Sarigöllu (2012) found 

that brand awareness affects market performance – better the brand is known, better the 

results tend to be. Based on this, all companies should aim at having a favorable brand 

signature in order to remain competitive. This supports the findings of previous authors as 

well, brand awareness is extremely significant in order to be successful in communicating a 

product and gaining sales. Higher brand awareness results in higher overall sales.  (Faroudi, 

2019; Kim, 2018; Huang & Sarigöllu, 2012; Chandran, 2020) 

Findings by Bruhn (2012) suggest that brand awareness has the weakest impact on brand 

attitude compared to functional as well as hedonic brand image. This is found to be linked 

with the fact that company created content is often the positive information only, increasing 

brand awareness with traditional marketing efforts. Rossiter (2014) states that there are three 

different types of brand awareness – brand recognition, brand recall, as well as brand recall-

boosted recognition. When a brand choice is made at the point of purchase, such as in a real 

store, brand recognition is thing to aim for. Rossiter (2014) adds that if brands have to be 

considered prior to the point of purchase, category-cued brand-name recall is the only 

relevant type of brand awareness.  For example shopping for a new suit, a consumer should 

consider beforehand which shops to visit. The third type of brand awareness is brand recall-

boosted recognition, where the buyer has to first recall the brand name or a color visual 
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image of the brands pack or logo, in order to recognize at the point of purchase. This is 

caused by massive size of modern shopping centers and mega stores. (Bruhn, 2012; Rossiter, 

2014) 

Study by Heggde & Sheinesh (2018) agree with the previous research – loyalty and customer 

engagement is extremely valuable in increasing brand awareness. They add on this by saying 

that social persona is significant, and it needs to be consistent. Consumers need to see the 

brand as consistent, without it constantly changing its behaviour. Heggde & Sheinesh (2018) 

also point out that critique by consumers is valuable, as well as keeping the content relevant.  

Huang & Sarigöllu (2012) note that consumers don’t generally invest much time and effort 

searching for product information, comparing brands and actually making the decisions. 

Instead, they follow awareness, trial, behaviour, when they make a purchase in consumer-

packaged goods. This finding supports the evidence that consumers rarely follow cognition-

affection-behaviour sequence. Findings suggest that the purchase decision could be made 

right on the spot. Huang & Sarigöllu (2012) add that product usage experiences enhance and 

increase brand awareness.  

Figure 5 - Seguence of purchase decision, Huang & Sarigöllu (2012) 

Research by Huang & Sarigöllu (2012) suggest that marketing activities in a way that brand 

awareness can be further enhances in various on-the-spot factors in retail stores – for 

example the placement of the product on the shelves is highly relevant. Brand packaging has 

to be high quality, so that it improves the display effectiveness. Findings by Huang & 

Sarigöllu (2012) add that price promotions should be applied in order to create brand 

awareness. Price promotion encourages brand switching and it gives consumer an incentive 

to try a different brand. Huang & Sarigöllu (2012) implicate that brands should aim to sustain 

their brand awareness, and well-established brands do better than other SMEs that don’t have 

a significantly high level of brand awareness. Huang & Sarigöllu (2012) found that in 

consumer market, customer experience had a higher outcome than brand awareness itself. If 

Awareness Trial Reinforcement
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a customer has a good prior experience with the product or brand, they are likely to stay with 

the brand. (Huang & Sarigöllu, 2012) 

 

2.3.  Brand hatred 

Virtually all companies have some kind of a brand, but others have significantly better 

brands and brand awareness than others. One of the biggest brands in the world is Apple. A 

company that produces smartphones, computers, tablets, and much more. How can 

something so loved be also extremely hated? Rodrigues took a look at this in her research. 

Based on her findings, Apple’s biggest sources of hatred was the lack of originality, 

hardware problems, and the expensive price tag that the brand offers. This anti-Apple 

community feels that symbolic incongruity has the strongest effect on Apple brand hate. 

Based on the research,  the vocal brand “haters” are highly like to distance themselves from 

the brand even more in the future. The research suggests that brand hatred is extremely 

harmful towards consumer-brand relationships. The problem is that consumers that feel 

negatively about a brand have the tendency of communicating directly with other consumers, 

spreading the negative affirmations about a specific brand. 

Managers should stay up to date, and when acquisitions towards the brand show up, e.g 

being unethical – this should be addressed and studies could be conducted. Even though you 

cannot please everyone, you can always address the negative feedback and keep 

communicating with the current/potential customer base. (Rodrigues, 2021) 

Research by Hutter, Hautz, Dennhardt and Füller (2013) shows that social media activities 

indeed impact the purchase decision making process. The presence on social media content 

affects the economic outcome of the company. Information overload can be an issue, and 

too much information and spam can annoy the customers. The findings support that presence 

in social media is extremely crucial, even though managers may still be hesitant in adapting 

it. These research suggest the same as the research by Rodrigues (2021), a company needs 

to be careful when coming up with social media content. The research suggests that 

engagement with a Facebook fanpage has positive effects on consumers’ brand awareness, 

word of mouth activities, as well as the purchase intention. There is always the risk of 

negative WOM (word of mouth), and understanding this is vital in the long run in order to 
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remain successful while using social media as a marketing tool. (Hutter & Hautz, Dennhardt 

& Füller, 2013; Rodrigues, 2021) 

2.4. Social media as a tool to gain brand awareness 

Bruhn (2012) suggests that SMEs should  recognize the need of engaging in social media 

and carefully come up with a strategy with the engagement. Social media presents 

opportunities to listen to consumers, engage with them, as well as influence their 

conversations. Social media should be a significant part of a modern marketing mix. Bruhn 

(2012) notes that strategic implementation of social media marketing is relatively cheap in 

investment costs compared to traditional marketing channels, such as print and TV. There 

are several success stories on social media marketing, and Smith (2013) notes that Ford had 

one of the most successful social media campaigns out of all time. Ford loaned a Ford Fiesta 

to every one of the top 100 bloggers to use for 6 months. Ford had struggled to sell Ford 

Fiesta to the public. In exchange, Ford asked the bloggers to upload a video about the new 

Ford Fiesta and post an independent account of their experience with the car. The bloggers 

ended up generating over 700 videos, which resulted in over 6 million YouTube views, 3 

million Twitter impressions, and 670,000 photos on Flickr of Ford Fiesta. In the first six 

days, Ford sold 10,000 Ford Fiestas, resulting in making millions with a single campaign. 

Another example provided by Smith (2013) is campaign by Budweiser in 2010, when FIFA 

World Cup was played in South Africa. The only thing the campaign did, was that the 

followers could change their profile picture on Facebook to match their favourite team 

colours. This is one of the most successful campaigns up to date, 2.5 million engaged with 

the profile picture filter, and created a lot of brand awareness in the process. Both of the 

campaigns had a strong incentive, and turned out as successful. (Bruhn, 2012; Smith, 2013) 

Charlesworth (2015) found that when people go on platforms such as Facebook, they are in 

‘communication’ mode instead than seeking a solution for a problem, which is typical for 

search engine platforms such as Google. Google’s search ads are based on keywords and are 

more likely to capture consumers looking for a specific solutions for their problems, whereas 

social media advertisements are more helpful for SMEs to communicate with their 

following. Ashley & Tuten (2015) note that social media may serve as a channel for many 

marketing activities, including customer relationship management, customer service, buyer 

research, lead generation, sales promotion delivery channel, paid advertising channel as well 
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as branding. Charlesworth (2015) found that some consumers find social media 

advertisements either as intruding, don’t find them useful or don’t notice them at all. This 

has been noted on platforms such as Twitter, where sponsored tweets and advertisements are 

a new invention – consumers are not used to seeing ads on this specific platform. 

(Charlesworth, 2015; Ashley & Tuten, 2015) 

 

Figure 6 - Differences in social media platforms, Haenlein (2020) 

The figure above by Haenlein (2020) shows the differences between various social media 

platforms. Notworthy is the change in engagement between 2017-2019, where TikTok has 

been able to change a staggering +1533%. The decline of Facebook can be also clearly seen, 

where the engagement has dropped by 26% in two years. (Haenlein, 2020) 

Findings by Gamboa & Goncalves (2014) note that internet has the highest penetration rates 

in North America (78.6%), Oceania (67.6%), and Europe (63.2%), but the highest total 

number of users come from Asia, over a billion, and the reseach by Duffett (2017) suggests 

that especially teenagers and younger generations have become largely resistant to 

traditional marketing, and many traditional marketing results have declined or stalled during 

the past years. Social media is no different, and the presence on various social media 

channels needs to be taken seriously and addressed. According to Charlesworth (2015) the 

overall amount of social media advertising is steadily increasing, and where is social media, 

there is also advertising present. Brands go where the people are.  Gamboa & Goncalves 

(2014) state that simply having a presence online is not enough, and companies need to know 
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how to utilize the web and social media. SMEs need to know their audience and identify the 

value of social media to their brands.  Ahmed (2017) states that digital marketing tools such 

as mobile marketing, social media marketing as well as email marketing channels have a 

direct and positive significant impact on brand awareness, and findings of Dabbous & 

Barakat (2020) note that the content generated by the SME indirectly affects the offline 

purchase behaviour through two different routes – hedonic motive that drives consumer 

engagement, and the increase of brand awareness. If the brand is well known, it is more 

likely that the consumer will purchase the product. This is supported by the findings of 

Momany & Alboush (2016) who found that SMEs that were active with social media, were 

able to gain more brand awareness and sales compared to those who didn’t pay attention to 

it. Momany & Alboush (2016) also brought up to attention that there is no “set it and forget 

it”  solution, and the more time and effort a company contribute towards social media 

marketing, the better the results are. Chandran (2020) notes that social media plays an 

important role in making loyalty known to general public, and Duffett (2017) adds that 

interactive social media has made it possible for various organisations to communicate to 

millions of young consumers about their products. On top of this, it should be taken into 

consideration that brand awareness needs to be converted into measurable sales, Helme-

Guizon & Magnoni (2019) bring up to attention that engagement data provided by a platform 

like Facebook  is based only on fan actions like clicks, comments, shares, and there are other 

ways to measure engagement data as well. The value of the interaction has to be looked as a 

whole, instead of just a simple click or time spent on a website. This is supported by the 

findings of Ashley & Tuten (2015) who note that engagement is more than just clicks, it’s a 

lot about the interaction between the brand and the consumer.  (Ahmed, 2017; Momany & 

Alboush, 2016; Gamboa & Goncalves, 2014; Charlesworth, 2015; Chandran, 2020; Duffett, 

2017; Dabbous & Barakat, 2020 Helme-Guizon & Magnoni, 2019; Ashley & Tuten, 2015) 

One common method of social media marketing nowadays is second screen marketing. The 

research by Charlesworth (2015) found that 84% of smartphone and tablet owners use their 

devices as second screens, when watching television. This is noteworthy, and presents a 

great opportunity for social media marketing. This is mainly seeking information about the 

characters and plot lines. Information is at our fingertips, and it can be easily accessed within 

minutes, wherever we are. Charlesworth (2015) notes that from a marketing persepective, 

consumers are researching and purchasing products and services advertised in just minutes, 

for example clothing that the characters wear in the show, or a location seen on the show as 
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a potential holiday destination. This provides a real-time marketing and engagement between 

the brand and the customer, according to Charlesworth (2015). 

Bruhn (2012) states that traditional media such as TV and print are better suited to increase 

brand awareness, where as corporate web blogs or brand profiles on social networking sites 

are best suited to improve brand image. Research suggest that both of this should be jointed 

in order to increase brand awareness, as well as brand equity. Results by Bruhn (2012) 

implicate that high involvement with brand can result in positive word of mouth. Research 

suggests, that user-generated communication is key, since it takes place publicly and it is 

external validation for the brand. Consumers’ comments on various social media platforms, 

expressing their love for a brand can be seen as commitment as well as confirmation of the 

brands overall attractiveness and desirability. Bruhn (2012) states that SMEs cannot use 

firm-created social media content in order to improve hedonic brand image, but can stimulate 

user generated content. The SME can always provide a platform for consumers to express 

their opinions, experiences, and information about a brand, and they can create word of 

mouth. Bruhn (2012) even suggests, that companies can reinforce word of mouth even more 

directly by inviting consumers to promote their relative brand. This can be done by sending 

products for the consumer/influencer, and asking them to review the brand on social media 

or simply telling their friends and acquantaices. Great example of this is a watch brand, 

Daniel Wellington which relied solely on influencer marketing, and the only thing required 

was to post a single photo of the DW watch that the company sent to the influencer.  This 

created a huge buzz, and the watch became an icon among teenagers and young adults. In 

2015, Filip Tysander, the owner of the company was able to sell 1,000,000 watches 

worldwide for a profit of $220 million. (Haenlein, 2020) 

However, SMEs need to consider that “buying” word of mouth raises the the risks of 

consumer skepticism. Bruhn (2012) notes that user-generated social media communication 

does not impact consumers’ brand perception on reliability, credibility, and trustworthiness. 

These factors are often linked with SMEs failure to handling complaints, and 

repairing/replacing products with faults. This leads to customer expressing their frustration 

on wrong platforms – online. When an SME cannot handle complaints or frustrations 

correctly, it can lead to negative word of mouth, which is something that no SME wants. 

(Bruhn, 2012) 
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One of the most popular methods of social media marketing is the use of video, and platforms 

such as YouTube and TikTok are extremely popular (Charlesworth, 2015). Charlesworth 

(2015) notes that a marketer must know the difference between a social aspect of a video, 

and how can the video be used as an useful part of social media marketing. YouTube is also 

an efficient channel of engaging with your audience. (Febriyantoro, 2020) It was developed 

as an ICT digital information, as well as an entertainment channel, but later has become a 

significant revenue-generating channel. YouTube offers a variety of options for SMEs to 

grow their brands, promote their products and complete marketing actions. On top of having 

good tools to market your content, YouTube offers good analytics in order to look at the 

effectiveness of the campaigns. Febriyantoro (2020) notes that since YouTube is an 

entertainment channel, the advertisements should aim to entertain as well. The platfrom 

helps with targeting the consumers better, and the products can be placed better compared 

to many other social media platforms. Many SMEs aim for ‘going viral’, which means 

gaining a substantial amount of views in a short period of time, resulting in great amounts 

of visibility of the brand and the content. It is good to note that the social media content can 

be produced by both the company, as well as the consumers. Dedeoglu (2020) notes that 

most times around, it is usually examined by CGC - the content that the customers produce. 

This is due to the fact that consumers trust the content posted by other consumers more than 

the content posted by the company. This is logical, if someone tells us that they like a product 

or service, its easier to believe, especially if the person is someone that we really know or 

trust.  Research by Charlesworth (2015) found that if a a video is cute or funny, it is more 

likely to be shared than the ones that are not. Vice versa, if a video evokes anger or disgust, 

it was also more probable of being passed on virally. Febriyantoro (2020) looked into 

YouTube marketing in his research, and found that advertising on YouTube influences both 

brand awareness as well as brand image, whereas brand awareness and brand image does 

not affect purchase intention. YouTube ads have a direct effect on purchase intention. 

Febriyantoro (2020) notes that many users don’t pay attention to the ads displayed on 

YouTube, and SMEs need to create unique ads that pop out from the regular ones. It is 

noteworthy that YouTube is also an information channel, as well as being a platform of 

entertainment. Research shows that people find many types of advertising as irritative, being 

a nuisance and unwanted penetration. Febriyantoro (2020) notes that purchase intention is 

an essential indicator on how effective advertising is, and analytics are a good way of looking 

at it. Based on the study, customized YT advertisements can increase information, credibility 
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and the level of fun. Research suggests that even though customizing the advertisements 

does not have an direct influence on the value of advertising, it has an indirect effect through 

informatility, credibility, as well as entertainment. Thus, SMEs need to invest in YouTube 

advertisements, that hook the consumer within the first few seconds of the ad. Research 

found that customization had a positive impact on maximizing the marketing content. 

