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Abstract

This study intended to advance the understandingaridandvalueco-creation in sport
managementA single exploratory case study of itétawa REDBLACKShe CFL expansion
franchise launching in 201%as conducted.Thepurpose of the researefas tounveil the
practices that could lead to brand and valuereationin the relationships between tatawa
REDBLACKSand their stakeholdsr

Semi-structured interviews were performed with 20 participéots the focal
organi zationds network of stakehol ders. The
sampling method thatdded to stakeholders identifisEdm the literature.Archival data of
mediapublications, organizational online content, and radio podeastsalso gatheredh order
to complement the data from the interviews.

Thedeductive andhductive data analysis highlightéisle main practices that could lead
to brand or valueo-creation in the stakehold@rm relationship performance in a unique sport
context:establishingelationshifs, supporting public relations, sharing resources, enhancing the
experienceand driving brandmage The findingsexplained tht joint actionsbetween
stakeholders and tHREDBLACKSan lead to increases in brand equity and value credtion

the end, the study suggested that future research should investigate the threigstfuobion
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Introduction

Managing a brand is an important component of modern professional sport franchises
since brands are strong succesd(Bauer,dauer, &oSchmat, f r anc
2004). Brand equity ultimately results in the production of value for an organization
(Christodoulides & de Chernatony, 2009). Fumhere it is suggested that brand management
should be the primary focus of sport owsyewho desire to promote lottgrm franchise value
(Gladden, Irwin, & Sutton, 2001). Thushighlights the importance aficreasing brand equity
and creating valueithin the strategic plan of a professional sport organization.

Brand coecreationhas ecently been shown to have the p
total brand equity (Jones, 2005; Merz, Vargo, & He, 200@)lue cacreation has been argued
to be a greasupport to an organiian (Gronroos & Ravald, 2010)he concepts of brand co
creation and valueo-creationare respectively the creation of brand equity and vialuese
through stakeholdéfirm relationship performance (Helm & Jones, 2010; Jones, 2005). Value
co-creationwas also said tbe a safety ndbr brand equity (Helm & Jones, 2010).
Consequently hte understanding of brand-coeation and value ecreation could be useful for
securing thesuccess of sport franchiseBherefore, tis research interatito add to our
understanding of these contevithin a sport specific context by exploring how an organization
co-creates its brandnd valughrough its relationships with stakeholders.

This research interetito contribute to theport managemeltiteratureby conducting an
exploratory case stydhat focugdon brandand valueco-creation. Plé and Cacéres (2010)
highlighted the usefulness of exploratory research in order to increase our knowledge of this
topic. This studyexamiredtheOt t awa 6s Canadi an Football, Leagu:«

the Ottawa REDBLACKS
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The CFL allocated an expansion franchise to the Ottawa Sports and Entertainment Group
(OSEG)in 2008(Desjardins, Mamtosh, O'Reilly, & Seguin, 20)4 It represents a third attempt
at creating a successful professional footbedhdin Ottawa which crafts a unique case of
brand cecreation. In fact, two Ottawa CFL football franchises have folded in recent past: the
Rough Riders in 1996 and the Renegades in 2008&.ownership group and its stakeholders
may believe that thisithe right time for a"8CFL franchise, but thprevious failures are still
present i n t helnfatt, fard stibh rhaket nbgativedabsacmtods with the previous
franchises, such as bad ownership (Desjardins, 2H&)ce understandingpow brandand
valuemay beco-creaedcan contribute to the success of this new franchise

In sum, this researddought o i nvestigate the case of Ott a
enhancehetheoretical understanding of braadd valueco-creation inprofessional sportsThe
insights provided by this exploratory case stadgexpected tanake a valuable contrition to
the knowledge oro-creation in sport organisations; the knowledge is mostly limited te non
sports sectors at the momeince he principles of value eoreation have been defined in the
public transportatiofEcheverri & Skalén, 2011; Plé & Céaceres, 2010) and health services
sectordMcColl-Kennedy et al., 2012)ts application to a sport specific context enhanced the
literatureon cacreationas well asuilt a holistic understanding of ecreation

In order tosituate the researctie concept of brandnd valuas definedaccording to the
literature Theliteraturepertaining tdorand and valueo-creationis thenexamined éllowed by
a section orstakeholderdentification. Although they are distinct concepts, some elements
pertaining to brand and value-ceeation are similaandbr related. Therefore, ereation alone

is used, and refers to both brand and valuereation.
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Literature Review

Brand and Value

Aaker (1991)defined a brands an element that impacts the vakitherpositively or
negatively, ofa product offered by a firmThe definition evokel that a brand is a mesato
influence the perception t haltsuggestdtbattieeralue h av e
of a brand is dictated by consumers (Aaker, 1991). In fact, de Chernatony ¢ifi8d that
brand managers should not limit the definition of a brand to its name and/or its logo, but that it
should embrace all the elements associated to its activities. This emphasized the importance of
seeing the brand as something that is abdthalftangible and intangible elements related to its
product: name, logo, colors, associations, perceptiongBeatceret al.,2004; Bauer
StokburgerSauer, & Exler2008; Gladden & Funk, 2002) his echoedhe definition proposed
by Keller (1993)which placed brand equity as a set of strong, deatde, and unique
associations positivelpfluencingthe selection o brand ovela competingrand. The brand
was thereforeconsidered early on to be a component of a firm that impacted the vatsie of
product through the associations formed by consumers.

Brand equity, the intangible value @brand, has been divided into figestinct
components: brand loyalty, brand associations, brand awareness, brand perceivedgdality
other proprietary aetsi e.g. patents, trademarigaker, 199). Research done by de
Cherratony and Riley (199&rguedthat te role of an effective brand strategy should be to
inform consumers about the extra quality and the distinctive characteristics of the products
ard/or services they intend to hugonsistently, research has showattbrand equitys linked
to the ability of a firmto gain a significant competitive advantage over competifaker,

1991;Gray & Balmer, 1998Keller, 1993. Aaker (1991) further deonstrated thahcreasing



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT

brand equitys an opportunity for a firm to gain a competitive advantage through the

improvement of the components associatdarémd equity.lIt is thereforevital for an

organization tdouild a strong braneh order topositivelyimpact its image, market position,

retention ofemployees, share price, aperceived quality (Jones, 2005).

Both Wood (2000) and Helm and Jones (2010) have identified brand equity as a
representati on of. Aitemativelythe famotisn of aditmwasseateavte a | t h
mobilize customers in creating their own value (Norm&Ramirez, 1993).For this research,
brand equitys definedasival ue endowed by t(Chestodoulidegde t o

Chernatony, 2010, p. 59 hiswealth or value refers to the value in the present, whereas brand

equity suggests the lortgrm value of the organization (Wood, 2000Jhis value can

materialize in revenues or profit as a form of quantifiable value (Wood, 2000), but it is mainly
considered as the vald@a-use by consumers (Vargo & Lusch, 2004; Gronroos & Voima, 2013).

For this specific studwalueis defineda s t h e cevaluaionrofehiespérience of the

f i rmds . Thé dvauatiomcgn be qualitative or quantitative.
Table 1.

Definitions of value bythe references used in the current section of the dissertation.

Ref eren Definition of Val ue
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Managers are constantly looking for various sources of value since it dictates their
current successvValue can be custombased (Norman & Ramirez, 1993; Woodruff, 198i7)
canalso be found in relationships with partn@fgoodruff, 1997; Jones, 2005). Sport marketing
studies have shown that value can be created by various partners, including sponsors (Cliffe &
Motion, 2005), fans (Zagnoli & Raddichi, 2010), the league (Beriggae, & Vanclooster,

2011), the city (Smith2005), and managers in a professional American football context

(Holcomh Holmers Jr., & Connelly2009). In addition to value being created through

partnerships, value was also shown to emerge from events (Crowther & Donlan, 26i).

and Jones (2@ stated that value creation occurs if, and only if, the quality of the experience is
superior to the expectations set out by the brands premise stregs the importance of

understanding the role ekpectations in managing value becausesipectationsire

intrinsically relatedta he consumer soO ev a.lTasuinmaoze, pastresdaicts e x p
has found that partners, fans, and places represent many sources of \atlisastsources that

could influence factors that lead tolwa creation.

The increasing knowledge on brand led sport marketers to also question the inffuence
brands, and their use thesuccess o& professional sport organisatiotGladderet al.(2001)
noticed that professional sport teams are viewed aslb@ndndicatedthat managers should
see them as such. They sStcentury Will be bhargedithr and ma
building and maintaining brand equity with fans, corporations, and media (Gladden et al., 2001,
p. 302). In fact, brand ey is vital to every professional sport franchise financial success
because it can significantly influence the probabilitpoiding aloyal fanbasei i.e. season
ticket holders, merchandise sales, @terrand & Pages, 1999). Bauer et al. (2004jicoed

thisfinding by showing that strong brand equtgsitivelyi mpact s consumer so6 i nt
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tickets and be loyal to the tearAwareness was also demonstrated as the number one driver of
brand equity in a sport context (Bauer et al., 2004)ar findings furtherrevealed that brand
equity plays a bigger role than-@ield performanceand is activen nurturing financial success
(Bauer et al., 2004). For example, the Toronto Maple Leafsouasl to behe most valuable
NHL franchise in 2012Forbes, 2013) even though they were the only team to have not qualified
for the Stanley Cup Playoffs from 2005 to 20Btand equity waslsoshown to be key in
generating revenues for professional sport organizations (Bradbury & Catley, 2007).