YouTube is a powerful tool, but since you are competing of the attention of the consumer, 

the first seconds are crucial in getting value out of YouTube advertising. (Febriyantoro, 

2020) Charlesworth (2015) states, that if a video arises emotions, it has the possibility of 

gaining emotional contagion. The emotional contagion is a process where the emotion 

becomes mutual among others, and it becomes easy to share and pass onwards. Charlesworth 

(2015) states that as in any marketing, the SME must enter the social media platform such 

as YouTube with clear objectives on what is is wanted out of the online presence. It can be 

engagement, e-commerce, or general building of the brand. However, YouTube rarely works 

if they are isolated from other social media channels. (Charlesworth, 2015; Febriyantoro, 

2020; Dedeoglu, 2020) 

Consumers primarily generate content in two ways, through participant sharing, or 

nonparticipant sharing. Consumer can leave a review and share it on a social media platform, 

or share some content that already exists, such as a photos in social media stories. This can 

help the company to further improve their current products and services. The findings by 

Heggde & Sheinesh (2018) also suggest that users generate the best content for SMEs and 

drive interactions, which supports the findings by Dedeoglu (2020), Parida & Prasanna 

(2021), Barreda (2015) and others. Heggde & Sheinesh (2018) add that we live in an era of 

information overload, and thus the messages of SMEs and brands need to be clear, 

meaningful and interesting that appeals instantly to social media users. Competition is fierce, 

and the content needs to be valuable in order to keep the customers engaged. (Heggde & 

Sheinesh, 2018; Dedeouglu, 2020; Parida & Prasanna, 2021; Barreda, 2015)  

Based on the research by Dedeoglu (2020), if there is an experience to be shared, word of 

mouth (WOM) is a popular way of sharing it. Social media content can be divided to two 

different categories – FGC (firm generated content) and CGC (consumer generated content). 

Dedeoglu (2020) notes that social media is an extremely useful tool in order to grow your 

business, especially when the customer base is young.  Research by Helme-Guizon & 

Magnoni (2019) state that managers should not neglect efforts to generate  strong cognitive 
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and affective brand engagement through their brand pages, and Kelsey (2017) adds that 

engagement of the audience is important, and the quality of the content has to be good in 

order to gain attention. Dabbous & Barakat (2020) note that it is important for SMEs to 

understand the role of social media, and the link between offline purchase behaviour and the 

actual social media content and actions. Duffett (2017) adds that all social media marketing 

communications have a significant effect on brand attitude components, thus making it 

extremely valuable. (Dedeouglu, 2020; Helme-Guizon & Magnoni, 2019; Kelsey, 2017; 

Dabbous & Barakat, 2020; Duffett, 2017) 

Even though the research indicates that social media is a good thing in order to gain brand 

awareness, but there are differences in which platforms to aim for. Should a company go 

with Twitter, Facebook, Instagram, YouTube or something else? Research by Momany & 

Alsbouh (2016) suggest that engagement in YouTube and Google+ are more effective than 

presence in platforms like Pinterest, Facebook, and Yelp. In general, Momany & Alsbouh 

(2016) recommend that companies should be more active in social media, in order to gain 

brand awareness. This supports the prior findings of Rrustemi & Baca (2021) as well as 

Helme-Guizon & Magnoni (2017), all agreeing that social media is valuable for SMEs. 

Patma (2021) adds to the research by saying that social media marketing is valuable 

especially when introducing new technology. (Momany & Alboush, 2016; Rrustemi & Baca, 

2021; Helme-Guizon & Magnoni, 2017; Patma, 2021) 

Dabbous & Barakat (2020) found in their research that both content quality and brand 

interactivity have a positive significant impact on brand awareness, and research of Helme-

Guizon & Magnoni (2019) found that consumer engagement should be encouraged in SMEs 

and it results in better brand awareness, which is supported by Dedeoglu (2020), that found 

brand awareness is influenced highly by the content generated by other consumers on social 

media platforms. Based on the findings by Barreda (2015), OSN (online social networks) 

pages or profiles are powerful and effective tools in order to drive targeted traffic, customer 

engagement as well as sales. Barreda (2015) found that content quality and brand 

interactivity has a positive impact on hedonic and utilitarian motives to engage in social 

media. Hedonic motives have a positive impact on consumer engagement in social media. It 

was found, that brand awareness and consumer engagement both have a positive and 

significant impact on offline purchase intentions of the customers. When a customer is 
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engaged, they are more likely to purchase the product. (Dabbous & Barakat, 2020; Helme-

Guizon & Magnoni, 2019;  Deduglou, 2020; Barreda, 2015) 

Langaro (2018) notes that social networking is a relevant part of the internet experience in 

general. Brands have increased amount of attention of integrating social media presence as 

a part of their brand strategy. Based on the research by Langaro (2018) brands allocate more 

and more resources towards online channels. It is also stated that brand awareness is a step 

towards positive brand attitude. The study by Langaro (2018) found that active brand 

participation results in better brand awareness, as well as a positive brand attitude. Active 

brand participation is also more common on consumers who have a level of pre-established 

brand awareness. This research notes that it is important to build a strong relationship with 

the consumer, in order to establish a good level of sales. Study by Langaro (2018) suggests 

that active brand participation is a good way of looking at how effective  a brand is. Being 

able to generate interaction between the brand and the consumer is extremely important. 

Brands should aim in enriching their identity, and finding a way to talk about themselves in 

a continuous, yet relevant manner. The research points out that when consumers participate 

in the content in liking, commenting, or sharing a post, different nuances are added to the 

the brand story. It is important to be exact with the timing of posting – there is an evergoing 

competition of attention with user’s friends and all the other brands. This implicates that the 

social media activities should be monitored and enhanced accordingly. (Langaro, 2018) 

Deduglou (2020) notes that people use social media postings as a way to boost others’ 

perception of their status. Social media allows anyone to gain a status by sharing their 

experiences, and this can also shape their daily behaviour. Parida & Prasanna (2021) also 

suggest that social media presence is highly valuable, and it is a good way to create an 

identity for a company. Based on research by Parida & Prasanna (2021), a good platform for 

self-promotion is Facebook, and for self-branding Linkedin is effective. There are several 

platforms to generate content, but their research suggest that the main objective should be to 

communicate the purpose of the company clearly, and making their presence known. Parida 

& Prasanna (2021) note that SMM (social media marketing) is the low-cost channel where 

an organization can leverage its overall marketing strategy, Duffett (2017) adds that many 

companies have used social media marketing without understanding their respective 

audience. Parida & Prasanna (2021) add that SMM can also help to create relationships with 

individuals who have never heard about the company, or know what the company represents.  
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When a user shares an experience, they do so because of their own motives, for example to 

be liked or approved by other, socialize, or self-express. Based on the research, firm 

generated content is more effective in terms of a functional brand image, whereas consumer 

generated content is more effective in creating a hedonic brand image. (Dedeoglu, 2020; 

Parida & Prasanna 2021; Duffett, 2017) 

Parida & Prasanna (2021) agree with research by Dedeoglu (2020), that consumer generated 

content is vital, and the high level of engagement leads to understanding the customer better 

and success. This is also supported by findings of Jiao (2018), who suggests that consumers 

of SMEs should be engaged and they should participate more in social media efforts, which 

result in more value in social media, increased brand equity, leading to increased brand 

awareness. Ahmed (2017) found that the overall trust and the word of mouth (WOM) are 

both important factors in reshaping the minds of the customers in order to gain brand 

awareness. These support the previous findings by Lu (2014) – generating a positive WOM 

results in a higher level of brand awareness, which results in higher purchase intentions and 

higher sales. Many companies aim for the ripple-effect where a consumer provides positive 

content on the products, and this “ripples” down to the following / social media followers of 

the consumer. If a customer really enjoys a product, there is a possibility that they refer it 

onwards on their relative social media accounts, such as Instagram stories. Parida & 

Prasanna (2021) note that in a perfect world, a customer would hear about the great values 

of the company first, prior to hearing about the products that are for sale. This kind of brand 

awareness can be attained by initiating dialogue and the content, in order to instigate and 

drive the conversation towards the right direction. Findings by Parida & Prasanna (2012) 

indicate that a holistic approach is proposed to increase brand awareness by combining the 

positive aspects of the social media marketing. A specific social media platform should be 

used to match the wanted customer segment. (Ahmed, 2017; Lu, 2014; Parida & Prasanna 

2021; Dedeoglu 2020; Jiao, 2018) 

Regardless of the goal, Ashley & Tuten (2015) state that information about the brand has to 

be relevant in order to gain engagement with the consumers. Research by Ashley & Tuten 

(2015) found that brands go where consumers are, both in terms of message strategy, as well 

as media planning. The reach in microblogs, social networks, video sharing sites and 

microsites is larger, and thus brands tend to go towards this direction. Findings by Ashley & 

Tuten (2015) suggest that brands don’t want to alienate consumers, and therefore stick to 
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message strategies that keep the relationship between consumer and the brand personal. 

Branded social campaigns provide additional touchpoints in order to encourage the ongoing 

interaction between the consumer and the SME. This helps with understanding the customer 

better, listening to feedback and further improving the brand as a whole. (Ashley & Tuten, 

2015) 

Helme-Guizon & Magnoni (2019) add that SMEs should be able to generate real dialogue 

between their customer base to find out the real wants and needs and bring the brand closer 

to the customer, and Dabbous & Barakat (2020) found that the quality of content on the 

social media as well as the interactivity between the brand and the consumer both effected 

the overall sales and offline purchase intentions, which is supported by Gamboa & 

Goncalves (2014), who state that winning will be done both in the offline as well as the 

online world. The message is clear – less is more.  Smith (2013) notes that content on social 

media should aim to be original and high quality. The strategy of a company should be in 

creating high quality, engaging content, instead of making a lot of noise by spamming 

advertisements everywhere. When brand awareness and engagement increase, the purchase 

intentions increase as well. This is supported by Chandran (2020), who found that brand 

influence is positively related to brand royalty. (Ahmed, 2017; Helme-Guizon & Magnoni, 

2019; Dabbous & Barakat, 2020; Chandran, 2020; Gamboa & Goncalves, 2014; Smith, 

2013)  

2.5. Social media experience 

The experience in social media should aim to be personal enough, which can be done by 

telling a story, inspiring dreams and being close to the customer. Brown (2012) notes that 

social media tools have a playful and experimental nature to them, and they can help virtually 

any business grow and go forward. Brown (2012) adds that all social tools provide access to 

social information. It is also suggested by Helme-Guizon and Magnoni (2019) that 

companies should encourage the customers to come up with content of their own, such as 

unboxing products on social media, and the company can engage with the user-generated 

content, this is supported by research by Dedeoglu (2020) which found that brand awareness 

is influenced highly by the content generated by other consumers on social media platforms, 

this would add a layer of emotional brand attachment. Research by Sharp (2011)  indicates 

that social media presents an opportunity to innovate the brand of an SME and further engage 
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with its consumers. Social media is a great platform to provide and gather information, and 

a way to understand the customer better. Sharp (2011) notes that listening to your audience 

in social media helps tremendously when trying to improve the brand as a whole.  Dwivedi 

(2019) adds that emotional brand attachment has a connection with brand knowledge – if a 

customer is emotionally attached to a brand, the level of knowledge of the brand is also 

higher. This leads to trusting the brand, and sticking with it. It was also found that emotional 

brand attachment also led to increased consumer satisfaction. Based on findings by Gamboa 

& Goncalves (2014), a brand must be quick and transparent in all of its communications, the 

content must be relevant, and the brand pages have to be professional – yet not boring. 

Findings by Dwivedi (2019) support that the advertisements and social media presence can 

shape the attitudes of consumers towards brands. Dwivedi (2019) reminds that these effects 

are often indirect, and can be hard to measure. It is crucial to build personal connections 

between the brand and the consumer, but it is needed to be careful in utilizing this 

information. Consumer expectations need to be matched, and brands need to listen to their 

consumers. The study by Dwivedi (2019) found that people don’t see social media as 

trustworthy by people. This is why SMEs need to focus on being credible, since there are a 

lot of fake news out there. Findings by Dwivedi (2019) indicate that a company should 

engage with their customers in order to collect feedback, and encourage their consumers to 

be active on social media platforms, Ammerman (2014) states that involving social media 

followers helps when aiming to create brand awareness. Especially the ones who know the 

organization well. Ammerman (2014) found that in social media campaigns, engagement 

with the audience is extremely important. A single Instagram-account can reach hundreds of 

people, and it is basically a free form of advertising. The goal of this is to become more 

intimate with the customers, so that the brand-customer relationship would feel more 

personal.  (Dwivedi, 2019; Gamboa & Goncalves, 2014; Helme-Guizon & Magnoni, 2019; 

Sharp, 2011; Ammerman, 2014 Dedeoglu, 2020)  

Charlesworth (2015) put together an overview of objectives for presence in Facebook, which 

can be seen on the table below. This creates a good framework for the objectives to aim 

while being present on Facebook. 
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Page Post Engagement Create adverts that boost your 

posts and increase likes, 

shares, video plays and photo 

views 

Page Likes Create adverts to build 

audience on Facebook 

Clicks to website Create adverts to encourage 

people to visit your website 

Website conversions Create adverts to promote 

specific actions for people to 

take on your website 

App installations Create adverts to encourage 

people to install your app 

App engagement Create adverts that get more 

activity on your app 

Event responses Create adverts to promote 

your event 

Offer claims Create adverts to promote the 

offers you created 

Table 3. Objectives for Facebook presence (Charlesworth, 2015) 

Ahmed (2017) found that in terms of creating brand awareness, smartphones had a greater 

impact than internet when, and findings by Rrustemi & Baca (2021) note that entertainment 

had no effect in increasing brand awareness,  Ahmed (2017) points out that the modern 

technology changes in hours, and it is important for marketers to keep up with the evolution 

in order to stay relevant in their marketing efforts. This is supported by the study of Patma 

(2021), which finds it relevant for social media marketing responding to the world changing 

around it. Gamboa & Goncalves (2014) state that if a company is not present and actively 

managed on Web 2.0, they run a risk of being talked about hundreds or millions, without 

any knowledge of what is being said and by whom. Online presence provides valuable 

information, which should not be looked over. Ahmed (2017) brought up to attention that 

most companies still rely on up to 2-minute long videos, whereas consumers watch videos 

approximately for 3 to 8 seconds, and the content should be matched accordingly. This helps 
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with keeping the overall level of brand awareness high. (Rrustemi & Baca, 2021; Patma, 

2021; Ahmed, 2017; Gamboa & Goncalves, 2014) 

Based on research by Gamboa & Goncalves (2014), SMEs use Web 2.0 as an amplifier of 

word to mouth. It is a channel for direct sales, a contact tool, and a space for social 

commerce. According to Tsimonis & Dimitriadis (2014), companies’ social media should 

focus on making prize competitions, announcing new products, as well as interacting with 

fans. On top of this, it is important to provide advice as well as useful information, and 

handle customer service issues. Building strong brand awareness is a critical goal for 

marketers. The key motivations for SMEs to build social media is the increasing popularity 

of social media and competitor presence, HQ strategy and cost reduction pressures. Findings 

by Tsimonis & Dimiatridis (2014) suggest that social media engagement and enhanced 

relationships help with a strong presence, as well as brand awareness, and based on the study 

by Barreda (2015), VI (virtual interactivity) has the strongest effect on increasing brand 

awareness. On top of this information quality, system quality as well as rewarding the 

consumer had a positive effect on increasing brand awareness. Gamboa & Goncalves (2014) 

note that customer satisfaction has a large effect on customer loyalty – a satisfied customer 

is a loyal customer. The online tools have improved in the past years, and SMEs can generate 

brand awareness by using social media, and this leads to generating positive WOM (word of 

mouth). The study by Barreda (2015) advises brands to create talking points, engaging with 

their customers by asking and answering questions, encouraging knowledge as well as 

sharing opinions. System and information quality both effect brand awareness, and brands 

should focus on providing well-crafted and high-quality content. Lastly, rewards for 

consumer activities are also highly correlated with brand awareness, and SMEs should 

reward people for engaging in social media. This can be done by having giveaways on social 

media platforms. Based on findings by Barreda (2015), a combination of high-quality 

content and information, rewards, virtual interactivity and, lead to SMEs improving their 

brand awareness and reputation. Findings by Rrustemi & Baca (2021) found that if 

influencer marketing is being used, the target market has to be extremely well known, so 

that they can help the SMEs. (Tsimonis & Dimitriadis, 2014; Barreda, 2015; Rrustemi & 

Baca, 2021) 

Charlesworth (2015) notes that SMEs and marketers do a lot of A/B testing, and the 

advertisements become more and more appealing to the relevant audience. Charlesworth 
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(2015) also notes that monitoring social media conversations provide an opportunity for real-

time marketing.  A prime example of this is an online advertisement that pops up on the user, 

which is customized based on the previous search history or activity a moment ago. 

(Charlesworth, 2015) 

Twitter is a large social media platform, which is a good channel to promote electronic word 

of mouth (eWOM), and come up with interaction between consumers and the brand. In the 

study by Kim (2014) respondents had used Twitter for average of 24 minutes per day, and 

they’ve had their Twitter accounts for average of 11 months. Majority of respondents (68%) 

used smartphone as the preferred method to access Twitter. Research by Kim (2014) found 

that consumers’ brand relationships influence their brand retweeting behaviour. Consumers 

have different reasons of following brands on Twitter, but the research found that consumers 

tend to follow the brand in order to hear relevant information, they use the brand, and it is 

easy to access the brand information anytime, anywhere. Charlesworth (2015) notes that we 

are living in an era where everyone has a hand-held device, and reaching the customer via 

mobile is essential. It was found that brand identification contributes the most to consumers’ 

retweeting behaviour. Such as others, Kim (2014) found that brands need to establish a level 

of brand trust and community commitment in order to achieve good results on Twitter. The 

activity of social media (frequency and content) highly influences consumers’ retweeting 

behaviour. Findings by Kim (2014) suggest that the higher the level of brand trust, the more 

likely it is that the consumer retweets the content of the brand. Consumers that retweet the 

content, are also more likely the consumers are to continue the relationship with the brand 

than the consumers that don’t. Retweeting content by brands is a direct form of engagement, 

and it offers SMEs valuable data on consumer behaviour. (Kim, 2014; Charlesworth, 2015) 

One of the platforms that shouldn’t be looked over is TikTok. Research by Haenlein (2020) 

found that influencer marketing was a $10 billion industry in 2020, and is especially relevant 

in the B2C environment.  Haenlein (2020) notes that getting a marketing message out to the 

younger audience is a challenging task, and media consumption patterns of Generation Z are 

significantly different compared to older generations. 60% of Instagram users in the US are 

younger than 34 years old, and on TikTok, nearly 40% of the users are teenagers between 

10 and 19 years. (Haenlein, 2020) This means that companies dedicate less and less money 

on print and ads such as billboards, and more towards online marketing, specifically on 

influencer marketing. Haenlein (2020) notes that influencer marketing can be extremely 
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successful when done correctly, but it can also be damaging, if an SME does not know what 

they are doing. The four most relevant channels are Facebook, YouTube, TikTok, and 

Instagram, but Snapchat and Twitch are also noteworthy. Haenlein (2020) notes that even 

though merely based on numbers, Facebook would be the direction to move towards, but the 

content is not as rich as in TikTok or Instagram, and the trajectory seems to be declining. 

Haenlein (2020) sees the most value in TikTok and Instagram influencer marketing – the 

content is rich, and the platforms are growing. Haenlein (2020) gives out three concrete 

advice on influencer marketing: 

1. Carefully select the social media platforms (content cannot easily be transferred 

between platforms). 

2. Understand the user 

3. Give users a reason to engage with them. Being well-known is not enough! 

Research by Haenlein (2020) suggests that communication has to be integrated across many 

different channels, and TikTok and Instagram are no exception to this. In most cases, 

multiple exposures to the same content (up to 15) are required, which makes frequency an 

essential driver of influencer campaign success. In order to reach this goal and exposure, 

influencer marketing needs to be part of a larger marketing plan. Haenlein (2020) notes that 

it is important to choose whether to use micro or macro influencers. It should be matched 

according to the goals of the marketing campaign, but the research generally recommends 

on focusing on hubs, defined as the top 10% of the users with most connections. If an SME 

wants to generate large international brand awareness, the big influencers would be the way 

to go. However if the company aims to target a local area, choosing a local influencer would 

make the most sense, the influencer is more relatable and it provides a sufficient amount of 

reach. Haenlein (2020) also notes that managers should not try to manage their influencer 

partners too closely – it takes away from the creative freedom of the influencer. The more 

efficient way is requiring approval of content prior to publication. Creative briefing is 

necessary in order to make sure that the influencer is focusing on the right things, promoting 

the product enough, instead of themselves. However, sometimes no briefing can be 

successful as well.. Such as in any marketing, influencer marketing does not have a single 

correct way of doing it. (Haenlein, 2020) 
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Research by Jiao (2018) found that consumers that have collectivistic, extroverted and 

extrinsic orientation experience social value through participating in social media activities 

– the reasons for online activities are various. Findings by Schjoedt (2020) indicate that 70% 

of respondents used social media daily. Based on the research by Charlesworth (2015), found 

that social media advertisements outperform online portals, networks and exchanges. Patma 

(2021) adds by noting that content needs to be perceived as useful and easy to use, in order 

to provide the most value to the SME. On the other hand, consumers that are individualistic 

and intrinsic orientation demonstrate more content value. Research by Gamboa & Goncalves 

(2014) found that SMEs need to be quick and thorough in addressing questions by fans and 

customers. Customer satisfaction results from the fulfilment of created expectations, 

frequent interaction and a dynamic presence is vital for a brand to be successful on Facebook.  

When looked at differences in markets, Jiao (2018) implicates that in the US market, 

consumers show more content value, whereas in the Chinese consumers show more social 

value. The audience is different, and the social media content should be conducted 

accordingly. This applies to any SMEs, the target audience must be known well in order to 

succeed. (Jiao, 2018; Patma, 2021; Charlesworth, 2015; Schjoedt, 2020; Gamboa & 

Goncalves, 2014) 

 

2.6. Brands working with each other 

In some cases, it can be beneficial to brands to join their forces and work with each other. In 

research by Newmeyer (2020), it was found that many companies pursue international cause 

alliance, in order to be perceived as socially responsible, as well as having the option to 

expand into new markets. Research shows that companies looking to expand into new 

markets should pursue low integration  cause partnerships. The reasoning behind is that this 

can be accomplished with lower costs and risks. Brands working together can provide value 

for both parties. Newmeyer (2020) suggests that brands should have similar values and 

beliefs when choosing brand partners. Brands should seek alliances that result in positive 

spillover, however this being easier said than done. Findings by de Chernatony & Cottam 

(2009) also found that within successful brands, no single department is more important than 

others. When marketing & HR work jointly together, the brand thrives. Especially when 

trying to be socially responsible, causes are extremely important, as well as the motives for 
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joint-ventures. Based on the research, companies that want to communicate corporate social 

responsibility, are better served by building high integration international cause alliances. A 

company must assess what it wants from the brand partnership, and select accordingly.  

(Newmeyer, 2020; de Chernatony & Cottam, 2004) 

 

2.7. Overcoming smallness with internationalization 

Just like any other firms, INVs (international new ventures) suffer from liability of 

foreignness, as well as liability of newness. This challenges their survival in new markets. 

Findings by Reuber (2017) find that SMEs that followed the sequential approach to 

internationalization we’re able to survive better, than the ones who went international in a 

more straightforward manner. According to Hunt & Ortiz-Hunt (2017), new ventures can 

capitalize on emerging opportunities, and overcome smallness while entering new markets. 

It is stated, that small and new firms can address multi-directional opportunities with only 

few if any changes to the current design of the SME. This is not the case for larger 

companies, who often have to change their current operations, in order to enter new markets. 

Reuber (2017) also points out, that modern INVs are more diverse in their goals and business 

scope than the companies of yesteryear, and can combine strategies when going about 

internationalization. Instead of selecting one approach, levels of each approach can be 

utilized when moving forward. (Reuber, 2017; Hunt & Ortiz-Hunt, 2017) 

There are several ways to take advantage of the gained brand awareness, and one of them is 

internationalization and entering of new markets. International companies can be categorized 

in many different ways. According to Oviatt & McDougall and Gabrielsson & Kirpalani 

(2004),  Born Globals can be defined as companies that have the sole vision of becoming 

international. The key concept is that the company is global from its birth onward. (Oviatt 

& McDougall, 1994; Gabrielsson & Kirpalani, 2004) 

There are several different strategies that can be used when going international and growing 

the brand, and the three main options are introduced in this chapter. Hollensen (2012) has 

talked a lot about Uppsala model in his literature. According to Hollensen (2012), Uppsala 

model is a strategy where additional market commitments are made in small, incremental 

steps. The basic idea is to choose a market that is similar to the one where the company is 
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already operating in, whereas traditional marketing approach or so called penrosian tradition,  

suggests that the marketing focus of the firms core competences should be combined with 

opportunities in the new, foreign environment. (Penrose, 1959; Prahalad & Hamel, 1990)  

Another method of looking at going international is the network approach. Domestic 

network can be used as bridges to other networks in different countries and markets. 

However, the networks in a country may extend far beyond any country borders. The key 

concept is that company needs to make ties with other companies and keep networking in 

order to be successful. This can be as simple as having a network of different companies that 

can put your products to their shelves, distributing the product, and helping with the logistics. 

A lot of companies can help each others out. (Johanson & Mattson, 1988) 

Exporting is one of the possible strategies in terms of market entry. The basic idea is to 

produce products or services in one country, and selling and distributing them to customers 

in other countries. Lastly, Kindleberger & Hymer suggest that firm must be successful 

enough, in order to overcome the ‘cost of foreigness’. Going international is not always the 

preferred way to go. (Kindleberger, 1969; Hymer, 1976) 

3. Research design and methods 

This research is a qualitative case study. Metsämuuronen (2008) has stated, that in the nature 

of qualitative case studies that there will be various ways of gathering information. 

(Metsämuuronen, 2008) The value of this kind of study that it gives the option for the target 

to answer in various ways, and  the questions can’t be answered with simple yes/no answers. 

This will offer valuable insight on what are the things that disc golfers enjoy the most about 

the sport, and which kind of courses and holes do they enjoy and why. Dent (2011) points 

out that qualitative research is a good method to gather data, when there are stories to be 

told. Stories can be rich, creative, and complex, and using quantitative research methods 

would not do justice to this type of research. (Dent, 2011) 

3.1. Target group of the research 

The target audience of this qualitative research were finnish disc golfers, who already are 

keen to the sport and can be considered as active disc golfers. Some of the disc golfers are 
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part of the local disc golf team, Willimiehen Disc Golf, and the rest are the various disc 

golfers, all over the country. Target group contains professionals, such as, Lauri Lehtinen, 

Kristian Kuoksa, Niklas Anttila and Daniel Davidsson. On top of these, interviews include 

amateurs, young and old, in order to gain a good overall idea on the aspects that make disc 

golf intriguing. This will provided the thesis with good thorough information of disc golfers 

that have different backgrounds. Most of the players can be considered as enthusiasts, who 

are extremely active within the sport. 

 

3.2. Gathering of the research data 

In order to gather data for qualitative case study, there are various different methods that can 

be used. Examples of this are interviews, inquiries and various data collected from 

documents. In this study, interviews will be used in order to collect the data. Some of the 

interviews we’re conducted on Instagram direct messages, and the interviewees answered 

with voice memos. All of the interviews had the same questions, in order to simplify the 

analysis of the data. The data was collected in the spring of 2022. A total of 17 interviews 

was conducted in this qualitative case study. 

3.3. Qualitative research questions 

In order to gain insight of the aspects that people enjoy in disc golf, the following questions 

we’re used in order to gather information. The aim of these questions is to support literature 

that helps understanding brand awareness, but these questions help with finding their reasons 

behind why people actually enjoy disc golf. This provides value for the company. Some 

Discmania-based questions could not be answered by those professional players, since they 

have a sponsorship from a different company, such as Prodigy Discs or Latitude64. Even 

though these questions are not directly brand-related, they help people with Discmania to 

know their customers better, and thus improve their marketing efforts in both offline and 

online markets. The idea behind this is to find the relevant aspects in disc golf that people 

truly enjoy, helping the company to come up with right kind of marketing material when 

approaching new markets. There are 10 questions in total, and they can be found in 

appendices. 
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3.4. Analysis of research data 

There are various ways of analyzing the research data. Bennett (2019) points out that 

qualitative data comes in variety of forms – audio, written and visual. Most approaches to 

qualitative analysis share common features, and it is important to the researches to 

familiarise themselves with the data, referred as immersion. This involves repeatedly 

listening to, looking at and reading the data, with the research question in mind, in order to 

form initial impressions and making notes. Another approach according to Bennett (2019) 

is ‘coding’ the data, which means selecting a chunk of the data, assigning it with a ‘code’ 

which is relevant in terms of the research question. Different codes can be categorized into 

groups to further increase the understanding of the matter. Bennett (2019) notes that thematic 

analysis (TA) is a commonly used in qualitative methods, that focuses on the content of 

participants’ statements – analysing, identifying and reporting patterns or themes within 

data. Thematic analysis is closely related to other methods, such as content analysis. 

According to Bennett (2019), focusing on content is all about analysing what is being said. 

In the context of this thesis, content analysis will be used, in order to gather a better 

understanding of the answers presented in the interviews. Weber (1990) points out that 

content analysis is a research method that uses a set of procedures to make valid 

interpretations from text or content. Content analysis has several advantages compared to 

other analysis techniques. Weber (1990) points out that communication is a central aspect of 

social interaction, and content analysis directly look at how things are said within the people. 

The data can be looked from various different angles, and content analytic studies can look 

a both qualitative, as well as quantitative operations on texts. A central idea is to classify 

many words into fewer content categories. This helps with analysing the research findings 

further, having clear categories to look at. Weber (1990) notes that it is important that the 

classification procedure can be reliable and consistent. This can mean taking synonyms and 

similar words into larger categories in order to make more sense of the answers provided. 

To summarize, content analysis has to be logical, clear, and simplified in order to gain good 

results. (Bennett, 2019; Weber, 1990)  
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3.5. Reliability and validity of the research 

Often times in research, validility and reliability are discussed in order to assess the 

objectivity and overall quality of the research. Golafshani (2003) notes that using different 

concepts of reliability and validity in qualitative studies can be misleading, since the 

common measurements for these are usually better suited for quantitative research. A better 

way to evaluate qualitative research could be triangulations and bias elimination. 