Despit the fact thastrong brandsvereshown to help professional sport organizations,
the elements thatontribute taa strong brand in spespecific contexdare distinctive from those
of nonsport brandsGladden and Funk (2002) demonstrated skeaeraldimensionsaretied to
sport brand#ncludingnostalgia, tradition, star players, etc. Sport brands were also proven to
Aful fill higher order needs of social express
p. 73). Building on the aforementiored article, Bauer et al. (2004) showed that-pooduct
related attributes were the most significant driver of brand equitgseincluded elements such
as logo design, club colors, stadium, history, tradition, culture, values, and fans (Bauer et al.,
2008). Thusjn building brand equity, managearaist consider these aspects in additioorto
field succes¢Gladden et al., 2001)Bauer et al. (2008Isoconfirmed this trend by showing
brand image, the sum of produetlated and noproductrelated attibutes,to bea key factor in
brand attitude formationd\Nostalgia and pride haasobeen said to be beneficial to sport
brands (Gladden & Funk, 2002), but it might not be beneficial in this instance since negative
associations are still linked to tleprevious failed franchises (Desjardins et al., 20L4ktly,
sport brands were also found to be unique bectheserequireacompeting brand to showcase

thar own (Bauer et al., 2004
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Furthermoreit was found thathe coaching staff and executivasoplay a significant
role in the associations witht@an® sport brand (Gladden & Funk, 2002; Ro¥smes, &

Vargas 2006). Indeed thesestudies have suggested that the coaching staff and thers|atetd
executiveshouldbe considered as an intagpart of the brand since consumers form
associations resulting from their actgy decisions and behavioladden & Funk, 2002; Ross
et al.,2006) As expressed by Aaker (2004), the spokesperson of a brand has a significant
impact on the associationsadewith the brand.In fact, the managerial ability of professional
football executives was shown to influence value creation (Holcomb et al.,. 2009)

More recently, authors have questioned the future of brands and the ability of managers
to maximize heir potential. Payne Storbacka, Frow, and Kng009) statd thatthere is a great
need for securing the cons uiorand éreatioaRepearchihasn c e
shown thabrand loyalty isusually strong fosport brands (Bauer at., 2008, but thisneed
might even become crucial, asmas said to bencreasingly difficult to secure brand loyalty in
modern day marketingHelm & Jones, 2010)Merz et al.(2009) stressed the importarfoe
consumers tonderstandhe power they heae on a brand when they emphasized that brands are
now, more than ever, created by consumers when interacting with the brand, but the interactions
allowing for brand and value creation were not determined. Stakeho#ddrslp to create a
safety net fobrand equity by engaging in-@veation(Helm & Jones, 2010). Payne et al. (2009)
suggestedhatmodern branding research should focus omtbkthods in which consumeran
contribute to thenanagement of the brand, whereas authors arguséfitioninghow to
maximize value creation (Jones, 2005; Prahalad & Ramaswamy, 2004)

Brand and Value Co-Creation



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 8

Norman and Ramirez (1993) highlighted the need for customers to create their own value
within a system structured by the focal organization. Howevéineebeginning of the 241
century, the perceptioof marketingas a simple expression of the functional value of a product
was challenged by Vargo and Lusch (200Fhe authors proposdd foundational premises that
suggestea shift from a goodslominantiogic towards a serviedominant logic. The serviee
dominant logic implid that the dominant predictor of value is not the prodsetf, but more so
the relational component fourdound the transaction between the firm and its consumers
(Vargo & Lusch,2004) In highlightingthis trend, the authors brought up the concept of value
co-creation, which identified consumers as agéms could create value in their interactions
with the firm. Consumers were therefore classified as active agents of kedtierc (Vargo &
Lusch, 2004) It wasan important shift in the marketing literature becauseagone of the first
paperdo positionvalueas notonly dictated by the firm and its product, but also by the
consumers and the setting of their experience.

Following this seminal paper, researchers advancegnierstandingf value ce
creation. Prahalad and Ramaswamy (2004) established four valaeeation components that
could direct cecreation practices: dialogue, transparency, accessyeis&fits. Research
conducted bylones (20053lsopushed the boundaries\alueco-creation so thatesearchers
and managensould, at least, considehe stakeholders @f brand as active agsmif value
creationin addition to the consumer# stakeholder was determined to be an active agent of a
brand when it intentionally or unintentionally influences the aspects related to that brand by its
actions, interactions, and rel ationmddalps (Jon
corsideredthe firm-stakeholder relationship performanceaadecisivefactorof co-creation, and

that $akeholdersverecontribuing to brand although their contributiancoulddiffer in nature,
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size, and frequencywargo and Lusch (2004)sostatedthati ( f i r ms) must | earn
their networ k r Jhea (005 expaadomptisisiprogopitiorantienphasize
the importance of including trstakeholderg thebrandstrategy because thegrtchave an
impact on its value and its equitin the context of this study, the definition of valueareation
is understood as the creation of value through stakehfitderelationship performance.
The definition of value careation has to gbeyond the sole contribution of faasd
includehow otherstakeholder$ e.g.sponsors, media, community, étanaybe involved in the
process of fostering successful brand and value cre@®imser DeFillipi, & Samson2012)
Hatch and Schultz (2010) discusskdfour elements of careation relationships previously
identified by Prahalad and Ramaswamy (2004), and stated that they were all related to the
relational aspect of commercial activitiebhe focus on business relations matctiedbasis of
relationship marketing that emphasized the interactive natuneabfeco-creation (Gronroos &
Ravald, 2010).In fact, value cecreation was shown to bring financial gains to a firm by
favouring cost saving initiatives and opportunities that maximize potential valugsinesgo-
business relationshipkgmbert &Enz, 2012). Connectedness was also determined as essential
for sustainable value etreation (ChenMasden, & Zhang2012). Thisties back to the principle
that value cecreation occurs in shared spaces whirect interactions between parties can
happen (Gronroos & Voima, 2013 ead users aralsosignificant agents of value aeation
(Vernette & HamdiKidar, 2013) which could mean thd¢adfans are important agents of-co
creation in a sport contextncreasing the amount of pdiine marketers, ndi vi dual s fiwh c
perform marketing activities in the form of custoieo cus ed executi on of the
14), was suggested as an important goal efreation attempts (GronroosRavald 2010) In

doing sojt was found thaa firm involves more stakeholders in the process afreation; thus,
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the firm increases the occurrencecofcreation. Overall, studies on value @yeation have been
performed and have detailed some characteristics, duodispecifi¢o sport brands.

The concept of @lue cacreation wasaterappliedspecificallyto brandgMerz et al.,
2009;Payne et a).2009; Roseet al.,2012). Initially, Merz et al. (2009placedbrand ce
creation as a distinct process in valuecogation Brands are one of the assets possessed by a
firm, meaninghat cocreatinga brand of a firm results icreating value for one afs
componerg, the brand, rather than for all the componefthat firm. Nevertheless, a brandais
f 1 r gre@test asset contemporary sporisarketing (Gladden et al., 200RBauer et al., 2004
This distinction betweeo-creating a brand or ecreating valudighlightsdifferences in the
elements fosteringach thus, emphasizing the need for reseamcific tobrand cecreation

In order to fill this void in the researcRayne et al. (200€onductedh case studysing
abrandco-creation model baself f t he experiences conflkeumer s ha
authors foundwo key factorghat contribute to brand ezreation communicating the brand and
acting upon the brandit was arguethat the process d@irandco-creation isactivatedwithin the
relationship bateen the consumers and the firm (Payne et al., 20@8je recently, researchers
have suggestdthat multiple stakeholders are active inareating the meaning of a brand (Gyrd
Jones & Kornum, 2013; Vallaster & von Wallpach, 2013). Jwergwuntunen, and Autere
(2013) also exposed the possibility for various stakeholders-toeade brand equity in a non
profit organization. Theaeed to create a flexible environment allowing foicoeation between
a brand and its stakeholders to ocsasalsofound to be importaniGyrd-Jones & Kornum,
2013; Ind, Iglesias, & Schultz, 2013).