(Golafshani, 2003)  

Reliability refers to the overall consistency of the results and to the replicability of the 

research over time, when the research is conducted with similar methods. The methodology 

in this research is described in detail and it can be repeated again, for further reliability 

testing. Litwin (1995) states that reliability is a statistical measure of how reproducible the 

survey instruments data are. This research can be seen as reliable, and a similar research can 

be conducted again, if needed.  (Yin, 2018; Litwin, 1995) 

Validity means that how well research is based on the evidence and is able to measure or 

analyze what it is supposed to. Litwin (1995) notes that validity tells how well it measures 

what it is supposed to measure. This can look at how suitable the methodology is. Carmines 

(1979) points out that validity measures the extent of how well it measures what it is 

supposed to measure. In the case of this study, the research is thorough, even though it 

doesn’t talk too much on brand awareness, but focuses more on the aspects of disc golf as a 

sport. (Yin, 2018; Litwin, 1995; Carmines, 1979) 

4. Research findings 

This part of the thesis focuses on the findings of the research. In this research, different types 

of disc golfers were interviewed in order to find the various traits that people enjoy in 

courses, and in disc golf in general. Interviews were conducted in different ways – 

phonecalls, direct messages, voice memos, and social media messages, as well as email. The 

voice memos were litterated, and translated into a legible format. 
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4.1. Introduction of the respondents 

There was a total of 16 interviews in this qualitative case study. It conducted of 6 

professionals, and 11 recreational players. Three out of 17 total respondents we’re female, 

all being recreational players. When analysing results, this will be considered, as the 

interviews are mostly men.  Below is a table, with all the respondents listed. 

Name Status Interview method 

Niklas Anttila Professional social media messages 

Lauri Lehtinen Professional social media messages 

Niko Rättyä Professional direct messages 

Kristian Kuoksa Professional social media messages 

Daniel Davidsson Professional email 

Elias Gripler Professional email 

Leon Sonnleitner Professional email 

Topi Hatakka Amateur direct messages 

Arto Ylönen Amateur email 

Anni Nuppunen Amateur direct messages 

Amadeus Sotiriou Amateur direct messages 

Antton Mäenpää Amateur direct messages 
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Jere Pyykkö Amateur direct messages 

Jenni Enbuska Amateur direct messages 

Elmeri Noppa Amateur direct messages 

Antti Kymäläinen Amateur email 

Teija Soukkila Amateur direct messages 

Table 4. Interviews 

4.2. Professional players  

In this research, there were various professional level players who we’re interviewed. Niklas 

Anttila, Lauri Lehtinen, Niko Rättyä, Kristian Kuoksa and Daniel Davidsson are all 

extremely well known players in Finland, and can be considered as ‘household names’ in 

finnish disc golf scene. All of these players are professionals, and they have sponsors in 

order to focus full-time on disc golf. This provides a good level of contrast compared to 

those who only occasionally play disc golf for fun, or don’t compete. This will provide a 

good level of knowledge on what kind of similarities professionals share with each other – 

and also with amateurs.  

4.2.1. How professionals found the sport 

When asked about ‘how long have you played for’, most of these professionals have been 

playing for a number of years. The range between professionals was wide, from 6 years to 

13 years. What is noteworthy, is the fact that players are more and more talented, and they 

turn professional quickly. For example Niklas, who won his first national championship, 

after just 5 years of playing disc golf. 

Asking about how they came across disc golf, some of the answers we’re somewhat similar. 

Niklas Anttila told that he simply told his friend that lets go out and try disc golf, since he 

saw some discs for sale in a sports retailer. Niko Rättyä got introduced to the sport in another 
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way – a disc golf basket was installed to their school yard. One of Niko’s friends had discs 

with him, and then they tried out the sport. Lauri Lehtinen noted that he got introduced to 

the sport via friends and relatives. Things took off for Lauri even more when a local club 

took part at an event for students, Toukofest, where they had set up a course and you could 

buy a license to the club. Kristian Kuoksa shared similar experiences with Niko and Niklas 

– he got introduced to the sport via relatives and his friends, but it took him 2-3 years until 

he started to take the sport more seriously. Until then, he kept playing soccer and disc golf 

was just a ‘fun thing to do’ according to Kristian. Both Elias Gripler, as well as Leon 

Sonnleitner got introduced to the sport by their fathers. Daniel Davidsson simply saw it 

played at a local park, and wanted to try it out. Many times around, someone simply 

recommended the sport to them, or put a disc in to their hands.   

4.2.2. What kind of holes and courses do professionals enjoy? 

In terms of favourite courses, the answers between professional players varied a bit. One 

specific course popped up more than once – The Beast in Nokia. This is the course where 

the European Open is being played annually. Kristian Kuoksa brought up The Beast, 

Kippasuo of Heinola, and Disc Golf Center in Tampere. Lauri Lehtinen added that his 

favourite is The Beast, telling that it is a stunning course, that has all the different shots that 

you can think of.  

“The Beast has a lot of low ceiling shots, touchy shots, but also open fairways, and the 

course simply pops out compared to others in Finland.”  

Lauri also pointed out that the difficulty level of DGC matches professionals well, its 

challenging, but not too hard. Niko Rättyä enjoyed the local courses most – Puijo and 

Raudankylä. Niko told that Puijo is esthetic, challenging, has nice bit of elevation, but it is 

also fair. Raudankylä is his home course in Ylivieska, and everything has started there. 

Niklas Anttila also brought up to attention that he enjoys The Beast the most. Niklas noted 

that the course challenges all types of players, since it has the woods as well as the open 

holes.  

“The diversity is the number one thing for me. If there is elements of nice sceneries, water, 

and the course is well taken care of, it adds to any course! It simply makes disc golf even 

more enjoyable. This has been executed well in Nokia (The Beast) as well.”  
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Elias Gripler (SWE) brought up Skellefteå in Sweden, since it has a good variation on the 

holes, beautiful green fairways, as well as a wooded section. Leon Sonnleitner brought up 

one of the more historic courses – Franz Ferdinand in Konopiste, Czech Republic. He 

pointed out that it’s a long, fun course that demands a good bit of distance as well as control 

in hitting the different fairways. 

The following question was about the favourite hole, either one that exists, or one that is 

fictional. Lauri Lehtinen had a clear answer – he enjoys the hole #18 in the Beast in Nokia, 

a par4 that has two challenging shots, and OB-sticks everywhere. He also noted that he 

prefers par4s over par3s due to the fact that there is an additional element of strategy included 

in these holes. Kristian Kuoksa loves throwing far, and he elaborated that his dream hole 

would be around 320-330 meters long, it would have elevation, and a nice golf-type grass.  

“It would have a nice lake right next to it, it would include far shots as well as touchy gaps 

you would need to hit. Sun would set nicely on to the hole when playing it during the 

evening.” 

 Needless to say, Kristian enjoys the aesthetics of the hole to a whole another extent. Niklas 

Anttila had a different approach, he told that he loves downhill holes, since they are ‘the 

coolest to execute’.  

“Around 110-130 meters downhill, thrown with a putter.”   

Niko Rättyä elaborated on the aesthetics as well. The terrain around the course should be 

enjoyable, and the hole should be aesthetic. Something to note is that Niko doesn’t see the 

length of the hole as a significant factor on whether the hole is good or not. Daniel Davidsson 

agreed with Niklas – he enjoys anything with a downhill. Elias Gripler has his favourite hole 

in Järva, Sweden. Hole 11, which is a 200 meter downhill ‘crusher hole’ where he elaborated 

that you can see the disc fly forever on that hole. Leon Sonnleitner enjoyed hole 16 in 

Konopiste. It is a long par 5, where there is a tunnel that needs to be hit off the tee, and 

afterwards it’s a full power shot in to the open. To reach the basket, there is a final shot that’s 

a technical downhill approach. Leon told that he loves this hole, since its test both distance, 

as well as accuracy, also having the aesthetic elements in check. Overall, professionals love 

to challenge themselves, but also playing on a well-maintained, beautiful course with fun 

aspects such as throwing downhill is important. 
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4.2.3. What does disc golf mean to professionals? 

When asked about ‘what has disc golf offered you’ the answers were various. Obviously for 

all of these players, it is a current career, and the sport plays a major part of their lives. Niklas 

Anttila told that disc golf has shaped his life into the one it is currently.  

“ I appreciate the friends and the element of competition and excitement that it brings to my 

life.“  

For Kristian Kuoksa, who has always been extremely sporty, and sees sports as a ‘large part 

of my identity’, when he finished soccer he now had a new sport to focus on and get better 

at.  

“Disc golf is a large part of my identity, such as sports in general.” 

Lauri Lehtinen noted that he enjoys the social aspects the most. It has been a way for him to 

spend time with his friends, as well as meeting new people in the process. He also pointed 

out that now that it is a legitimate career path, it has presented various things and 

opportunities. Niko Rättyä however pointed out that disc golf is therapeutic, a great way to 

spend time, and it has provided him with great financial opportunities – doing what he loves 

and getting paid for it. Niko also brought up that he likes that you can improve yourself 

through disc golf, spend a lot of time outdoors, and being close to nature. Elias Gripler & 

Daniel Davidsson pointed out that they love the fact that it’s a great way to see new places, 

as well as making new friends. Leon Sonnleitner had a different answer, he enjoys the peace 

of mind that disc golf gives him. He feels like he can ‘zone out’ when putting and executing 

good shots.  

4.2.4. What makes disc golf addictive among professionals? 

The sixth question was about the most addictive thing about disc golf, and the professionals 

had a similar idea towards this – seeing the improvement. Niko Rättyä told that in disc golf, 

you’re ‘never complete’ but its an everlasting process instead. Disc golf is something he 

loves doing, and he enjoys improving within a sport that is a lot of fun for him. Kristian 

Kuoksa added on by saying that when he practices and finally sees the results in practice, it 

is addictive and rewarding. He goes on to say that this would apply to any sport that people 

enjoy – the most satisfying feeling is when you try something numerous times and you 
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finally get it right. Niklas Anttila was also straightforward with this – he loves seeing the 

results of his hard work, and adds on by saying that  

“I wouldn’t do this unless I enjoyed it this much.” 

 Lauri Lehtinen also added that he enjoys seeing the results of hard work, but he was honest 

in saying that many times around, he does not feel like on working on something instead of 

playing casual rounds – but he told that deep down he knows that afterwards when you get 

the ‘job done’ it is extremely rewarding. He thinks that the most addictive thing is simply 

watching the disc fly, since it is something that no other sport can offer. He ends his answer 

by saying that he likes that there is no ‘roof’ for improvement, and you can always be better. 

As seen from these answers, you can see that all these professionals are extremely 

competitive, and driven to improve and get better at this sport. Daniel Davidsson told that 

the most addictive thing it executing a difficult and a satisfying shot shape. Elias Gripler 

elaborated that he enjoys learning new stuff, as well as seeing the improvement is the key, 

and Leon (AUS) agreed with this.  

“Seeing yourself throw shots that you couldn’t throw before is really cool.” 

4.2.5. How professionals see the growth of disc golf? 

The seventh question was on the growth and the future of disc golf. Lauri Lehtinen noted 

that Covid-19 elevated the game on to a new level, and provided a ‘stepping-stone’ for the 

sport. But he also went on to add that right now there is more money in disc golf than ever, 

and this is just going to snowball from here on. This is something that Kristian Kuoksa also 

elaborated on – he noted that Kristin Tattar (an Estonian female professional) got signed for 

500,000€ for 4 years, and deals like this are going to come by more and more as the sport 

grows exponentially. Niklas Anttila noted that the growth most likely wont be as aggressive 

compared to during pandemic times, but it will be steady when moving forward. Niko Rättyä 

went a bit more in depth on this question, adding that in no other sport, you can fly an object 

through the air with various different techniques, without the opponent trying to stop it. He 

notes that as soon as you ‘click’ with the way that discs fly, there is no going back. Niko 

notes that probably the amount of players will flatten out eventually, and he is curious to see 

how many people will stick with the sport, who will become professionals, who will stick to 

recreational and who will be fans only. Elias Gripler feels like this is just the beginning of 
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something big, since there is more and more money in disc golf involved, and this motivates 

players more and more. Leon felt like the growth will continue, and that in 5 years, 

Europeans will get similar contracts such as Paul McBeth, and the sport will become more 

and more relevant and international. 

In the later part of the interview, it was asked on how would they recommend disc golf to 

someone, who has never tried it. The answers were similar – you should try it out. Lauri 

Lehtinen told that there really is no correct words to describe all the nice things that this 

sport offers, but it is cheap and easy to try out, and you get to enjoy outdoors. Niko Rättyä 

went on to say that it is easy to pick up and try out, lots of fun, difficult to control and 

extremely regarding, when you get the ‘twist of it’. Niklas Anttila also proposed that you 

should simply try it out and see what it is all about! Kristian Kuoksa simply put that you just 

need to try it out and see if you like it or not, and Daniel Davidsson had the same exact 

answer. Elias Gripler and Leon Sonnleitner had a similar idea about this – if you enjoy time 

outside, and having fun with friends, this sport is for you!  

4.2.6. Discmania brand among professionals 

When asked about ‘when did you first hear about Discmania’, only specific professional 

players could answer this – Niko Rättyä & Niklas Anttila are sponsored by DM, and had no 

trouble answering this, and Kristian Kuoksa was a free agent during the time of the interview, 

he replied as well. Niko Rättyä told that he came across Discmania when his friend gave him 

a D-line MD1 back in 2010. Niklas Anttila and Kristian Kuoksa came across content of 

Simon Lizotte, who was the face of Discmania for years with all the various trick shots and 

YouTube content. Other professionals are sponsored by rival brands – Latitude64 and 

Prodigy Discs, and they did not want to answer Discmania-related questions, which is more 

than appropriate. 

The 10th question was brand specific – what kind of thoughts does the brand of Discmania 

evoke in you. Kristian Kuoksa told that he sees the brand as ‘clean’ and professional in 

general. Niko Rättyä pointed out that the marketing of Discmania has been a major strength 

and it separates the brand from others. Niklas Anttila told that he has always been somewhat 

passionate towards Discmania.  

“ I’ve always thrown Discmania, and always loved the brand”.  
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4.3. Amateur players 

In disc golf, amateurs and recreational players make the majority of the overall amount of 

players, and it is crucial that in the context of this thesis, answers by amateurs will be 

analyzed. This helps with gaining insight on the differences and similarities between 

different players. Especially in growing the sport, it is important to see how amateurs see 

disc golf, and what are the aspects that they truly enjoy. 

4.3.1. Getting introduced to the sport 

Many recreational players have been introduced to the sport in different ways, but it is 

noteworthy that word of mouth plays a significant role in this matter. Jere Pyykkö got 

introduced to the  sport when a couple of new courses were built in his home town, Imatra. 

Amadeus Sotiriou had a similar experience with Jere – he tried it out when a local course 

arrived in Lieksa.  

“At first, I really didn’t care about disc golf, but then I got introduced to it better via my 

friends, and really got hooked to it.” 

 Arto Ylönen told that his brother was an active player, and gave him first discs to try out 

the sport. Elmeri Noppa told that he got introduced to the sport via his father, but his 

godfather also likes disc golf and they tried it out together. Jenni Enbuska told that she lived 

in Savitaipale, and she went to try out the local course with her sons. Antti Kymäläinen had 

a similar experience with Jenni – he was looking for a hobby for his son, and he picked up 

the sport when trying it out with his son. Teija Soukkila also had a similar experience as 

Antti and Jenni; 

“We tried it out once with my son, and I have been playing ever since.” 

Anni Nuppunen had a wellbeing-day at work, and they went on to play with their coworkers. 

Their team leader had been playing for longer, and she taught the basics to begin with. After 

this, Anni Nuppunen bought her first own discs, and begun practicing with her significant 

other, and this was a mutual hobby for both. Topi Hatakka got introduced, when his parents 

bought him a starting set for disc golf, and he tried the sport out with his brother. Things 

really kicked off when Topi got introduced to the local club and the weekly competition that 

was there. Antton Mäenpää got introduced to the sport in Lauste, Turku, when one of his 
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friends showed the sport to him, since he was a professional player at the time. Antton told 

that he didn’t like it at once, and the first year he pretty much hated it. 

4.3.2. Course preferences of amateurs 

When it comes down to favourite course or recreational players, Arto Ylönen told that his 

favourite course is Mukkula DGP – a course in Lahti. Arto told that he likes the good level 

of challenge that the course brings, and there is a good variety – woods as well as open holes. 