In their study on careation, Roseet al.(2012)soughtto further the understanding of

the topic by combining previous findings into a new framewatkich was then apple to four
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different companies. Thisomparisorof case providedsix mainelements of careation that
should be considered when putting forward a research on this specific topic: typeredto,
purposejocus (vhich stage)intimacy,time, and incentive (Roser et al., 2012, p. 26).yThe
proposed a question for each of the elementaMig will be involved? (2) Gareating for
what purpose? (3) Where in the innovation process should it occur? (4) How much involvement
should there &? (5) How long should ecreators be involved? (6) How should@eators be
motivatedARoser et al., 2012, p. 26Jhese elements combinedth Jone$(2005)model
provide a frameworko furtherinquire about thencidenceof brandco-creation with he Ottawa
REDBLACKS®network(see Figure 1)

Theinitial modelwasa dapt ed from Jonesdé6 (2005) model
creation. For the context of this study, brand vaasreplaced by brand equity, based on
A a k eX991¥definition. Various exchanges take place withinr¢hationshipperformance
betweerstakeholders and focal organizations (Jones, 2005). Jones (2005) presented three type
of exchanges that can occur within relationship performance: (a) funatxcteingesirethe
transfer of utilitarian valué products, services, or money; (b) symbolic exchanges refers to a
relationship that foceson reputational and image based exchanges; (c) hedonic exchanges
report to consumption behaviours and use of lward the end, the outcomes of these
exchanges may influent®and equity or valuby altering the amount of value possessed by a
relationship partneand the evaluation the relationship partmeake oftheir experience

Preliminary researcbn cacredion suggestethat sport management may have specific
principles when attempting to @veate value or the braiilicDonald & Karg, 2013; Stieler,
Weisman, & Christian, 2014; Woratschek, Horbel, & Popp, 20E4¢derick and Patil (2010)

highlighted five key benefits of ebranding strategies in a New Zealand sport contékese



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 12

arebrand di mensions i mprovement, increase medi a
and increase in overall sales and populatfiyen though they ewucted an empirical research

study that focused on dwranding rather than ecreation, these benefits coudd linked to brand
co-creationoutcomessince both concepts are related to brand eqiybranding is therefore

seen as a concept that couldpaet of the whole brand ecreation proces@-errand, Chappelet,

& Séguin, 201p

Research on spespecific cacreation are limited, but some studies provided direction as
to where research is headingecent work by KunkeHill, and Funk(2013)indicatedthat
organizations do not have total control of their brand management, and that brand alignment
should start from the league in a professional sport conkexegards to value psrt
organizations canombire resourcesor use sporting events aalueco-creation platforms
(Woratschek, Horbel, & Popp, 2014Qn their part, dnswere shown t@reatevalue and brand
meaning with their ritualized behiaurs (McDonald & Karg, 2013).

The focal organization has to actively engageustomers in t# process of brand €o
creation (Merz et al., 2009; Roser et al., 20I)e responsibility of providing opportunities to
stakeholders to interact with the focal was attributed to the focal organizatias, the
importance of using portfolio of cecreation opportunities rather than singistance was
emphasizedRoser et al., 2012/allaster & von Wallpach, 2013 In other words, careation
occasions should brurturedso that they are different and numerous

As expressed premiisly, moded of co-creation havetill to be applied tepecific
marketing sectorandmany authorstill wonder what stakeholders actually do tecteate
brandandvalue (Echeverri & Skalen, 2011; Jones, 2005; Mc®elhnedyetal., 2012) It was

also $iown that eeh stakeholderepreserga distinct opportunity fobrand and valueo-
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creaton (Gyrd-Jones & Kornum, 2013; Juntunen et al., 2013; Merz et al., 2009; Vallaster & von
Wallpach, 2013).In sum, thepractices of cacreation that areport specifidave yet to be

defined even though researchers haiteated the process

Stakeholders Identification

Stakeholdemanagemerttas evolved over the last decades, ama4 initially defined as
a broad concept (Freeman, 198A}.that point the definition of takeholders included every
potential entity that could influence organizational outcomes so that management practices
would be more successful (Freeman, 1984). Clarkson (198bjlefined stakeholders as
Aper sons or grclan, pyerdhip, aights, loranterests in a corporation and its
activities, past, Ipwasfclevedby thaefinitidnwftMitchedldgle( p. 106
andWood (1997) whostated that stakeholders wemrsons, groups, organisations, or
institutionst hat can influence or be i nFrdemam,M®84)d by ar
For the current research, stakeholders were definemtses, individual or collective, that are
influenced or could influence the performance of the focal organization.

Following the work done by Freeman (1984), Mitchell et al. (1997) suggested a
stakeholder approadiased on power, legitimacy, andjyancy, whereas Clarkson (1995) invited
researchers to use a primary and secondary stakeholder typology based on the relevance of
stakeholders to a corporation. The former has been widely cited but maintainscarfirrao and
complexapproacho stakeholdr management (Mitchell et al., 1997). The latter emerges from a
Canadian study in addition to focus on the interdependence between the focal organization and
the stakeholders (Clarkson, 1998Jitchelld st al (1997) typologyvas found to benore

precis for identification while Clarksord §€1995) categorisatiofocused more on value creation
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and wealth managementlarksor® £1995) stakeholder typology wdsemed to best fit the
purposeof the researchThisstudy is hence an attempt at using thiotyggy adequately.

Stakeholder categorisation is important to this study in order to explain the link between
co-creation and interactions, which was highlighted on numerous occéSdmsverri & Skalen,
2011; Gronroos & Ravald, 2010; Gronroos & Voimal20Plé & Cacéres, 2010;
Pongsakornrungsil@ Schroeder2011; Vallaster & von Wallpach, 2013). There is a high level
of interdependence between the primary stakeholders and the focal organization (Clarkson,
1995), which suggests that the activities of ane affected by or influence the activities of the
otherJonesd (2005) s tcakeatiomvbhsdlsosupparegphyaach t o
primary/secondary categorizatioA. categorisation emphasizing the interdependence is
therefore relevant, as -@weation is aeciprocal concept

Primary stakeholders are entities without which the focal organization cannot survive,
and that shoul d be uphk&klode successiul(Qlakson,fl1996). t he f i
Jones (2005) defined primary stakehol ders as
ar e st ab Inteécurtept stud? primary stakeholders are hence individuals or groups
that are essential tbe survival of the(REDBLACKS.

Clarkson (1995) defined secondary stakeholders as individuals or groups that are
influenced or affected by the corporation without being essential to its survival. To add to this,
Jones (2005) stated th&ceondary stakehdérsweregr oups t hat fAbecome rele
speci fi c i Ehese defindionguggestethat)secondary stakeholddrad
relationships with the firm that were influential on special instances émlgddition,Zagnoli
and Radicchi (201Qreaed a complete stakeholder model of a European soccer franchise that

worked on a primary/secondary stakeholder categorization. In doing so, they were able to
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identify the role of fans in the processvallueco-creation for that franchiselheir contribuion
emphasized the relevance of a stakeholder approaetueco-creation research, which
contributel to the stakeholder identificatiaf this study

Overall,the following examples ad stakeholder approaahsport management research
highlighted itsrelevance. Clkson (1995) emphasized its effectivenabt®n attempting to
explain theories or concepts. Jones (2005) also explained branding dynamics through a
stakeholdebased model. Furthermore, Parent (2008) demonstrated that using a stakeholder
approachwhen investigatingelationships could lead to significant outcomes in sport
management research. The approach alldverkesearch to highlight the fact that stakeholders
have distinctive desires and needs as well as different priorities in the context of the Pan
American Games (Parent, 2008). As well, Parent and Séguin (2008) adopted a stakeholder
approach to investigatedlprocess of brand creation for an international lsogde event.

These examples demonstrated that a stakeholder approach can lead to valuable insights.

In the previous sections of thigesis numerous stakeholdeitsat arerelevant to the
currentresearch topiavere brieflymentioned. These aforementioned stakeholders include the
following: REDBLACKS, media, citizens, sponsors, leagsteareholders, business managers
sport executives, coaches, fans, and employ&dditional stakeholders relevamt this research
have been identified in the literatur@one®(2005)modelidentified 10 stakeholdexs brand
value Consumers, managers, employees, suppliers, distribution partners, media, competitors,
non-government organizations, governments, andipwoipinion. These stakeholders are similar
to the one previouslymentioned butalsohighlight additionalstakeholderssuppliers,
distribution partners, competitors, and governmeR&rent (2008) identified five stakeholders

in sporting event managemt: Governments, community, sport organizations, delegations, and
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media. In a later paper, Parent and Séguin (2008) identified staketmldieras employees,
volunteers governments, community, and media in an amateur sport setting (Parent & Séguin,
2008). Zagnoli and Raddichi (2010) focused on sport fans, but also identified many stakeholders
primary/secondary basise.g. local community, municipality, fans, employees, media, sponsor,
suppliers, owners, sport federations, other clubs, and governnieriigurel, the

REDBLACKSO sdaresknebriaedddsedrodones (2005) daisy wheel.

Figure 1. Preliminary map oft h e R E D B Lstakehol8evs This figure illustrates the

stakeholder groups that were identifif@ibr to the study from the literature review.