Elmeri Noppa brought up Simpele DGP – he told that the terrain is cool, and there is a good 

variety between different holes.  

“The area (Simpele DGP) is extremely beautiful and well maintained, and difficulty-wise 

there is everything that you could wish for.” 

 Topi Hatakka also enjoys the Pro-layout of Simpele DGP the most.  

“Simpele is a bit far away, and thus I play there only a couple times per year. I really like 

the park, and the forest holes are difficult and various!” 

 Jere Pyykkö noted that out of the courses that he has played, Mellonmäki is one of his 

favourites. “You need to execute various different shapes, distance control as well as angle 

control on your shots. There is enough variety between holes, and this same thing applies in 

Vuoksenniska as well. Jenni Enbuska told that her favourite so far is Partaharju in 

Pieksämäki.  

“Partaharju is a difficult course, but there are nice and clever ideas behind each hole.” 

 Amadeus Sotiriou feels like he doesn’t have a single favourite course, but Tarinalaakso 

DGP (old layout) is the top one right now. “It offers long holes, short and technical holes in 

an enjoyable environment.”  Anni Nuppunen told that she has been already in over 100 

different courses, and she has more than just one favourite. Lapinlahti in Northern Finland 

is one of her favourites – it was not too difficult, a good variety between holes, skill and 

length-wise. She also likes Outokumpu DGP, as well as Hutsi (Kitee) a lot. These offer 

technical holes, and especially in Outokumpu the terrain and environment are enjoyable.  

“Hutsi has a good variety in holes, downhill, uphill, as well as other cool shot shapes, and 

a level of technicality involved – I like it!”  



53 

 

 

Antton Mäenpää enjoys Kippasuo the most.  

“Kippasuo is a technical, and a stunning course. There is Amateur, Professional as well as 

Kids-layouts.” 

 He enjoys courses that have good variety as well as good aesthetics. Antti Kymäläinen 

enjoys Mellonmäki, out of the courses that are located near him. He notes that this course 

demands accuracy, and it is one of the only local courses that challenge the player with 

various elevation, and you need a solid backhand as well as a forehand, in order to play well 

here. Teija Soukkila told that her absolute favourite is Vampula.  

“28 holes to play in a nice terrain. A course with variety that offers both challenge, as well 

as positive experiences.” 

4.3.3. What makes disc golf enjoyable among amateurs? 

When asked about the best thing in disc golf, Arto Ylönen told that this is the ‘best 

mindfulness’.  

“When you play, you can only focus on your play, and you need to forget the matters about 

worklife and the stress it brings.”   

Elmeri Noppa feels like the best thing is meeting new people, and getting to compete. Jere 

Pyykkö agreed with Arto – the #1 thing is to relieve stress. He told that it is easy to let go of 

stress when you pick up a disc and start playing. Jenni Enbuska feels like disc golf has 

brought her friends, more exercise and steps, nice courses, places that she wouldn’t 

otherwise visit. She adds that disc golf also brings the feelings of accomplishment, as well 

as frustration at times. Anni Nuppunen also enjoys the outdoors and moving around in 

different terrains, and since she likes trying out new courses, she has visited places that she 

wouldn’t otherwise. Amadeus Sotiriou told that disc golf was the first individual sport that 

he got totally hooked on.  

“I have always been competitive, and after 1,5 years of recreational play, I had to get a 

license and enter my first PDGA tournament.” 

 Topi Hatakka enjoys the fact that it is not hard on the body, but it is rather about the mental 

aspect. He told that “you get more and more good shots when you keep playing, and that 

really motivates to play more!” Topi also noted that it is easy to practice anytime, anywhere, 
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and he has gained a lot of new friends through disc golf. Antton Mäenpää told that disc golf 

has also brought him a lot of new friends, and it has brought a ‘spark’ to his life.  

“It keeps me fit and and I really enjoy competing against others!” 

 Antti Kymäläinen had a good and thorough answer – he talked about the overall wellbeing. 

He told that he has to sit a lot in his work, and this puts stress on his lower back. Disc golf 

is a good “medicine” for this, since there is lots of walking involved, as well as rotational 

movement for the back. He adds that since he is now doing voluntary work for the course, 

he can already see positive changes in his body. On top of this, he has met a great amount of 

new people and friends along the way.  

“I have to admit that I am surprised that since I picked the sport after turning forty years 

old, I can still compete with younger, win competitions, and bring up my PDGA-rating up 

to 949 points. Not too bad for someone, who can play in grand masters soon!” 

Teija Soukkila is also a TD (tournament director), and she told that she enjoys coming up 

with competitions, as well as playing herself. It is a combination of many things. 

“You automatically get a lot of new friends and exercise quite much, without even noticing 

it. Even when the weather is bad, I enjoy playing.” 

Recreational players are individuals, and the skill levels vary a lot. What was noteworthy, is 

the fact that many recreational players enjoy technical holes. Favourite holes for Arto Ylönen 

are all the technical holes, that he can reach with a stable fairway driver, length of 90-100 

meters. He points out that they can be really narrow and technical, and he doesn’t mind. 

Antton Mäenpää had a similar answer with Arto – he enjoys holes that are around 100-110 

meters long, where you can run the basket for an ace. He also adds, that long par 5s are cool, 

since you really get to throw far. Elmeri Noppa had a different answer, he feels like all the 

downhill holes are cool to play, as well as technical holes. He enjoys the fact that you can 

watch the disc fly, and you can get great footage out of it as well. Technical holes are 

challenging, and you need to execute various different shots. Jere Pyykkö has been playing 

for longer, and had a similar answer as many professionals – the longer holes that are par 4s 

are his favourite. He likes the fact that the first shot has to land in a specific area in order to 

attack the hole. There are also good par 3s, the ones that demand a specific shot, but the 

fairway cannot be too narrow. Jenni Enbuska told that since she doesn’t throw far, she likes 

the technical holes more than the long ones. She likes throwing downhill, and any holes with 
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rocky terrain are intriguing, as well as short touchy holes. Amadeus Sotiriou enjoys the hole 

#12 in Puijo DGP, Kuopio. He notes that its an example of a hole that should be simple and 

straightforward, but it is not.  

“You get to throw far, but if there is any wind, it makes it a lot more difficult. The upshot 

should land within a specific area, and the environment on this hole is great.” 

 Anni Nuppunen’s favourite hole would be around 80 meters, that hooks to the left a bit. 

“This would match my skill level, and with a good shot I would reach the basket. During 

last summer, I also learned to enjoy uphill shots.” Topi Hatakka enjoys the hole #18 of 

Myllymäki DGP, Lappeenranta. It’s a long, 127 meter par 3, so you need to execute a good 

teeshot, but also near the basket is a fence, which makes the approach a bit more tricky. Topi 

enjoys the difficulty of the hole. Antti Kymäläinen notes that he likes the holes that separate 

the players.  

“Holes where you have to play along the fairway, and holes where you have to be accurate. 

It doesn’t really matter if the shot is 50 or 100 meters, but on a good hole, but on a good 

hole you need to execute two good shots in a row. There can be elevation, and shules can be 

shules (a thick foliage next to fairway).”  

Antti points out the hole #1 in Kaihu, Mikkeli to be one of his favourite holes.Teija Soukkila 

told that her favourite holes are shorther holes,  that are not straight.  

“I really enjoy all types of holes. The harder the hole is, the better it feels to execute the shot 

well.” 

About the most addictive thing in disc golf, Arto Ylönen told that the flight of the disc is 

intriguing – from shot to another, and from round to another. It is something that no other 

sports can offer. Elmeri Noppa simply put that no round is perfect, and there is always more 

room for improvement. Amadeus Sotiriou had a similar feeling as Elmeri – improvement is 

the most addictive element.  

“You can always set goals for yourself, and chase them forever. When I reach a goal, I set 

another and so on, it never stops.” 

 Jere Pyykkö elaborated on this, he likes the fact that he can always become a better player. 

He told that sometimes he just plays a round with a specific theme, such as playing with 

putters only, forehand only etc. On top of this, he enjoys the exercise aspect, as well as the 
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ability to relieve stress with playing. Jenni Enbuska had a different answer – she loves to go 

for a swim and have a cold long drink after a round, but she also added that the feeling of 

executing the shots is also something that she likes. Anni Nuppunen also added that she 

loves the small accomplishments she gets when playing, as well as spending time outdoors. 

She also likes the social aspect. 

“This sport is easy to play with a group, even when the players have a different skill level.” 

 She also added that she likes the “course tourism” aspect – you can plan vacation based on 

which kind of courses you want to visit. This made her visit northern courses as well as 

Mariehamn. Topi Hatakka had a simple answer – he loves acing holes, and that is the most 

addicting thing. Antton Mäenpää felt like the most addictive thing in disc golf is good 

company, staying outdoors, and simply having fun.  

“It’s awesome to go out with friends, enjoy nature, and drink a few cold ones with no quilt 

about it. Challenging yourself and seeing the progress is also one of the more intriguing 

things in disc golf!”  

Antti Kymäläinen told that the most addictive aspect is executing the shots better and better, 

and seeing the progress. He always tracks his rounds on Udisc, so that he can see the progress 

in numbers.  

“My first round in Karhumäki DGP was +23, and the best one so far is -13, shot in 

13.7.2021. I’ve always fathomed, how good could I be, if I started playing as a junior.” 

Teija Soukkila notes that the will to play each day is so high, that she just simply goes out 

to play. She adds that no matter how bad the day might be, it is easy to let go of stress during 

a round of disc golf. 

4.3.4. How amateurs see the future of disc golf  

On the growth of disc golf, Arto Ylönen feels like the number of players will increase in the 

future – not as exponentially as during the pandemic, but the growth will be steady. Elmeri 

Noppa agrees with Arto, and adds that the awareness around the sport will increase and more 

money will be invested towards courses internationally. Topi Hatakka adds that there might 

be a slight decrease in players during the near future, but in the long run, he feels like the 

sport will grow.  



57 

 

 

“The salaries of professionals are rising rapidly, as well as the price pools in competition, 

which is a great thing for the sport.” 

Jere Pyykkö also agreed that the growth will flatten out, and sports such as Padel will gain 

more attention in the future. He told that “the sport is easily approachable, not expensive, 

and since younger players keep playing well, more and more people will find the sport.” 

Jenni Enbuska felt like the growth will continue.  

“I think anyone can pick up the sport, regardless of your age and skill level.”  

Amadeus Sotiriou hopes that the growth will continue, and told that he dreams of the sport 

to grow massively in central/southern Europe. Thus there would be to way to play the sport 

on different holiday locations – right now Mijas in Spain is the only simple choice in Europe. 

Anni Nuppunen also felt like the growth won’t remain as aggressive, but she feels like many 

people who picked up the sport during the pandemic, will stick with it afterwards.  Antton 

Mäenpää felt like the sport will grow up to 200% since 2025, if not more. He also brought 

up that the pandemic brought in a lot of new players – also them who don’t let quicker pools 

pass through and don’t know the etiquette. He is hopeful that more and more people will 

find the sport in the future. Teija Soukkila also felt like the growth will continue, but slightly 

slower than during the pandemic. 

Antti Kymäläinen also felt like the growth will remain steady – new courses will pop up, 

which will bring more and more players to the sport. He doesn’t think it will be as 

exponential, since people can go back to their original sports. Antti also points out that there 

is more and more PDGA-players in Finland (competitive), and this brings a lot more 

professionals in the future. The practice facilities are great, except in the winter.  

“Disc golf has a low barrier to enter, and you can try it out just by borrowing a couple discs 

from a friend.” 

When asking about how to recommend disc golf to someone new, there was a wide scale of 

different answers between recreational players. Something that was similar in answers, was 

the fact that most people feel like trying out the sport is the way to go. Jere Pyykkö told that 

if someone asks him about disc golf, theres a variety of aspects that he would mention. He 

told that he would propose to play first rounds with someone who has played for longer, 

which helps with understanding the game better. Also he would mention the fact that its not 

expensive to pick up, and most people should give it a go. Jere Pyykkö would most likely 
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also briefly tell about the rules and the etiquette when introducing the sport. Arto Ylönen 

told that if you want a sport where you can enjoy outdoors, as well as peace of mind, you 

should give disc golf a shot. Elmeri Noppa told that if you want to exercise and spend time 

outdoors, you should try disc golf. Jenni Enbuska told that it’s a great way to exercise, it is 

fun, and there is a level of humour always involved – it’s a social sport! She likes that people 

around the sport are encouraging, and everyone fits in. Amadeus Sotiriou noted that it 

doesn’t matter which aspect you enjoy the most – this sport has something for everyone, 

being social, hanging out with friends, enjoying outdoors, as well as competitive play. Anni 

Nuppunen noted that this is a sport that you should simply try out.  

“ Before going out, you should try out some shots and technique on a field with a friend to 

get a catch of it quicker. Different discs have different abilities, and it would be good to 

begin with putters and midranges. “  

She notes that this is a sport that takes you outside and exercising, and it’s a fun thing to do 

in a group. Topi Hatakka notes that he would simply ask to join him for a casual round of 

disc golf, it’s good that you get to try it out for yourself. He also adds that he would show 

some basics around the sport – how to throw and which kind of discs to select. Antton 

Mäenpää would tell some entry level tips on how to get started with disc golf, based on his 

personal experiences. He would also advise to join a local club, and show some basics on 

how disc golf works. Antti Kymäläinen would express how good of a exercise method it is, 

it is simple, innexpensive, and you can fit your training within any kind of schedule you 

have. It is fit for all ages, and this should be taken into consideration, when coming up with 

new course designs.  

“Nowadays, advanced courses are built, rather than entry level courses, but elderly and 

those with disabilities, should also be considered, when designing new courses.” 

Teija Soukkila also had a simple suggestion when it came down to giving the sport a shot: 

“Just try it out, enjoy outdoors and good company around the sport. The scores don’t matter 

when you begin playing.” 
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4.3.5. Discmania brand among amateurs 

Question 9 was based on how and when people first heard about Discmania. Arto Ylönen 

heard about Discmania, was back in 2014, when he was gifted a Discmania starter set. Jere 

Pyykkö had a similar experience, his first discs were the starter set by Discmania, back in 

2010. Elmeri Noppa heard about Discmania for the first time around 2,5 years ago, when he 

started paying more attention towards discs. Jenni Enbuska heard about Discmania six years 

ago, back in 2016. Amadeus Sotiriou heard about Discmania when he picked up the sport 

more actively, back in 2015. Anni Nuppunen noticed Discmania just by looking at one of 

her discs, that was from Discmania. Topi Hatakka heard about the brand for the first time 

when he began playing, back in 2018.  

“It’s a finnish brand, and anywhere where discs were being sold, there was Discmania discs 

available. You couldn’t miss Discmania discs.”  

Antton Mäenpää heard about Discmania, when he first tried out the sport, and back in the 

day he only used discs by Discmania. However, he noticed that when the hype around the 

brand grew, discs got stolen from the middle of the fairway. He still enjoys the old Discmania 

discs, he just simply told that he doesn’t want to use them anymore. Antti Kymäläinen heard 

about Discmania, when he picked up the sport, and tried out virtually all manufacturers.  

“At the time, Innova had a large manufacturer status, and all the others we’re the smaller 

competitors.” 

Teija Soukkila added that she heard about Discmania years ago, and when she begun 

playing, most of her discs were manufactured by Discmania. 

When asked about the thoughts that Discmania brings up to mind, it seemed like there was 

a level of controversy within the answers. Most agreed, that the brand is strong, youthful, 

and going forward, but many brought up to attention the problems behind the brand, such as 

reselling discs. Arto Ylönen told that the brand for him represents high quality, being finnish, 

and the brand is youthful compared to many others, such as Innova and Discraft. Arto also 

states that it is a good position to be a contender. Elmeri Noppa agreed with Arto that it is 

great that it is a finnish brand, and it is going international. Elmeri adds that the brand creates 

great awareness around the sport with all the content and visibility they produce. Jere Pyykkö 

felt like Discmania-business is somewhat like the “Apple of disc golf”.  
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“Discmania is the Apple of disc golf.” 

He felt like there are too many specialty disc drops. This generates some unwanted aspects, 

such as reselling discs, and stealing lost discs. He notes that this is not the fault of the 

marketing efforts of Discmania, and this would happen with any items that have a level of 

“hype” around them. He adds that other manufacturers have the same problem, but 

Discmania has had good product quality so far, and he appreciates the efforts that Discmania 

has done in taking the sport forward. Interestingly enough, Amadeus Sotiriou also sees 

Discmania as the Apple of disc golf, and that he has used this term before Meresmaa 

mentioned this term in the interview by Kauppalehti.  

“Jussi is a marketing professional to the highest degree, and has been able to build a really 

strong and sought-after brand.”  

Antton Mäenpää adds to this, he feels like the brand is extremely strong, and the advertising 

efforts work wonders. He hopes that the “scalping” reputation vanishes in the future, and 

people begin buying the discs in order to use them, instead of reselling them.  

“My friend plays in Team Discmania, and he always has my full support.” 

Jenni Enbuska noted that there is not a relevant disc from Discmania for women, who throw 

forehand only, something that they should come up with in the future. Anni Nuppunen notes 

that she is not that involved with the brand, but the Neo-plastic discs feel good in the hand, 

and Origin is one of her favourite discs as of now. She adds that it has to be pink! Topi 

Hatakka doesn’t really think about the brands in disc golf, he just focuses on playing. But he 

elaborated that Discmania has a ‘good brand image’, the discs are high quality, they’re fit 

for all skill levels, and there is a good variety in different discs. However, Topi adds that 

personally he doesn’t appreciate the brand of Discmania that much, since the focus tends to 

be on producing special discs, and people buy discs with the sole focus on ‘hustling’ and 

reselling the discs forward.  

“It’s good that Discmania has done something about this, and they are able to produce more 

discs, so that the discs would remain in stock and easily accessible.”  

Teija Soukkila described Discmania in this manner: 

“For me Discmania represents trustworthy and quality. A wide variety of discs for players 

of all skill levels.” 
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Antti Kymäläinen had controversial thoughts about Discmania brand. He currently only 

throws Trilogy-discs, and is a part of Team Trilogy as well.  

“It makes things easier, when it is a limited supply, and Trilogy has the discs to fit every 

situation.”  

Antti told that he is well aware of Discmania discs, since his wife throws their plastic. He 

sees the brand strongly behind the Crush Boys (Simon Lizotte & Eagle McMahon), and that 

is pretty much it. 

“Discmania does not really promote female players, or really anyone else, who are not part 

of the core brand. It has been extremely difficult to get your hands on DM discs, and people 

reselling discs is a problem that increases the prices to a level that is unreasonable. Even 

though Discmania has some great discs, I can’t see myself throwing Discmania, for the 

reasons mentioned earlier.” 

4.4. Differences between amateurs and professionals 

Many of the amateurs also enjoy par 4s, when it matches their skill level well. Amateurs 

enjoy holes in a similar fashion as professionals – there has to be a good level of challenge, 

and technicality of the holes was brought up to attention in many answers in both amateur, 

as well as professional players. It all comes down to a personal preference. To conclude, 

professionals enjoy the challenging aspects of the sport, whereas amateurs tend to enjoy the 

social aspects more than the competitiveness. Difficulty in terms of length, elevation, and 

overcoming obstacles is a major thing within professionals. Lengthy holes tend to be popular 

among pro-players, since it brings an element of strategy, and it challenges the mental 

aspects. There we’re some amateurs that enjoy playing difficult holes, but since the skill 

level is lower among amateurs, they enjoy holes that they can reach with a more basic shot, 

whereas professionals enjoy much more demanding holes, that challenge them. However, 

both amateurs, and professionals like playing par 4s and par 4s. Nevertheless, the challenge 

of the hole is dependent on the skill level of the player. The sense of accomplishment is 

something that course design should aim towards – what is a hole that the player can reach 

with a good shot, but is not too easy? It is all about finding the correct difficulty that fits the 

course well. Amateurs like to challenge themselves as well as professionals. 
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4.5. Aspects in disc golf that make it popular 

In disc golf, there are many different factors, that make it popular among people. In the 

interviews, similarities could be found between different answers. Worth noting, is that no 

matter the skill level, players enjoy having a wide variety in holes. When a course has 

downhill, uphill, technical shots, tight gaps, as well as open fairways, players enjoy the 

courses more. Even amateurs like to play holes, that they may not exceed in, but it presents 

a challenging aspect to the sport, something to work towards. Below is a figure, that 

demonstrates some of the key aspects in disc golf that people enjoy. 

 

Figure 7 – Aspects of enjoying disc golf 

 

“ A dream hole would be long, it would have a nice grass fairway. A par 5 where you have 

to drive far, you need to control your shots, as well as some elevation. In a dream world, 

there would be a lake right next to the hole.” 
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“ A hole I enjoy the most is around 80 meters, hooking a bit to the left. This is something 

that I can currently reach with a good shot, and I enjoy holes that are difficult enough that 

I need a good shot in order to birdie!” 

Many interviewees also brought up that they really like throwing downhill holes, since it is 

something that you don’t get to do in any other sport. 

“My favourite holes are downhill, since they are just the coolest to throw. 110-130 meters 

with a putter is so much fun.” 

“Anything with downhill are my favourite holes.” 

 Something noteworthy was the fact that majority of the interviewees, the players regardless 

of the skill-level really noted that the aesthetics of the course play a major role in how 

enjoyable the course is. Some even planned their holidays based on which kind of disc golf 

courses are in the area that they are visiting. This would suggest that there is demand for 

“disc golf tourism.”  

“We planned our holiday last summer in a way that we can visit new courses and see what 

they are all about. All the way up north, as well as Mariehamn were both great experiences 

to see new places, as well as enjoying disc golf.” 

“The Beast in Nokia is such a great course. It requires all the shots you can think of, and it 

is extremely aesthetic, which is important to me with courses.” 

“Simpele is really cool! Playing in a park is always fun, and the variety between holes is 

great. It’s fun to play in a course that looks stunning.” 

Majority of the answers also underline the fact that disc golf is a social sport, and especially 

among amateurs it is a big factor in how people find the sport in the first place. Even though 

it is an individual sport, this information should be utilized when taking the sport forward. 

Professionals also tend to be active on different social media platforms, and when they enjoy 

a course, there always is a chance that they feature it on their relevant social media channels, 

further giving good visibility to the new courses.  

Something that was somewhat interesting, many interviewees found that the most addictive 

thing in disc golf is seeing progress, and being able to execute shots that they previously 

were not able to.  
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“Executing shots that are difficult make me go back again and again for another round of 

disc golf.” 

“I use disc golf as a tool to exercise and relieve stress. I also enjoy the aspect of 

improvement, and sometimes play rounds with putters only, or with a specific theme. For 

me, disc golf is not a hobby, it’s a lifestyle. 

Even though professionals are more competitive than recreational players, amateurs also 

enjoy seeing the progress while playing the sport. Many tend to find the satisfaction in 

competing against themselves, previous scores and being able to execute shots that they 

couldn’t previously. Many also pointed out that watching the disc fly across the air is 

something that no other sport can offer. 

“For me, its all about becoming better and better. When I set myself a goal and reach it, I 

can always set a new goal, and work towards it. This is why I love disc golf.” 

“Being able to throw an actually good shot, its an unique feeling. And I personally feel that 

this applies to other sports as well, no matter if its golf, badminton, table tennis or tennis. 

When you finally get it just right, it feels amazing.” 

Noteworthy, that many recreational players also enjoy the laid back nature of the sport. It is 

a combination of various different factors, and it doesn’t always have anything to do with 

the sport itself, it is simply to tool to bring people together and have fun. 

“The most addictive thing for me is being outdoors, getting to spend time with friends and 

throw plastic around the woods. Sometimes you can knock down a couple of could ones, 

without feeling quilt about it.” 

Most interviewees felt like the sport will continue to grow even further from this point on. 

This was the overall theme around most interviews, people feel like more and more people 

will find the sport, and stick with it. Even though the pandemic brought a lot of extra players, 

it was simply a boost towards the sport. 

“I feel like Covid-19 has presented the sport with a great opportunity to move forward, and 

there is more money in disc golf already.” 
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“I don’t think the growth will be as rapid in as in the past two years, since people can return 

to their original sports. However the growth will continue, and more players will play 

PDGA-events as well.” 

In terms of how to introduce the sport to new players, virtually all players across different 

skill levels had a similar answer – you should try the sport out. Many pointed out that a flying 

disc is something that no other sport can offer, and it is hard to communicate all the nice 

aspects that this sport has. Especially amateurs brought up to attention that they like the 

social aspects of disc golf – meeting new people, spending time with your family and friends, 

as well as taking part in weeklies. What was surprising, is the fact that many amateurs enjoy 

the slight competitive aspect of the sport as well, and not only professionals. This was against 

the expectations. 

“It’s easy to pick up. In no other sport you can fly an object across the sky with various 

different ways, without the player from opposing side trying to stop you from doing so.” 

“Joining a local club works wonders, you also learn to throw correctly from the get-go.” 

Many noted that the best way to introduce the sport to people is just to simply have them 

throw discs, and try it out. Throwing discs is unique compared to many other sports. 

“This is something that you should just try out. If you think it is fun, you will find yourself 

playing in the future!” 

“There is not enough words to describe all the great things that the sport offers, and one 

should simply try it out to see what the hype is all about.” 

4.6. Discmania brand 

The most controversial answers were from brand related questions about Discmania. Most 

agreed that it is a great brand, and does a lot of things correctly, but also many brought up 

concerns regarding the brand. When it came down to brand awareness, overall the level of 

brand awareness was high in terms of Discmania. Many respondents view the brand as the 

Apple of disc golf – a strong and sought after brand. This was expected, since the brand is 

already well established in the Finnish market. Many people had crossed ways with 

Discmania by seeing content by Simon Lizotte, or simply by acquiring/getting a Discmania 

disc. This suggests that the brand image is also at a high level – people are familiar with the 
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shield stamp and can connect it with the brand itself. Also, the quality of discs was not 

brought up once in a negative manner, and the products are good. The biggest downside was 

the culture around the special releases, scalping and reselling the discs. 

“Discmania does not really promote anyone besides Crush Boys, and the attention is solely 

on them. People reselling and scalping discs raises the prices of the discs extremely high, 

and I don’t personally want to throw Discmania.” 

This is something that Discmania should take into consideration – even though the brand 

image is strong, a balance should be found where there would be no room for scalping. Also, 

some feel like Discmania is the Apple of disc golf. 

“ They have a good variety of discs for all skill levels, but during the past two years I have 

not liked the actions as much. Every disc release is considered “special” and people buy 

these in bulk just in order to resell them and make extra money. I wish they manufactured 

more stock discs, in order to meet the demand.” 

“I feel like Discmania has become the Apple of disc golf. It is a great situation for the 

company, that the discs literally fly off the shelves, but people have begun stealing discs right 

off the courses. Anyhow, this can be seen with other brands as well, but the discs that 

Discmania produces are high quality.” 

Some interviewees also had nothing bad to say about the brand, and only brand they throw 

was Discmania. People didn’t really have anything bad to say about the overall quality of 

the discs or the products, and that the problems really originated from other things. 

“High-quality discs, a domestic brand, a lot more youthful compared to companies like 

Innova and Discraft. It’s a good position to be as a contender.” 

“An finnish entrepreneur, who does does great job internationally. The company brings 

great awareness to the sport across the world!” 

On supply and demand, many people felt like Discmania is coming up with too many special 

releases, and this makes people trying to resell discs in order to make money – instead they 

would like to see a better variety in terms of regular ‘stock’ discs available. It was 

noteworthy, that many people brought up scalping and the resell culture in the interviews. 

Even though the brand is strong and sought after, the number of specialty drops should be 

looked at, considering the balance between specialties and stock discs. Right now the 
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scalping culture is strong, and many people buy the discs, with the sole purpose of trying to 

make more money for themselves. 

“I still love Discmania discs, but I don’t want to support the reselling culture, and I throw 

other brands only.” 

When asking about how and when people got introduced to Discmania discs, there were 

various different answers. Many had simply got their hands on the discs, some had seen 

some YouTube content by Simon Lizotte. 

“ I heard about it right when I picked up disc golf, I came across Simon Lizotte on Youtube. 

I’ve always liked the brand and thrown their discs.” 

“ I picked up a Neo Origin from a store, since it felt good in my hand. Now it is one of my 

favourite discs!” 

“First time I came across Discmania was when I first started playing. I used to throw only 

Discmania discs, but I feel like the older plastic was higher quality, and now I carry a mixed 

bag. I would like to still throw old Discmania discs, but they are simply too expensive to use 

nowadays.” 

In a general level, within the interviews the brand awareness of Discmania is already high, 

and most people had come across the brand right when they’ve first picked up disc golf. The 

brand can be considered to be controversial, and it seems like everyone has an opinion about 

the brand. 

 

4.7. General theme of the interviews 

Deep down, most disc golfers enjoy the same things – being social, enjoying outdoors, being 

able to challenge yourself, exercising. Professionals simply emphasize more on the 

competitive side, but there are a great deal of similarities. Majority of players are 

recreational, and especially when targeting new markets, these elements should be taken into 

consideration when designing new courses.  

Obviously you cannot please everyone, but based on these findings, aesthetics and having 

fun should be the number one priority when coming up with a new disc golf course. 
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Elevation, technicality, a solid level of difficulty, and a good variety between holes. Based 

on the research, people enjoy playing different shapes, lengths, and seeing different terrain 

and sceneries on courses, and this applies to both professional as well as recreational players.  

When selecting a new area for a course, which would drive the most awareness around the 

sport, aesthetics should be a major aspect. Disc golf is a sport where you can design a course 

virtually anywhere – high in the mountains, by a lake, by a river, deep in the woods, or 

anything in between. A good course can do marketing for itself, where people play it, and 

post about it on social media. This has been noted in projects such as Kippasuo. People come 

all across the country, just to play the course, and post about it on social media. In today’s 

world, people seem to capture their feelings and emotions with social media content. When 

a hole has a nice scenery, people are more likely capture it, and spread positive word of 

mouth out of their experience on social media. Especially in Europe, there are limitless 

opportunities when designing new courses. As found in the interviews, there is an element 

in disc golf tourism, and combining astounding towns and cities with nice disc golf parks is 

a great match. It is impossible to come up with a course design that serves everyone, but it 

is possible to design a course that both amateurs, as well as advanced players can enjoy 

playing.  

5. Discussion and conclusions 

The aim of this study was to extend current knowledge on how can companies enter new 

markets and generate a higher level of brand awareness in these newer markets. This chapter 

discusses the findings going through the research questions one at a time. Also, the 

interviews inspected the aspects that players enjoy around this trendy sport. This presents a 

good overall perspective with theory behind successful brand awareness, but also data on 

the things that players enjoy around the sport, which can be utilized when coming up with 

marketing efforts in new markets. This data can be further used, when Discmania is growing 

their brand further. 

In this chapter, the findings are first discussed by going through research questions. Using 

theory driven content analysis, the findings of the study will be connected to the literature 

that has been presented in chapter 2, so that the best possible answers regarding the research 

questions can be given. After this, final conclusions of the study will be presented. 
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Conclusions are followed by discussion of theoretical contributions and managerial 

implications. At last, the directions of future research are suggested, and the limitations 

regarding this research are addressed. 