Ottawa
RedBlacks Local

Business

Employees ‘.'@
Football
Community

Adapted from Jones (2005)

The leaguerganizations the Gnadian Football Leagu€elhe coaching staff and the
football operations personnel are gportexecutives The head coach and the general manager

areimportant actors of 1B stakeholder groupecause they are recognized as an integral part of
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the teamdbs brand i n prof es 3hHeempbyeessrp perstnne( G| ad d
that work for OSEGut are notinvolved in the football operationdMerz et al. (20093uggest
that theemployees of a firm are comparable to internal customEBngse entities are entitled to a
key role inco-creation because tinections may influence or could influence thegly business
activitiesof the corporation There aresuppliers who provide the teamvith the necessary
equipmenfor product delivery.The municipal government has been shown to play an important
role in the emergence of this new franchise (Desjardins, 2018 City of Ottawa was involved
in building new facilites andn the legal fight against the Friends of Lansdowilie facilities
were mandatory in order to secure the expansion franchise (CFLDB.ca, 2008). The legal fight
was blocking the construction of a revitalized parkhe heart of OttawgDesjarding 2012).
In order to understand properly the elements of besadvalueco-creation, the
stakeholders will benportant tothis researclas they have the potential to play a steady role in
the sustainability of th®ttawa REDBLACKSBased on results fno earlier studies, it has been
proven that a cor por atdependedtapostheponay stakeholdersi t s b
(Clarkson, 1995Jones, 2005)Therefore, research has positioned thes the most relevant
stakeholders for th research. Becae of that, this study inteaedto look at the influences that

stakeholders have on braequity and value



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 18

Case Description
Professional football has alrealdgen playedwice in the city of Ottawa. Both times,
activities ceased due to financial turmoil experienced by the ownership group. The initial
franchise, the Ottawa Rough Riders, entigdctivities in 1996 after 120 years of existence
(TSN, 2009).T hi s foldiregrwauld be considered as unexpected since the team had won
ninechampionshig a fairly reasonable amount when one considers that the average number of
league championships per active team was at 6.75 during that same span (TSN, n.d.).
Neverthelessin its later years, the franchise suffered 15 losing seasons in andwhe
ownership group eventually decided to end the
It is important to note that prior to folding, the Ottawa Rough Rideasiged ownship
five times in asix year span, from 1991 to 1996 (CFLDB.ca, n.@he ownership groups
included the CFL(twice), Bernard Glieberman, Bruce Firestone, and Horn CRetably, each
owner wassole shareholder of the Rough Riders while owning the tBammng this time period,
the teambs brand strength was stgkeholderawhegn zed, an
Bernard Glieberman threatened to move the team to the United States of America (CBC Sports
Online, 2005) Indeed, such a thredid not resoate well withkey stakeholders such as the
league, the City of Ottawa, and its communiBren though it was not the only reason leading
to the teambébs folding, It contributed to its
In 2002,CFL football made a return to the city ©ftawaby alocating the city with a
new franchise The ownership of that franchise was basedmovenershipggroup which was
differentfrom the previous Rough Riders ownership regisiece it included three owners rather
than one (CFLDB.ca, n.d.)The ownersipgoupd eci ded t o keep the ARO a

Rough Rider since it was still meaningful to the fans at the time. The franchise was, therefore,



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 19

branded as the Ottawa Renegades in order to t
However, thee years later, in 2005, the Renegades were in urgent need of financial assistance.
These financial problems were mainly due to a significant decrease in attendance, a lack of
popularity anddifficult relationships with stakeholders (CBC Sports Onlirgd9)5). Since the
ownership group of the Renegadess unable taonvince the league to provide them with the
needed financial support, the group was event
(CFLDB, 2013).

In 2005, the first ownership growb the Renegades (20@D05)opted tosell some of
the teand shares following the hosting of a successful 2004 Grey Cup. These owners
considered that the success of the event provided them with one last opportunity to sell the team
with a substantial ratn on investment. Subsequently, Bernard Glieberman was allowed to buy
the team oncagainas no other ownership groups manifestefficient interest.As if the lesson
was not | earned through the Rough Riders/ Glie
stakeholdersluring his second attempte r € t umul t uous at best, cl eat
popularity and eventually leading to the aforementioned concl¢®ittawa Citizen, 2006)
Desjardins (2012) reported that the community still makes negativei@ssios with the
Renegades and its owners.

Although the Renegades foldedthin justa few year®f existencethe CFLdid not
waste time and begda look for a new ownership grogoeon after The longevity of the Rough
Riders combineavith their onfield success played a significant role in keeping this vision alive.
As earlyas 2007, the CFL was accepting bids for a redevelopment plan that would include the
return of a CFL franchise to Ottawa (Sun Media, 2007). In 2008, the CFL grantsgpansion

franchise to OSEG and their leader, Jeff Hunt. Since then, OSEG hasiwia&dily in putting
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together a environment that wouldventually lead the franchise to be a successful business and
a successful teamMore recently, Desjardins (20l@emonstrated that stakeholders of the new
franchise were already forming associations with the biraadesof the previouttawaCFL
franchiss. This process was underway even though the team had no name, no colors, or any
form of branding package essed at that time.

The franchisavas scheduled telease its brand name in June 2013 (Ottawa Sun, 2013).
Il n a public event occurring on June 8, 2013,
theOttawa REDBLACKS n En gl i RdugeatrNdd tihne FHr ench ( Ottawa S
bilingual name is meant to reflect the nature of the commiirety. Ottawa and Gatineau
regions. A name dominated by two colors tha
2013). There has already been delsabout the name of tieE D B L A Oa& 6t (Ottawa
Sun, 2014).The teanbeganits onfield activities in June 2014with its training camp and played

its first regular season game on JuRy 3014 (CFL.ca, 2014).
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Research Purpose

The purpose of this reseansfasto unveil the practices that could lead to brand and value
co-creation in the relationships between @itawa REDBLACK&ndits stakeholders The
intent was to develop hypotheses pertaining to valugreation and brando-creationsothat
the application of the concepts could be enhandeddo so, the studyequired the investigation
of a unique context of eoreation, because exceptional cases of a concept have demonstrated
original insights Eisenhard& Graebner2007; Ferrand & Pages, 1999; Roser et al., 2012).

The Ottawa REDBLACK®anchise was selected as the case study for this research. The
team was scheduled to launchfitst season iduly 2014.Thi s i s Ottawabds thir
to operate in the pastio decades (TSN, 2009). A key challenge forREEDBLACKSomes
from the associatiorisoften negativé that fans and stakeholders have from the previous two
franchises that have now carried over to the new francbisgdrdinset al., 2013 In othe
words, the context is unique, as the new franchise must compose with associations from the two
previous failures prior to building its own brand. Therefore, this research seeks to examine how
the relationship performance between @ttawa REDBLACK@nd its stakeholders actually-co
create brand equity and/or value.

This researcttontributes to the recent body of literatuoe brand and value exreation
in sport marketindgGronroos & Ravald, 2010; Hatch & Schulz, 2010; Payne et al., 2009;
Ramaswamy?2011; Roser et al., 2012)n addition, this researgbrovides insights pertaining to
the branding strategies of expansion franchises and professional sportibeaanscular the
REDBLACKS Thus as suggested by other authdings study investigatedrand and valueo-
creation inanother marketingontext(Crowther & Donlan, 2010; Frederick & Patil, 2010;

Gronroos & Ravald, 2010; Jones, 2005; Mc&ddinnedy et al., 2012; Payne et al., 2009).
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To achieve the research objective, a stakeholder apppopack e d on Jones b

wasused. Jones (2005) exposed a gapemanagemeninderstanding as to how brarahd
value are individuallgreatedn conjunctionwith stakeholders. Additionallygtakeholders are
believed to illustrate a more complegpresentation of the probleend as such a stakeholder
model to study careationwas deemedppropriatgJones, 2005; Merz et al., 2009). On a
practical level, itvas expected that the research warltiance the understandiofjthe effects
stakeholdefirm relationshipshaveon brand equity and valu& hrough this relationship, the
stakeholder approadould alsdbenefitthen e w f r aperfoimanseead the ownexsuld be
provided with recommendations that could better prepare thenaimize theavailable brand
and valueco-creation opportunities.

A number of suljuestions were also developedrder to achieve thgoal: (1)How are
OttawaREDBLACK® st akehol ders categorized (2pHowor
do stakeholdesand theREDBLACKS:o-create brand equity(3) How do stakeholders and the
REDBLACKS:o-create value in their relationship performande study on careation, the
position of stakeholders shouidst be identified in order to better und&and their potential on
the processes of brand and valuecoeation. This study soughib determine whether
stakeholders are indeed engaged in brancreation, whether they are even aware of that
possibility, and whether they all have the same paknti

Overall, the subquestions support the purposérichwasto further the understanding of
brandand valueco-creationthrough the relationships between @igawa REDBLACK&ndits
stakeholdersHelm and Jones (2010) even emphasized that a hofisticof value cecreation

management, which includes stakeholders and the firmedéethe adoptedh future research

t
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on this topic. Therefore, thantentwasnot to generalize, but to enhance our understanding of

brand/value cereation in the contexdf a professional sport franchise.
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Methodology

A single exploratory case stusasconductedvith the aimof understanding the
interactionghatleadto brand and value ecreation According to Yin (2003), an exploratory
case study is best used when outcomes can be hardly expected. In addition, such design should
be used to provide practical examples about a research question that lacks sufficient investigation
(Yin, 2003). This is the casm this study since the ways within whibhand equity is careated
with stakeholders has yet to be identif{ddnes, 2005)In addition the currentmarketing
literaturelacksexpertise orelements that coreate value (Gronroos Ravald, 2010; Helm &
Jones, 201Qjones, 2009yicColl-Kennedy et al., 2012)The exploratory case study
methodologyis also relevanas italso helg theorybuilding byproviding concrete examples of
co-creationin a sport context

The opportunity tdook deeply into a case a benetfiof case studies (Yin, 2003). The
interactions, communications, and elements that can possHoheate the brandre found in the
depth of the relationshipdn addition, the casstudy methodology can be usefial providing
insightful contributions from unique manifestations of a conisenhardt & Graebner, 2007).
Therefore, he research problem needs a case study that iyn@apueyzesrand cecreation
Following Yinbds (2003) analgsieis thd case yselftheuriton o my
analysis was th®ttawa REDBLACKSoperating ima citywheretwo previousfranchises foldd
in less than 20 years dueftoancial and stakeholder turmoll

A unique case studguch as this onés useful for theorpuilding because it allows the
researcher tomvestigate the research problem with great deptthat hypotheses can be
developedEisenhardt & Graebner, 200AVorking with a single unit of analysis allows the

researcher to be clego the dtg permittingthemto increase the objectivity of the stuadyd
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describe the case extensiv@iisenhardt & Graebner, 2007)owever,as it represents a
singular manifestation, the specific brandareation examples illustrated in tiparticular case
study should not be generalizdmlit rather be used as insights to guide futurereation
researchTo summarizea singleexploratorycase study has to balued as detailedbut limited
description of a&oncepthatoffers informativeinsights (Eisenhardt & Graebner, 2007; Gerring,
2007 Yin, 2003.

As previouslyhighlighted the CFL has allowed a franchise to retto®ttawafor the
third time in 2014following the Ottawa Rough Riders and the Ottawa Renegablas distinct
context presents unique opportunityotlook at theprocess obrandand valueco-creation
procesdecause of its tumultuous palst addition, thigoarticularcase studynayprovide a
starting pointfor the application of brand ecreation and value ecreation theory t@a sport
specific contexas well as to futurprofessionakxpansion franchisesspecially those that
return b a city for a second or third tiniee.g.Montreal Alouettes, Winnipeg Jetstc.

Although single case studies do not allow comparison or greater generalization, it is an
appropriate methodology for this research because it allows researchers to look at multiple
elements simultaneousind leado further significant outcomd&erring, 2007).

Data Collection

An exploratory case study is served well by the performanseristructured
interviews(Eisenhardt & Graebner, 2007They provide the opportunity ain deepeand
original insightgEdwards & Skinner, 2009)In this context, éher methods, such as focus
groups and surveys, do not meet the needs of this researctatajould limit the value of the

research outcomes (Fontana & Frey, 2005; Kamberelis & Dimitraidis, 26@5}his reason
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interviewsaremoreefficient than other methods in regards to collecting relevant and insightful
data(Edwards & Skinner, 2009

Semistructured interviews/ereperformed in order to provide a firsidicationat the ce
creation pactices taking place between tn@nchise ad its stakeholders. Previous research
investigating value careation and branding have used sstmiictured interviews effectively to
reach thoughtful and deep insights on the togithéverri &Skalén, 2011; Hatch & Schultz
2010; Zagnoli & Raddichi,@10. Semistructured interviews are, thus, deemed valuable for this
research as they are concise in nature vghilleallowing for explanationsTheyprovide an
interesting balanci the data collection phasecetheyrestrain the collection of irrelevant data
and allow for clarificationsln order to investigate the mechanism that leads relationship
performance to coreate brand equity or value, questions developed by Roser et al. (2012) were
used aduilding materiafor the interview guideAppendix B.

The researcher performed sestiuctured interviews with 20 participarisee Table @
with thefirst interviewbeingconducted on October $92013 and the last interview on
February 19, 2014. The investigator recruited 22 potential participamistotal of four OSEG
members participated in intervisyalong withsix members of locadnd nationaimedia,two
members of the Ottawa football community, three members of the Gatineau football coynmuni
one staff of th&€CFLp | ayer s®é association, one empl oyee
supplier,one city councillorand one employee of the CFDn averagegach ofthe18
interviewslasted 50 minutegalling within therange of29 to 71 minutesvhich are detailed in
Table 2 Interviews took placéoth in French and English. Twelve interviews were conducted

in-person and six were done on the phone.

of
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Table 2.
Summary of interview data
# Date Duratio  Stakeholde Organization Position Code
n r
Group
1 29 Oct 2013 71 mins Media Le Droit Sport Journalist TO1
2a 300ct2013 64 mins Business Ottawa REDBLACKS President T02-1
Executives
2b 300ct2013 64 mins Employee  Ottawa REDBLACKS Marketing Analyst T02-2
3 5Nov.2013 47 mins  Football Ottawa REDBLACKS Football Operations T03
Executives Executives
4 12 Nov 2013 69 mins  Football Association de Football ~ President TO4
Community Mi neur de
5 14 Nov 2013 62 mins  Football National Capital Amateur President TO8
Community Football Association
6 19 Nov 2013 42 mins  Football National Capital School  Athletic TO6
Community Sport Athletics Coordinator
Association
7 19 Nov 2013 65 mins Media Ottawa SUN Sport Journalist TO7
8 22 Nov 2013 71 mins Media Ottawa Citizen Sport Journalist T10
9 2 Dec 2013 35 mins Municipalit City of Ottawa City Councillor TO5
y
10 3 Dec2013 47 mins Media TSN 1200/ RDS Radio Host / T0O9
TV Analyst
11 9Dec2013 40mins Pl ayer CFLPA Confidential T18
Association
12 12 Dec 2013 58 mins Football RSEQ Outaouais Head Director T11-1
a Community
12 12 Dec 2013 58 mins Football RSEQ Outaouais Secondary Sport  T11-2
b Community Coordinator
13 17 Dec 2013 56 mins Media TSN 1200 Radio Host/Director T13
of programming
14 20 Dec 2013 60 mins Business Ottawa REDBLACKS Vice President T12
Executives
15 27Jan 2014 33 mins Sponsor Purolator Confidential T14
16 28Jan 2014 32 mins Supplier Sport Apparel Company  Confidential T15
17 11 Feb 2014 29 mins Media Media Broadcasting Confidential T17
Company
18 12 Feb 2014 30 mins Professional Canadian Football League Confidential T16
Sport
League

interviewto involve twoparticipants occurredith business executives of the franchized

27

Two of these interviewsrereconducted with two participants simultaneously. Tirss
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included two participantsecausehe ownership grougesiredo be effectivewith their answers
and efficientwith their time. The second interview to host two participants took place with the
RSEQ Outaouai It involved twanformantsat the request dhe directoy whowanted to have
her coordinator with han order for theimnswergo describenorerealistically the dynamics of
their community and organization.

Single case studieslsofavour the usage of multiple methods within a study (Yin, 2003).
This proposed research intends to support its interviews with archival data collection in order to
use the advantage offered &yin-depth case stygdwhich is triangulation: a common practice
in sport management research (Edwards & Skinner, 2009). Archival data from the previous
franchises, media publications, and podcagtegathered so that secondary data can
complement the primary datdt enhacel the effectiveness of thevork done in this research by
highlightingthe opportunitiesivailable for stakeholders to increase brand equity and.value

Furthermore, archival data collection was used to complement the data gathered during
the semistrudured interviewsn order todescribe andituate thd r a n cdontegterkisivas
collected from September 2013 to December 20M&ny sources were consulted: media
website, the REDBLACKGs and OBeda&dvereusedfdyrsi t e, a
four distinct purposedo inform theresearcher by providing specific details about the franchise
(e.g. sponsors, community partnets)situate the information that was provided by the
participants about thevolutionof the franchisgto inform themain investigator on the media
and community discourse regarding the franchasel,to trackany potential cecreation
practices occurring prior to the official launch of the tedmsum, the archival data was used to

increase the trustworthiness oéttlata collected through the sestriuctured interviews.
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Sampling