5.1. Discussion 

The findings in literature suggest that social media is an extremely important tool in order to 

gain modern brand awareness, especially on channels that present the ability to engage with 

consumers, and presenting video content, such as TikTok and Instagram. Based on the 

interviews, people find disc golf as a relaxing, fun and a social sport, that will grow in the 

future even further. On top of this, the current brand of Discmania was considered as strong, 

many referring to it as the ‘Apple of disc golf’. 

This subchapter discussed how the empirical findings of the study support the literature 

presented in the second chapter. This subchapter also presents possible new findings that 

this study has been able to create. Each question will be discussed in their own subchapter, 

starting with the main research question, being followed by the two sub research questions. 

5.1.1. Generating relevant content 

The main research question of the study was:  

Q1: “How can brand awareness be increased in new markets?” 

Based on the findings in literature, SMEs such as Discmania should focus on generating 

high-quality content on social media, that further improves brand awareness, and consumer 

engagement. Such as many authors discussed, the best content is CGC – consumer generated 

content. This breaches the gap between an enterprise and a single consumer, making the 

brand relationship more personal. Social media presence itself is not that valuable, but rather 

the interaction between the brand and the consumer was found extremely important. Studies 

by Rrustemi & Baca (2021) found that consumers watch an average of 3-8 seconds per video, 

and short videos are a modern way of marketing. Research by Kim (2014) found that Twitter 

is a great platform for companies to engage more with their customers, and increase the 

eWOM – electronic word of mouth. Based on the research by Rahman (2021) marketers 

should apply both online and offline advertising in order to increase brand awareness, and 

research by Rubio (2014) found that the more that was invested in brand awareness, the 
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better results there were when trying to sell their own SBs (store brands), which is supported 

by findings of Shahid (2017). He notes that consumers prefer to buy a brand they know well, 

and a consumer is always hesitant of buying new products. 

This is the future of social media, and based on the literature findings, SMEs should be active 

in adapting new social media strategies. The strength of Discmania is within the strong brand 

– the discs are becoming highly collectible, and lots of the popular releases sell out in 

minutes. Whereas in the 90s kids exchanged Pokémon cards, nowadays kids exchange 

frisbees with each other. The biggest competitors as of now are Innova Disc Golf, Discraft, 

Prodigy, and Dynamic Discs.   

This is something Discmania could do while posting content on social media – who are the 

people behind the brand, what are the stories behind the different disc molds, what is 

happening behind the scenes?  Options are limitless, and the success of current professionals 

such as Simon Lizotte and Eagle McMahon on YouTube draw a lot of attention around the 

brand  and the sport. It is no coincidence that their tour series discs sell the most, and people 

want to be just like them. Based on the findings, a level of storytelling should be always 

included in Discmania’s operations, whether its building new courses, coming up with 

tournament coverage or selling discs. In terms of Discmania, it makes no sense to keep 

spamming news about new DiscGolfParks, but rather do it more organically, telling a story 

through the content posted. Who are the people behind the course, what is the history, will 

there be competition held here, what is the culture. The options are limitless, but the content 

has to be good, in order to keep consumers engaged.  Research by Molinillo (2017) noted 

that being overly active on social media decreases the level of sincerity and can damage the 

brand. Research by Gamboa & Goncalves (2014) also adds that SMEs need to be quick and 

thorough in addressing questions by fans and customers. Customer satisfaction results from 

the fulfilment of created expectations, frequent interaction and a dynamic presence is vital 

for a brand to be successful on social media.   

5.1.2. Gaining brand awareness in new markets 

As presented in the beginning of the thesis, one of the goals was to find relevant information 

on how can SMEs such as Discmania enter new markets. The second research question was: 

Q2: “How do SMEs increase brand awareness in new markets?” 
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 As expected, there was not really a set solution on what a company should always do. 

Literature suggested that the new market should be selected carefully, and screened whether 

it makes sense to enter or not. Uppsala strategy is a good option for many companies, since 

they already have a solid level of knowledge on their home market. (Hollensen, 2012) 

Research found that SMEs increase brand awareness in new markets in various ways. Based 

on the research, driving word of mouth, and consumer generated content were valuable for 

most SMEs. Most times around, marketing efforts are needed, in order to create any 

awareness. Effective methods were online as well as offline marketing, social media 

presence, as well as influencer marketing. It was relevant to see the market that the SME is 

operating in, and knowing their audience well. Most successful SMEs had utilized strong 

social media campaigns, helping them grow into international brands. Interviews found out 

that many people found the sport and brand via word of mouth, and SMEs need to be able 

to generate WOM/eWOM in order to make the brand grow. Literature found that there is no 

secret recipe to always succeed in market entry, but rather suggested that SMEs need to listen 

to their customers, be active in terms of marketing and look out for local opportunities when 

entering markets. When SMEs have a good level of knowledge of their new customer base, 

they are much more likely to succeed in that specific market. 

When comparing to Padel, the situation is highly similar. The sport is new, and is growing 

rapidly. Actions that Padel took in order to grow in Finland were quite simple – they made 

sure that the sport is forced to be notified, by placing a court into an area where people pass 

by. People don’t know what the court is for, but it drove interest, and people begun 

contacting the owners of the court, and wanted a similar court to their own cities and areas. 

This could directly be utilized by Discmania – baskets and courses could be installed into 

areas in Europe, where a great amount of people pass by. This drives interest, and as time 

goes by, people find the sport. Interviews also showed, that when people get the opportunity 

to try out the sport, it is likely that they keep playing it. When entering new markets, 

Discmania should focus on gaining interest around the sport. Raising brand awareness 

online, on strong markets help when going to new areas. Taking into consideration on what 

are the aspects that disc golfers truly enjoy, in order to design courses in a right manner. The 

sport has to be easily accessible for people, and creating a strong online presence, signing 

international players, and collaborating with local clubs is helpful for Discmania. 
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Also, found in literature, there are several success stories when it came down to influencer 

marketing. Also in the interviews, it was found that many had found the sport through disc 

golf influencers, such as Simon Lizotte. This can help when entering a new market. Picking 

up a local influencer drives interest in social media, makes the sport more relatable and it is 

effective in reaching the specific demographic. Empirical findings brought to attention that 

the perks of disc golf are simple – people enjoy time outdoors, like watching the discs fly, 

and they enjoy the fact that it is so easy to pick up, since you only need a single disc. This is 

not the case for many other sports. Literature also found that when a company engages with 

their customers, addresses feedback, and comes up with social media campaigns such as 

raffles and competitions, the brand image becomes positive, which drives positive word of 

mouth as well as overall brand awareness. So the overall solution is a mix of physical 

presence, social media presence, as well as engagement. All these actions aim towards 

generating positive word of mouth, which leads to the sport, as well as the brand growing. 

And ultimately, this is what the case company wants. 

 

Figure 8 - Building brand awareness 
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5.1.3. Utilizing social media in growth 

The final research question was: 

“How do SMEs use social media to increase brand awareness?” 

Research found that modern SMEs select their social media platforms based on their 

customer base. However, the fastest growing channels are TikTok & YouTube, and presence 

on these platforms is valuable. Research found that consumers watch videos on average for 

3 to 8 seconds, and thus platforms like TikTok are fit for this. Short videos can be produced 

on platforms such as Instagram as well. Research found that Twitter was effective in gaining 

positive electronic WOM. Twitter is effective in engaging your customers, while you can 

easily retweet or share the thoughts of other individuals. Some SMEs such as Daniel 

Wellington have had tremendous success with using influencer marketing into a wide extent. 

They had a clear strategy, and we’re able to make it as a brand symbol among Nordic youth. 

However, research suggests that there is no “set it and forget it” type of solution in increasing 

brand awareness, but rather the company has to remain active when going forward, 

constantly developing and testing their marketing actions. Social media presents endless 

opportunities, it can be a tool to engage with customers, addressing feedback, and telling 

stories behind the brand. The quality of content is highly relevant, and SMEs should aim for 

quality over quantity. Helme-Guizon & Magnoni (2019) brought up to attention that 

engagement data provided by a platform like Facebook  is based only on fan actions like 

clicks, comments, shares, and there are other ways to measure engagement data as well. The 

value of the interaction has to be looked as a whole, instead of just a simple click or time 

spent on a website. Having a presence in all different social media platforms is not needed, 

but rather focusing on the most relevant content and telling stories behind the brand is a good 

strategy for the brand. Many players are intrigued by the way the disc flies, and displaying 

this with dynamic video content makes a lot of sense in this context. 
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Figure 9 - Brand awareness methods 

It was found in literature, that the most important thing in order to increase brand awareness, 

is to have a solid social media presence, with the aim of increasing engagement with the 

consumers. Interviews also noted that many people like the brand and social media presence 

of Discmania, seeing it as a youthful and a modern company. Bruhn (2012) suggested that 

SMEs should  recognize the need of engaging in social media and carefully come up with a 

strategy with the engagement. Social media presents opportunities to listen to consumers, 

engage with them, as well as influence their conversations. Social media should be a 

significant part of a modern marketing mix. Research found that consumer-generated content 

is the most significant, and the aim of the company should be in this field. Having a presence 

on the modern social-media sites such as TikTok, Twitter, Instagram is crucial, and the 

people need to feel like they’re involved in the brand. Offline marketing is still relevant, but 

based on the research, when entering new markets, social media marketing is the path to 

choose. Online marketing is also more cost-efficient that offline marketing.  

5.2. Conclusions 

As the topic was assigned by Discmania Europe, most conclusions are presented focusing 

on this organization. The empirical findings show that the brand is strong, and literature 

suggests that utilizing social media to the maximum degree would be great options for 

Discmania. Discmania is in a good position in Europe, they can be considered as a local, 

high quality brand, and the business is thriving in the main markets. Enhancing the things 
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they already do, by introducing more engagement with social media will help the brand grow 

in new markets. What is interesting, is that brand awareness grows organically, and most 

times around, the customers are responsible for the direction that where the brand goes. 

Encouraging customers to being active in social media is something that both the literature, 

and the interviews suggest. When people are throwing Discmania-plastic, it should be 

rewarded by engagement in social media. When people are playing in a course designed by 

Discmania, it should also be addressed in social media, further making the sport more visible 

to a larger audience. 

Second, word of mouth is a significant part of gaining a high level of brand awareness. When 

people find out about the brand, it is crucial that positive word of mouth is spread around, 

and everything does not rely only on marketing actions. Consumers generating content helps 

SMEs grow, and the brand awareness keeps rising. Consumers should be encouraged in 

order to post about the brand and the sport, further helping the sport to grow. Empirical 

findings displayed that the aspects that people enjoy in disc golf are extremely down to earth 

– beautiful courses, ability to spend time outdoors with friends, having an easy way of 

exercising.  This should be combined with storytelling in social media, in order to get good 

results out of social media presence. 

Third, when entering new markets, working with other brands is also an option, especially 

when the new market is not well known. In terms of Discmania, local communities, sports 

retailers can be extremely helpful when trying to gain the initial brand awareness. Based on 

the empirical findings on the interviews, people find the brand when they simply get to try 

out the sport, and someone hands them a disc. Interviews found that disc golf clubs play a 

major role in organizing events, building courses and introducing sport to new players. Thus, 

this should not be looked over when going overseas into new markets. 

 

5.3. Theoretical contributions 

As one of the goals, this study was able to make a level of theoretical contributions to the 

understanding of creating brand awareness within new markets – especially in the sports 

industry. Some of the findings we’re already supported by the existing literature, but some 
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also added to the literature, pointing out new things to consider when trying to generate more 

and better brand awareness. 

Keller defined brand awareness as a “personal meaning about a brand stored in consumer 

memory, that is, all descriptive and evaluative brand relative information.” This basically 

means that how easily the brand will come to mind of the consumer. (Keller, 2003) Huang 

& Sarigöllu (2012) noted that research on brand awareness is still scarce, and there is still a 

lot to study and research. Rossiter (2014) defined brand awareness as the buyers ability to 

identify the brand in sufficient detail to make a purchase, and states that brand awareness is 

necessary precursor to brand attitude.  The findings in this research support this – when 

asking about Discmania brand in the interviews, many people were able to recall the brand, 

and all had some kind of opinion of it to begin with. Some saw it as a domestic, strong brand, 

others as the Apple of disc golf.  

In previous research, it was found that consumer-generated content was effective way of 

gaining a strong brand image and a high level of brand awareness. The findings by Heggde 

& Sheinesh (2018) suggested that users generate the best content for SMEs and drive 

interactions, which supports the findings by Dedeoglu (2020), Parida & Prasanna (2021), 

Barreda (2015) and others. This was supported in the empirical findings, when many 

interviews noted out, that the interviewees had come across Discmania through YouTube 

content by Simon Lizotte. The findings support the previous literature, consumer-generated 

content is extremely important. 

Findings by Rahman (2021) noted that marketers should apply both online and offline 

advertising in order to increase brand awareness, and research by Rubio (2014) found that 

the more that was invested in brand awareness, the better results there were when trying to 

sell their own SBs (store brands), which is supported by findings of Shahid (2017). He notes 

that consumers prefer to buy a brand they know well, and a consumer is always hesitant of 

buying new products. Towards this understanding, a new theoretical contribution that was 

not found in literature, was that the aesthetics and offline presence of  the product have an 

significant impact on creating brand awareness. This was noted when looking at arrival of 

Padel in Finland – the court was placed in a high-traffic area, and when people saw the neat 

looking court, it drove an additional level of brand awareness. Even though this is not a direct 

marketing action, it is a good finding towards gaining brand awareness within the sport 

industry.  
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Another finding in the interviews, was that the brand can be discovered through offline 

environment. Many interviewees came across the brand by simply seeing the discs on the 

shelves of the store, or getting a starter-set produced by Discmania. It is noteworthy, that 

even though literature suggests WOM & eWOM as primary sources to find out about a 

brand, there are levels to this. Mixing offline & online environments was supported by this 

study, as well as findings by Rahman (2021).  

In conclusion, the previous findings on creating brand awareness were supported well in the 

study, and there was no set it and forget it-type of solution to take over marketing actions. 

This study widens the existing knowledge in increasing brand awareness, focusing on the 

disc golf market.  

5.4. Managerial implications 

Out of this study, managerial implications can be drawn. In terms of Discmania, increasing 

brand awareness with social media should be highly valuable in order to gain attraction 

around the sport in central Europe. This would be a good strategy for Discmania, having 

more interaction with the fans, retweeting tweets, featuring Instagram stories on their 

account, and as a whole, communicating more with the disc golf community. Discmania 

already has active accounts on social media, but a level of engagement should be added in 

order to gain more positive WOM.  

When discussing the preferred holes and course design, there should be a higher level of 

thinking behind which kind of course to design – especially when entering new markets. A 

significant finding was that people really find it relevant what kind of aesthetics a course 

offers. If the course looks good, it makes playing more enjoyable. A general impression was 

that people like holes that they can reach with a good shot, and many recreational players 

enjoy the holes that have the length of 80 to 100 meters. If a hole is closer to 120-140 meters, 

it suits an advanced player better. Many interviewees went into detail on what type of courses 

they enjoy, and majority of them mentioned waterfronts, elevation, the type of forest, and so 

forth. This also supports the role of social media, and when people enjoy playing a good 

looking course, they are more likely to post about it on social media. This is exactly what 

SMEs in this context want - consumer generated content.  
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Building new courses in central Europe should focus on the area, elevation, beautiful 

sceneries, and being focused on recreational players, to begin with. Courses in central parks, 

and areas that are easy to access would make sense. Disc golf tourism is gaining attraction, 

and when a course looks good, it can gain positive visibility with social media. People play 

the course, and post about it on social media. This is in line with the goals suggested by 

literature – consumer engagement, and positive word of mouth. The most valuable content 

for a company is consumer generated content, and disc golf tourism and social media present 

a great opportunity for this. Technical holes are also valuable – both the professionals, as 

well as recreational players enjoy playing holes that require a specific shot. A level of 

challenge is needed, in order for the player to enjoy the hole. 