A purposeful sampling methadasused for this researciihe strategyrelies on the
researcherodos ability to select informants r el
Thus, participanthave beerchosen based on their ability to answer questions concerning the
processes of brand -@peation andialue cecreationin regards to th©ttawa REDBLACKS
The stakeholdegroups have been determined from a set of criteritnedin the stakeholder
section of the literature review. Key informants from each stakeholder gengghosen
according to the informatiomoth provided by the ownership groamdgathered through the
archival data collectianThe collaboration between the focal organization and the main
investigator was insured lawritten agreemensignedbetween théwo partiesprior to the data
collection phase of the researchihe president of the organization waskedwhich
organizations and/or individuastiould be contactad order to gather the mosisightful
contributors From therethe researcherontactedhe focal organization executivesorderto
identify and contadteyindividuals and organizationsertaining to the stakeholder groups

The initial intent was to perform interviews with two informants of each stakeholder
group Selectingnformants that differ in perspective eithatdr or intraorganizationally
increases theustworthines®f the data collecte(Edwards & Skinner, 2009)At least two
participants were interviewed for the following stakeholder categ@xesutives, employees,
community,and media Neverthelesshe stakeholder categoriespl ayer 6 s associ ati
sponsor, supplier, and professional sport legyaeided only one intervieweelt differed from
the original intent, which was to interview two participants per stakeholder group.
cooperation with th@REDBLACKS additional participant&ere contactetbr each of these

stakeholder categories. The attempts occurred on a weekly basis and stopped after four weeks
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for the individuals initially contacted, after whicinothempotentid contact wagoundand the
same process repeateflecondround @temptsthatwere still unsuccessfilgd to the
abandonment of gathering two participaiaisthatstakeholder categofgr two reasons. First,
this wasto respect the ethics guidelines@gards to recruiting participants and their right to
choosenotto participate inastudy. Second, a raw reading of the primary transcripts indicated
thatsaturationwas reachedh January 2014 Two interviews with two participants of two new
stakehol der groups took place during that
but the content still echoed the suggestions that were made by the previous interviews.
Therefore, althougthesample collected does not gather two informants per stakeholder
category, the study is deemed trustworthy because saturation was rafdeh#6 interviews

In addition to a purposeful sampling method, a snowball sampling methoaldaled
participantsd the study. Some of theterviews highlighted additional inforrtian sourcesvith
potential to provide valuable insightsthe research outcome§hesesuggestionsvere
evaluatedmmediately after the completion of the interviswwhich thesuggestia came up
Then, a decision was made aiiher include or not include the identified individudlot all
the individuals identified through a snowball sampling method askedto participae. This
decision was based on the number of informants that were already gathered fespesitive
stakeholdergroup s wel | as t hpotentid wprevidimgtan cciginpl perspettve
to the data already collected.
Transcription

As Maykut and Morehouse (1994) suggested, the transcriptaaoneas soon as
possibleaf t er t he 1 nt e dndoing thisthe transcridtimphaseasrenhanced

because thmterview context is still fresh in the mind of tressearchefMaykut & Morehouse,

mo n
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1994) The transcriptionwas completedsing Express Scrilia order to producarealistic
transcriptof each interviewasrecommendetdy Edwards and Skinne2Q09). After this step,
participants were asked to review and provide feedbad¢keaccuracy of their transcriptdter
which the transcripts wetben used for analysidAll interviews were transcribed in their
original language, but every following steps were completed solely in English.
Data Analysis

Data analysisvasperformed using qualitative research analysis software nViva10.
deductive and inductiveontent analysis processmsadopted The purposevasto enhance the
understanding and knowledge of a studied concept (Hsieh & Shannon, Z0&5)pe of
analysisis also best adapted for this research purpose because it issdésitpok at the data as
a whole and to increase the understanding of a phenomenon by explaining qualitative results
through overarching themes (Forman & Damschroder, 2008).

A deductive approach to content analysis suggkbkat researchseibase their codes on
the existing literature and/or the research questions (Forman & Damschroder, 2008; Mayring,
2000). A deductive content analysiasperformed using Joné§005) model bbrand value
co-creation combined to tifeur building blocks of cacreation provided by Prahalad and
Ramaswamy (2004)Thus, the deductive approasasadopted so that the data analyserted
from theoy.

In oppositiontheinductive content analysthat followed the deductive analysecusel
on the codes emerging from the data. It is used so that codes can be organized according to what
is frequently expressed the interviewgForman & Damschroder, 2008). Since the avenues in
which brand equytis cocreated have yet to be completely identified, an inductive coding

processvasnecessary so that the emerging elemeoisd behighlighted. The usage of
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inductive content analysis is, thus, consiste
emphasized the pertinence of inductive coding in exploratory research.

Thereforethe analytical processnhancedhe ability of this study to emphasi
significant outcomes in relation to braadd valueco-creation. A combieddeductive and
inductiveapproach islsomore frequently used in researels t allows thestudyoutcomes to
build on theinitial theory as well as add tbby allowing emerginghemego take plac€Forman
& Damschroder, 2008)Furthermore, @antent analysis is often usedaoalyze textual and
communication data (Kaid & Wadsworth, 1989; Mayring, 2000)s therefordavourable to
this research since brand-creation is the result of interactions and communications (Jones,
2005).

In orderto maximize the trustworthines$ the data analysisutcomesa thorough
content analysis processsfollowed. Datawasanalyzedollowing Forman and
Damschr oder 6@®)ravBansrdpisvers reaehpnserous timewith the intention to
get more familiar with the datand write electronic memas paralle] (b) memoswerewritten
simultaneouslyhroughout theentirephase oflata analysig(c) the raw dataverethen open
coded with support from the deductive approach so that a first set ofamddbe used
following the advancement made by researctagker, 1991; Desjardins, 2012; Jones, 2005;
Prahalad & Ramaswamy, 20049l) an inductive coding processok placeso that original
codescould be generateahdt hat t he i nf o rconlaeadsquatety oefiectgdie)o ut i on
the previous step was repeatedil no more subthemegereemerging (f) subsequently, the
leader of the study created a list of codes and a code tree in order to iteratively code {gg data
codeswerethen reorganized intdistinctcategorieshatcould not be merged and that all were

mutually exclusiveand(h) these major categori@gereused to reach a coherent understanding
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of the data and produce descriptive and interpretive summaries relevant to the researcls.question
As a result of the qualitative content analy8iss main themes have been highlighted and will
be presented in the following sectioh.he resul ts were discussed wit

advisor so that the resultsd trustworthiness
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Table 3

List of deductive codes

Deductive Definition Reference
Code

Dependency Stakeholders possess some key resources for the Jones, 2005
organization

Actuality Degree of acuteness of the relationship between a Jones, 2005
stakeholder and the focal @mjzation
Strategic Alignment of the stakeholders with the focal Jones, 2005

Significance organization

Attractiveness Qualitative assessment of the relationship betweer Jones, 2005
stakeholder and the brand

Dialogue Interactivity,deep engagement, ability and Prahalad &
willingness to act Ramaswamy,
2004
Access Creating access points for the stakeholdéth® Prahalad &
focal organization. Ramaswamy,
2004
Transparency Do not hide information to your stakolders, they  Prahalad &
expectit. Ramaswamy,
2004
Risk Potential of losing distictiveness, control, and Prahalad &
credibility. Ramaswamy,
2004
Functional Transaction between buyers and sellers Jones, 2005
Symbolic Reputational and images concerns are seen drivin Jones, 2005

therelationship

Hedonic Responsesf nostalgia, comfort, and pleasure. Jones, 2005
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Resultsand Discussion

Following a section that details stakeholder identification specific to this case study, the
results section reports and discusses the findings of freeeation themes establishing
relationshipssupportingpublic relations, sharing resources, enhagthe experienceand
driving brandmage Stakeholder identification is detailed first so that the relationship
performance between the focal organization and its stakeholders can be better undérkstood
reading about the emerging themé&sach themes described and then explained with the
support of quotationsLastly, practical recommendations and limits pertaining to themes are
exposedo thatthe findings from the case study are vadilatedn the literature.
StakeholderCategorization

Thefollowing section discusgsthe categorization of thettawa REDBLACK&
stakeholderss defined by the interviewee$ he stakeholdeidentified by the participants were
have been categorized on a primary and secondary basis originating from Clark&n (199
Somestakeholdersverealso addedrom the inductive analysjsuch as other sport teams and
the National Football League (NEL)n alphabetical order, each primanyd secondary
stakehol der 6s posdetaleen and i nvolvement

Primary stakeholders.