Thus, Discmania should aim at getting the fun aspect of the game and spread courses out as 

much as possible. Evidence suggests that people find the sport when they simply get the 

chance to try it out, and it has to be easily accessible. When entering new markets, targeting 

central areas such as much is crucial. Such as many professionals pointed out in the 

interviews, they came across with the sport simply when a basket or a course got placed 

nearby. Even when there is no wide area to fit a full course, it would make sense to place 

baskets in local parks and near areas where a lot of people live. Research also found a great 

deal of success in social media campaigns, and these could be incorporated together. 

Encouraging people to go out, try the sport and post about it on social media as a way to 

enter a raffle or a competition. This would also improve the level of consumer engagement 

and positive brand awareness. 

Also noteworthy, many people had their first experience with the sport and the brand by 

getting a starter set from a specific brand. However, these are exclusive to sports retailers as 

of now. When a beginner-friendly course is being set up, it would also make sense to provide 

discs to rent or try for free on a new course. Obviously some people would end up stealing 

the discs, but this would lower the barrier to try out the sport even further. This is also 

something that Padel clubs do – when you book a court, you can also rent a racket for a few 

euros, but instead of having only beginner brackets, the clubs have a rack of more advanced 

rackets which anyone can try out. If they like them, they can immediately purchase it from 

the store, that is inside the same Padel club. It would take too many resources to set up 

physical stores next to small courses, but it would not be a bad idea to incorporate some type 

of infoboard on the course, which explains some basic characteristics of the discs, and you 



79 

 

 

could have a QR-code that took you directly to the Discmania Europe website. This would 

be a good way to mix the offline and online environment into one. Research has shown, that 

a good online presence is helpful also in the offline environment, and vice versa. This is an 

additional expense for the company, but it would introduce people to the sport more 

aggressively, give them the ability to try out various different discs, and order a disc that 

they immediately enjoy throwing. Right now it is up to the customer to go and purchase the 

first disc, without the ability of trying them out. This would ease the  buying process. 

Another managerial implication would be to try out influencer marketing. Based on the 

research, there are various success stories on this method. The basic concept would be to 

send out a product/products for free to selected influencers, and in exchange, they would 

post about the product on social media on Instagram. Influencers are able to reach a large 

demographic, and this would be an efficient way to spread brand awareness quickly around 

the world. Let’s say Discmania wants to expand in Poland – Polish influencers would be 

approached, and this would provide really good visibility in the wanted target market. This 

same approach could be utilized with DiscGolfPark itself. City councils could be 

approached, offering to send out a basket or a few for free, and in exchange they would set 

it up in a new location, publishing about it on social media. Even though it would be an 

additional cost to begin with, even if some of these new cities would come back later and 

purchase a full course, the cash lost would return later on, when the sport reaches new players 

and new demographics. This would also offer Discmania with first mover advantages, since 

other brands such as Latitude64 would not get there first. It would be a great situation if 

people associated Discmania with disc golf in the first place. Every basket, every disc, every 

DGP will increase brand awareness of Discmania. Something that other sports, such as Padel 

has done, is using celebrities in their influencer marketing. Athletes from other major sports 

have been seen playing Padel, and this drives the interest of the consumers towards a new, 

trendy sport. Also, as the sport grows, there is an increasing amount of disc golf influencers 

as well, and they could be approached as well. 

There is a strong implication that Discmania should come up with TikTok-account as soon 

as possible. Luckily, while this thesis is been written, the competitors don’t have a solid 

presence on this social media platform either. Discraft has two channels, @discraftdiscgolf 

and @discraftdiscs, with around 800 and 3000 followers. Latitude64 has a channel with 1400 

followers. Dynamic Discs has a good presence right now, and their @dynamicdiscs TikTok-
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account has around 12,000 followers already. Innova Discs has a solid account already, 

racking up a total of 80,000 followers on TikTok. The content produced by Innova is simple 

– reposting people who throw Innova, both pros as well as amateurs. Based on a brief 

research, their content is a good mix of entertainment, information, amateur and professional 

level players, as well as disc reviews. When looking at a competitor to benchmark, Innova 

Discs is to one to look closely, especially in terms of TikTok content.  

In terms of sales and logistics with Discmania, ocean transport should be used always, when 

it is available. Especially sending out the contents of DiscGolfPark have items that take up 

a lot of storage space and weight, it is the safest bet to fill out large cargo containers in order 

to be cost-effective. For example, a single DisCatcher target basket weighs 38 kilograms 

(83,77lbs), and a full 18-hole design would require 18 of these, and these add up to 684 kilos 

in total. The products are heavy, and a lot of shipping is based off the overall weight of the 

packages, thus making it costly to transport. Luckily, Discmania has warehouses in Sweden 

and Finland, and contents can be shipped via the Baltic sea directly to the consumers and 

retailers in Germany, saving a lot of money during the process. When the sport picks up in 

central Europe, and more and more courses demand target baskets, it would make strategical 

sense to have some kind of production facility in central Europe as well. 

When looking at growth of Padel, Discmania should focus on getting the new courses on 

highly visible areas. This is exactly what Padel did in Finland, before it absolutely blew up. 

When people simply see the new baskets and courses, it encourages them to try out the sport, 

and it creates a good buzz around the sport. Focusing on areas that have a lot of people are 

strategic when taking the sport forward. Benchmarking other successful and trendy sports is 

going to be a valuable tool for an SME like Discmania when moving forward. 

Overall, Discmania is doing a lot of good already, when comparing to the competition. Social 

media is taken seriously, and a good level of content is being posted as well. E-commerce is 

thriving since the introduction of Discmania Store Europe. When moving forward, the brand 

should consider aspects on how to make it more personal and closer with their consumers, 

driving engagement, and encouragaging users to post more and more content of the brand. 

This will lead to positive word of mouth, resulting in more sales and a higher level of overall 

brand awareness. 
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5.5. Mimicking Padel in order to grow 

One of the most successful and fastest growing sports in 2022 is Padel. It is a good 

benchmark for Discmania, since it is also a modern sport, and it has been able to grow 

quickly during the past few years. Padel was originated in 1969 by a Mexican,  Enrique 

Corcuera, who put together a squash court and elements from regular tennis, and called it 

“Paddle Corcuera”. One of his close friends, Alfonso of Hohenlohe-Langenburg tried it at 

Enrique’s home, and instantly fell in love with the sport. He took this invention to his 

homecountry, Spain, and decided to create the first two Padel courts in a Tennis club in 

Marbella, 1974. Alfonso modified the sport a bit, making it a bit more competitive. Julio 

Menditeguy, an Argentinian member of Alfonso’s tennis club in Marbella fell in love as 

well, and decided to import this new sport to Argentina.  

It took time for Padel to grow, but in the early 2000s, there were more than 500 Padel clubs 

all across Spain. In the next five years, it doubled to over 1000 Clubs. During 2005, the 

largest Padel Associations decided to establish an international championships, which was 

to be played fully in Spain, and this is how Padel Pro Tour originated. It was played within 

its original format until 2012. Since 2010, the sport has been constantly growing globally, 

and based on an article of a british newspaper “The Telegraph”, many people consider Padel 

as the fastest growing sport around the world. (Padel Academy, 2022) 

In an article by Iltalehti (2021), it is noted that Piukku Kopiloff was the one who brought 

Padel to Finland. She used to play tennis in the 70s, but in 90s she got introduced to Padel 

in Gran Canaria. After playing it for years, she decided to get one built in Kalastajatorppa, 

next to tennis courts. It took years, but finally in 2017 things took off, when she was able to 

build two courts right next to Sörnäisten Rantatie, where dozens of cars pass each day. This 

further improved the level of awareness, and people wanted to begin building their own 

courts. Kopiloff had the highest level of knowledge on how the courts should be built, and 

she kept getting calls on how to build courts all over the country. Most of the courts that are 

built now, are built after 2017. (Iltalehti, 2021) 

An article by Padelscope notes that there are several reasons why Padel has taken off 

globally, especially during the past years. First off, it’s a great way to keep fit. It is somewhat 

intense, and a person will be running around the court, swinging a racket for 40-45 minutes. 

Also, since there are walls around the court, rallies can last much longer than in a typical 
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game of tennis or badminton. A rally can last up to 50 shots back and forth over the net. The 

padel court is also significantly smaller than tennis courts, so there is not as much need to 

run around and put strain on your knees. The materials used are also different, and you don’t 

need as much momentum to hit the ball correctly, and this is more easy-going on the body.  

 

Figure 10 – Padel in numbers  

On top of this, Padel is a social sport – it is played in teams of two. It is crucial to work 

together with your teammate, communicate and match the style of play. During the breaks, 

its good to catch up with the people you’re playing with. Padel is also more affordable than 

tennis – a racket can cost 150-250€ in tennis, but Padel rackets can be bought for much less, 

even advanced rackets set you back for around 100-150€. And in markets where Padel is not 

that popular yet, court rentals are not that expensive. Clubs want to ensure people booking 

courts, so they won’t inflate the prices.   

1. Keeping fit 

2. Accessible for anyone 

3. Social sport 

4. Affordable to play 

5. Great way to unwind 

6. Competitive scene 

Table 5. Attributes of Padel 
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Padel is also a great way to unwind after a long day. People are often caught up with stress 

from work and studying, and Padel requires a fair bit of concentration and focus for minutes 

at a time when rallies go on, and this is a great way to take your mind off things. Finally, 

Padel also offers a great competitive scenes. Local clubs have open tournaments, and you 

can watch professionals online on channels like Viaplay.  

In the article written by Hashmi (2021) he notes that Padel might be the fastest growing sport 

in the world, but certainly the most rapidly growing racket sport globally. It is entering 

markets such as Europe and Latin America quickly, but also entering Middle East like UAE 

and Egypt. The largest market is still Spain, where is around 4 million people playing Padel, 

and there is around 20,000 courts. Argentina is also a large market, since it was the second 

market entered. There is around 500,000 to 2 million players currently, and the surrounding 

countries are also popular. When viewing the state of Padel right now, it seems that they 

have gone international with Uppsala strategy introduced by Hollensen (2012) – selecting 

similar market to the one you currently operate, and expanding that way. Other markets 

where the sport has gained popularity in the past years include Mexico, Uruguay, Brazil, 

India, UAE and Egypt. Hashmi (2021) points out that countries such as UK have seen growth 

in participation due to exposure via travelling and tourism. There still is lots of work in order 

to formalize the sport, but the growth is steady. The sport is active on social media, it is fun, 

simple and large online personalities promote it. No wonder it has picked up attraction in the 

past years. This is something that disc golf should pay close attention to – a rapidly growing 

modern sport, that utilizes social media as a tool in their growth. In an article by World Padel 

Insider, it is mentioned that it could very well become an Olympic sport within the next few 

years, if they can gain recognition from at least 75 different countries, currently there are 57. 

The sport is easy to learn, and it gives out the competitive element to players for experienced 

players. (Hashmi, 2021; World Padel Insider, 2020)  

 

5.6. Limitations and future research 

Creating brand awareness, and utilizing social media as a tool is still an emerging area of 

research, especially when it comes down to newer social media channels. Even though this 

study goes deeper in understanding the role of brand awareness in SMEs, as in any research, 

there are limitations to the nature of the study. This research was conducted within mostly 
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finnish male players, and this makes the findings highly homogenous. There was some 

insight from a player from Sweden, as well as Austria, but it is only two individuals. When 

conducting future research, it could be done with a different demographic, in order to gain 

different results. Interviewing more women, and international players could present different 

findings.  People in markets such as Austria, Germany, Poland and Czech could present 

different answers, that would differ from the ones presented in this thesis. 

Another limitation is the way that the research was conducted, as a qualitative research. 

Having a small sample size of 17 interviews really makes the results homogenous and quite 

small. If a similar research were to be conducted as a quantitative research, it would also 

make the results appear in a different manner. Even though the setting is good for finding 

results in terms of finnish active disc golfers and it matches the research questions well, it 

cannot be generalized towards a larger demographic. 

Anyhow, some directions for future research can be highlighted from this study. There is a 

clear research gap in how can companies utilize different social media channels in order to 

gain a higher level of brand awareness, especially when talking about modern social media 

channels such as TikTok and Snapchat. Older social media channels such as Facebook and 

Instagram have been researched into a wider extent. Nevertheless, the study found the 

additional value in modern video-based platforms such as TikTok and Instagram, and this is 

valuable finding for SMEs in order to gain more brand awareness. 

Second, the study found the importance of engagement and consumer-generated content 

when SMEs are trying to expand. The results show that in order for a company to become a 

strong brand, consumers need to take action in social media, liking, sharing, and reposting 

the content of the company, as well as generating content themselves. This generates an 

additional layer of brand trust within consumers, and should not be looked over. 
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6. Appendices 

Appendix 1. Interview questions 

Q1: How long have you been playing disc golf for?  

This question is a good warm-up question, but also considers the level of the player that is 

being interviewed. There are differences in the answers depending on the skill-level of the 

player, and thus this is a good background question that kicks off the interview. 

Q2: How did you pick up disc golf? Did someone recommend it to you, did you try it 

out yourself? 

The fourth question is sport-related, and tells when the person first came across disc golf. 

This can help Discmania with notifying the first touchpoints of customer journey. 

Q3: What is your favourite course? What is it like, why do you find it so enjoyable? 

The fifth question helps with course designs. People enjoy different types of courses, and 

this provides insight with the elements of courses that people find the most enjoyable. 

Sometimes the wheel doesn’t need to be reinvented, and there are several courses already 

out there. This can be helpful when coming up with new courses in new markets, such as 

central Europe. 

Q4: If you think about disc golf in your life, what is the #1 thing that it has provided 

you so far? Is it meeting new people, adding exercise to your life, seeing new places?  

This question is more of philosophical, and it is in the middle of the interview. What truly is 

the force that makes people love this sport as much as they do? This question provides value 

to Discmania in terms of finding the elements inside the sport that people enjoy the most. 

When this information is gathered, it can be used in order to promote the best aspects that 

the sport offers. 

Q5: If you could think about a hole that you enjoy the most – how far is the throw, is 

there elevation, what is the shape of the hole. Why do you like this specific hole so 

much? 



 

 

The seventh question is directly a tool for the course designers and the B2B sales team. It is 

easier to design holes that people enjoy, when you have data directly on what types of holes 

people like the most. Obviously you cannot please everyone, but you can find the elements 

of holes that different types of players enjoy. 

Q6: What do you feel like, what is the most “addicting” thing about disc golf? It could 

be executing a challenging shot, seeing progress, enjoying time outdoors. Feel free to 

elaborate, there is no right or wrong answers! 

The eight question is also mostly about the feeling that the sport promotes in people. This is 

the aspect that makes a person go back to the disc golf course again and again. Answers to 

this question help the company to find the most addictive aspects of the sport, and this can 

be used in marketing.  

Q7: How do you feel about disc golf growing as a sport? Was the covid-19 growth 

exponential and “additional”, or will we see it grow even more? How come? 

This question is mostly unique to the time we live in, and the overall attitude towards disc 

golf. How do people perceive disc golf? Do majority see it becoming a major sport, or 

remaining as a niche sport in the future. This displays the level of trust people have towards 

the sport in general. 

Q8: Finally. If you had to recommend disc golf to someone who has never tried it, what 

would you tell them?  

To wrap things up, just a final note on what would the respondent tell to someone who has 

never tried disc golf. This also gives insight on what the respondents feel like the biggest 

thing for them is. 

Q9: When did you first hear about Discmania? 

This question is brand-related. This gives valuable insight on what was the first interaction 

with the specific company and their brand, exposing some level of brand awareness and 

providing a timeline. 

Q10: When someone mentions Discmania, what comes first to your mind? 

This question provides value in terms of brand image and brand value. How do people see 

Discmania as a brand – does it match the expectations or goals of Discmania? 



 

 

Thank you! 
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