Business executivesTheREDBLACK® owner s and managers wer e
stakehol ders because of the focal organizatio
significance. The quote that best represents the role of the managstateddy a media
member : fAObvi o weskepnthrough historly that thenegeculives are very important

because they are the final decision makers that set the course of actions for éhd team
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Figure 2. Categorization map of theREDBLACKS stakeholders This figure illustrates the
primary and secondary categorization of the OttRE®BLACKSstakeholders according to the
data collected. The primary stakeholders are inside the black dotted circle, whereas the

secondary stakeholder groups are outside of the circle.
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importanceof the business executives emerges from their control over the direction of their
strategy. In fact, business executives are intrinsically linked to the brand (de Chernatony &
Riley, 1998; Gladden & Funk, 200209). dahed their
executives were thus labelled as primarcoeation stakeholders for tREDBLACKS

Fans. Fans were categorizdxy the majorityas essential to the survival of the
REDBLACKSS .fradmehifsanchi sebs dbeqgeseadtecy on it
proportion of onheotitisgpossinieainiesswe bave peopl@ dding to the Ogilvie
store and buy iThegecttiestressede signikicaricestiiat ticket sales have for
their business. The CFL franchises agavily dependent on revenues from ticket sales
considering that it represented 44% and 47% of the total revenues for 2012 for the franchises of

Edmonton and Winnipeg respectively (Edmonton Eskimos, 2013; Winnipeg Blue Bombers,
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2012). Overall, it positionthe fans as primary stakeholders because they are paramount to the
f r a n cfinangaésorsival.

Football community. The football community waslentifiedasan essential stakeholder
of the expansion franchis&.he strategic significance of the football community is founded on
the relation that their members have with the sport.

Cbest important pour-laJadabase, iswanty alleravoirdkes que ¢

matchs, ils vont étre partisgrnils vont \siter le site web.C 6 e s gensta g8 vont

vrai ment maintenir (& mdquspasopliger dedeurqandie | a

le produt.Coest vendu dobéavance.

Thecategorization agnessential stakeholder is based on two premiBest, the efforts

required to sell the product to them is lowered in comparison to other groups because they know
the sport; second, although suggested with subtlety, these members are in charge of the lower
levels of the sport pyramid which culminateshe top with the local professional teain.this

case, that team is tiREDBLACKS Therefore, the revenues and amateur participations result in
the football community being a primary stakeholder inREEDBLACKSong-term success.

Football executives Few participantgategorized football executives as stakeholders.
However, the ones that did clearly indicated that they were primary stakeholders of the
REDBLACKS This was based aihe position of executives within the organization and their
strategic significanceln addition to being independently responsible for football operations,
they were the only football related contacts made known to people of Ottawa and Gatineau up
until six months prior to the launch of the franchise. The a gedesal managdrasbeen an
important voiceespeciallyfor the francophone community (Comtois, 2013). According to a

busi ness e x ergmaManaged golé ith theefrarGophone community is
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extremely importart . T smecife ptadf has been shown to be paramount to sport brands

(Gladden & Funk, 2002; Ross et al., 2006), and in the value creation literature (Holcomb et al.,

2009), making the group essential to the REDB
Media. As a groupthe mediavere identifiedas a primary stakeholder of the

REDBLACKShecause of the edependency and their strategic significance in building the

brand. As a busi neeppeindhe media heeditebe folengiustooned, AP

create our shanoiced. The media are a strategic stakeholder considering that they are a

communication intermediary between REDBLACKSand the fans. It matches the proposition

that in order to have a loflgsting brand an organization must master communications (de

Chernatony & Riley, 2009; Gray & Balmer, 1998; Miller & Merilees, 2013; Payne et al., 2009;

Parent & Séguin, 2008). It should be noted @latkson (1995) defineshediaassecondary

stakeloldersbut thedata indicate otherwise as only four participants defined them as non

essential. Even though the categorization of this stakeholder group was not unanimous, they are

considered to be essential to the survival of
Municipality. The City of Ottawawascategorizeds aprimary stakeholder in the

majority of the interviews and map annotatiofi$ie Citywasessential to OSEG because of its

actuality inmanypre-launch affairs, such deedisagreement with the Friends of Lansdowne

(Degardins, 2012) and the Lansdowne Park redevelopment project (City of Ottawa, Z024).

muni ci pal ity échoexpeviceiggwonk that ositiored various level of governments

as essential stakeholders (Clarkson, 1995; Jones, 2005; Zagnoli &Ra10). As a matter

of fact, the municipality may be a secondary stakeholder in this case considering the following

guote from a | ocal goesttamassemgahabtieerbeginring D,lperha®s) t y )

nonressential as time goes @ The municipality was a primary stakeholder at the time of the
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study,and this quote suggest that it may movedoondary stakeholder over time due to a
decrease in actuality.

Professional sport leagueAll participants but one identifieithe CFL asssential to the
REDBLACK® sur vi val. The | eague Iis deemed to be
i t .he CFii Deague, of course, is essential because if thagtaxist, we danotexisb. The
business executive indicatthat in order for th&EDBLACKSo exist, a league must first exist,
making its existence and survival a prerequi s
prerequisite i s ec hoaema strgng ELnto alldwelhrese guystdexjsti pant
was important because we woulat have a CFL team if the CFL, in my view, hhdee
bankrupt teams, and having guys going béokEhe wealth of the league is therefore essential to
the creation of an expansion franchise, which position the CFL as arprstakeholder in this
case study.

Sponsors.The sponsors confordto the definition of primary stakeholders according
to 13 research study participants. Two aspects contdbwthat position. First, the franchise is
dependent on them financhall In the total sponsorship spending by sport, football was ranked
secondkohockey in a Canadian study on sponsorship
LafranceHorning, 2013)s i gni fi cance t hat i byourpatfamsasde,nt ed i
[ é {sponsorsare right up there because of the significance of the revenue thas ¢dom
corpor at e . pndacttthe &dmseriton Rskimos and the Winnipeg Blue Bombers
respectively earnet’d.1%and18.0% of their total operating revenues frepon®rship in 2012
(Edmonton Eskimos, 2013; Winnipeg Blue Bombers, 20B&8cond, the sponsors have an
interesting level of attractiveness for REDBLACKS One interviewee stated the following:

A €rtainly having solid sponsors on boatdnakes you look godd. Altogether, sponsors are
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essential to the survival because they are highly attractive for a franchise, and the franchise
depends on their important financial contributions.

EmployeesThe empl oyeeds position was determine
circle. The franchiseds employees, football 0
their organization. Positive reputations and perceptions of employees ages vtital represent
the brand on various stakeholders (Gray & Balmer, 1988)employeesare involved in the
mar keting acti vi t ieavantdumemployeeeto de arand adeokates as wvell n W
as to represent the brands in a certain debigk enthusiasm, professionalis(and)expertise
in their area. The executivetatedclearly the central rolee expecs from his employees.

Overall, employees are essential because they are strategically significant, and because the
organization dependm their professional activity.

Secondary stakeholders.

Competing sport leagueThe National Football League (NFL) was very briefly
mentioned in 11 interviews because of its influence on the existence of the CFL and its teams,
such as th@EDBLACKS The exposure to the NFL is ubiquitous according to a leader of the
f oot bal | che NAbhmarketing mzhingiTs o mni pot elhmayactualyd s t her ¢
influence the percept i orsprobablytore®f the Rrebative ssiesi t st
with the CFL is that therstill is the perception that isia minor league to the NFL, and | know
we are trying to downplaythat sai d a tel evision media employe
to the NFL are constant. It reveals the NFL to be-essentiglbut influential due to its strategic
significance and its qualitative assessment with the CFL.

Pl ayersdo absoCmatndoban Football League Pl ay

categorized by afparticipantsas a noressential stakeholder. Interviewees wayesistent in
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saying that th&kEDBLACKSIo not have a direct relationship with the CFLPA, which keeps the
association from being categorized as a primary stakeholder. It is best defined by this quote
from aREDBLACKS® x e c uWe ve@on Git thelGR&PA as tmuch as the CFL
Pl ayersd unions have variable I mpor tnodetse acr o
of various |l eagues (Rosen & Sanderson, 2001).
context. It was concluded that thelBFA is a secondary stakeholder to REDBLACKSas
they may only become relevant to the league on specific issues, such as labour discussions.
Suppliers.The suppliersd stakeholder group is fc
dependency. Inoth&wor ds, it means t hathesarppléttofer s are r
suppliers So, itis almost like the suppliers need the team mame theteam needs the
s u p p | Hosveverahey have the potential to enhaneereation (Gronroos & Ravald, 2010;
Payne Storbacka, & Fron2008; Salomonso et al., 2012), which may make them pertinent for
specific situations. Additionally, some suppliers are more attractive to the focal organization.
The following quote reflects the contrast between suppliers &sierped by executives:
ASuppliergare)obviously really not essential, but at the same time essential becausaie w
wor k wi t h g.oThedefore,uhe pverallolsendation is that suppliers are not essential,
but that they may have certainrétutes that increase their relevance.
Other sport teamsOn few occasions in the interviews, three types of sport teams were
interacting with the REDBLACKS. The Senators, the local NHL team, are direct competitors
which makes their activities influgat. It is for this reason that competitors have been identified
as stakeholders of sport franchises (Bauer et al., 2004; Zagnoli & Radicchi, 20ftb@yball
operations employee also indicated that he was collaborating with the two university football

teams present in Ottawa, whether on a matter
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for recruiting or coaching purposes. Additionally, other CFL franchises are also collaborating

with theREDBLACKSon business strategies so that the exparisamichise can have a good

start. In conclusion, there are other relationships betwedREDBLACKSand various sport

t eams, and these may have an influence the fr
Considering the previous descriptions 8 akehol der 6s map was bui l

so that the position of each stakeholder can be visualized. The ring separating the primary

stakeholders from thREDBLACKShasinconsistengaps in order to illustrate that these

stakeholders have variabé access to tHecal organizatiomecauséhe nonressentiality of

secondary stakeholders makes them relevant around specific issues only (Clarkson, 1995; Jones,

2005). Nevertheless, researchers should consider that the categorization of stakehaleérs offe

by this case study is specific to this case, and should only be used as hypotheses that could

complement future sport magement studiedNext, the five themes resulting from the data

analysis are presented and discussed.
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Establishing Relationships
The first themehat emerged frorthe data was the action of engagb®iween
stakeholders and the focal organizatiduilding on the cecreation blocks of interaction and
dialogue emphasized by previous works (Jones, 2005; Gronroos & R20a(] Hatch &
Schultz, 2010; Payne et al., 2008; Prahalad and Ramaswamy, 2004), the theme is defined as
establishing a meaningful and active connection with the relationship partner. Engagement
emergedinder the following subthemes: regular stakehetdeal organization interactions,
individualized relationships, efficient access to focal organization members, systematic
communications, mutually beneficial partnerships, and nurtured relationships. The importance
of establishing the relationships andigning active in the relationship are expressed on
numerous occasiony participantdut is bestllustratedby thisstakeholded s di scussi on ¢
business relationships
| think just, you know, an open relationship with the marketing contact and the
team.| think é it doesndt @ d@&mehnsthatthga ke any mc
willing to talk and willingtol i stietnd6 € not very complicated.
most important thing is to reach out to the teams, to the appropriate marketing
person, antbuild those relationships so that there is not, you know, so they can just
pick up the phone and talk to each other, I
up with emails, emails are sometimes easiertoigaored s omet i mes it d&s | u
to pick p the phone or go face to face, and establish and build those relationships
as you work together to build the brand of

be ultimately a big part of that build.
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As suggested herthe relationship has to be kept oerd alive by both parties so that a
dialogue can take place and opportunities can be seized as they manifest themselves. In the
literature, interaction is the premise to everyceeation possibility, and is defined by Prahalad
and Ramaswamy (2004)usinghe t er ms o6i nteractivityé, Obédeep
oOwillingness to actaod. A relationship must ex
exists may vary. Engagement refers to undertaking actions towards maintaining the rgationsh
between the stakeholder and the focal organization so thairéle outcomemay be seized
upon presentation. Consequenégtablishing relationships akey component of careation
between the focal organization and their stakeholders.

Many aspects pertaining to the importance of having an engaged relationship partner
have been highlighted throughout the intervieWhe results indicate thate level of
commitment of both the stakeholders andREDBLACKSn their relationship is panaount to
creating cecreation opportunitiesWhile the practiceshatfoster an effective careation
process eitherfor brand equity or valug arelittle known {Jones, 2005; McCoeKennedy et
al., 2012; Merz et al., 2009; Payne et al., d0B8atiorship marketing i&nown to be amntegral
part of modern marketingstonroos, 2004 With this in mind, a sport marketer may realize that
being engagkand active may help to create a sustainable relationship that could set up the right
conditions for cecreation to occur. However, the outcome of being engaged in such
relationships may not materialize directly in brand equity or valuereforethe heme of
relationship engagement is not about brand and vahkeeeation per se, but about fostering the
right relationship context in order for-@peation to occur.

Previousstudiesspecific to cecreation have positioned these@eation processessite

the firm-consumer relationship (Gronroos & Ravald, 2010; Hatch & Schultz, 2010; Jones, 2005;
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Porgsakornrungsilp & Schroeder, 2I) Vargo & Lusch, 2010). Furthermore, Jones (2005)
stated that brand etreation is the result of the relationship perfanoe between the stakeholder
and the focal organization. This is not unfamiliar to the current themsdationship
engagement, which suggest thmbrder for the stakeholddirm relationship to cecreate, tk
relationship has to exist and be actividere is a need for frequent engagement to maintain that
relationship. This was further addresseg an intervieweefi [a&nMd t o keep the r el
a little bit moderate statement right, but to remain as relevant as possible to all the stakeholders
so that they understand wheg are trying to da In the quote, th@EDBLACK® execut i ve
acknowledges the importance of reaching out to stakeholders and making sure that they are
aware of your activities and goals. The significance of remaining engagtkeholdefirm
relationship is that it ensures that the firm stays significant in the mind of their stakeholders
which could then lead to readily available@eation opportunities.
Considering that relationship marketing is at the forefront of ataxx research
(Gronroos, 2004)engagement in relationships consequently situates well with the literature
because it illustrates the importance of relationships-ecreation while extending it beyond
consumers to stakeholders. It is consistent pidlvious research that has started to link co
creation to all stakeholders, not simply the consun@mvther & Donlan, 2011jones, 2005;
Merz et al., 2009P1é & Cacéres, 201®Rose et al., 2012 The theme emphasizes the need
cultivaterelationshps in order for these sustainable relationship contexts to be created:
Bywor king together thereb6s an acknowl edgeme
intention would beo have a positive relationshigd. € ]So, | would encourage
them, be visible, bective, you know, make it obvious to the community thabwee

goingtowor k toget her. The community doesndt n
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they need to know that that relationship is there and they embrace it, and the minor

associations have to reaithat they have some responsibilities too.
According to the president of a minor football organizatiomg way of cultivating those
relationshipss to acknowledge publically the relationships that you are involved in and
communicate regularlys existence. Simply communicating to the public about your
engagement in relationships may have a positive effect on your brand and create value for an
organization. For example, by publicizing their relationship with the local football community
the focalorganization could create faw@ble brand associations based on the fact that the fans
would see positively the intent to engage in cooperative relationships with the local community.
It is thus a matter of making fans aware of engagemdintise firm does not communicate the
existence of their relationships, some fans may not be aware of their engagement and could
wonder if the team is involved at &lith its stakeholdersThereforeijt is in the best interest of
the franchise to communicate theatige relations in order tenable the creation gbsitive
perceptions from the publidnd oi ng so, the franchise increase:!:
the relationshipswhichcould thenead to the careation of positive brand associations.

Now moving to the specifics of the football community, a professional sport organization
has to maintain ties with its local community in order to foster a positive public irAbgsdg
Roper, & Hind,2012; Blumrodt Bryson, & Flanagar£012; Keller, 2008 suggesting that
may be viewed negativelyithout visible communityies. An executive of the franchisaid
during the i mtlairsviéew wer ded d ®£:v efi foserinfpaanateur a ¢ o mir
football, developing it, growingat .This suggestthat the ownership group feels a need to get

involved in the community. The franchise is creating value for the local amateur association as
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well as for itself when registration rates increase. Consequently, value and brand equity resides
in nurturingrelationships with the amateur football community.

Regularly throughout the data collection phase, participants commented on the
relationship characteristics that they most appreciate. REIRBLACK® st akehol der s s
the importance of open anddtirectional relationship with the focal organization, and it was
indicated that the mai n tytadveanmbperm eeitamly,i onshi ps
dialogue betweenyowrsl ves and t hemsel vewadalsmbsérvedlsyadesi r ed
member of the media stakeholdergrovrenp ut t i ng t oget her a radi o st
communications, it was very excellent, they w
possess important insights, which could be helpful to the fogaharation activities. If the
stakeholders have the feeling that the relationship is open then they may actively share
information with the focal organization. Feeling a strong sense of ownership in the relationship,
and with theREDBLACK® s u c c ergasizados, mayractually increase the occurrence of
co-creation. It could eventually lead stakeholders to be more proactive than reactive, which is
beneficial to the focal organizationbés effort
Jones (200) mentioned, enabling stakeholders in themation process is actually a safety net
for brand equity. It is in the best interest of the focal organization to maintain a certain level of
openness with their stakeholders, as this facilitates thedocay ani zati ondés ef fort
creating value and creating a successful brand.

A second valued characteristics was open communicalinberviewees indicated that, in
order for the relationships to be maximized, effective communication channeld beatreated
and that the relationship should be mutually beneficial. Stakeholders debbté¢hey could not

stand out and only make demands to the focal organization:
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Wedre not here with our handotgoingttobe we wer e

looking at taking money from the big guys, but we want to find a way to work

where some funds will come into the minor associaéad help to run some

programs.
The idea of being engaged in a mutually beneficial relationship is also echoed by an exscutiv
t he focal Sorwgeallywaattoicreate:wmiis, they r e g suppoergourt o
business, and wier e g supporgtheirsdacdk It is demonstrated that both parties, the focal
organization and the stakeholders, are aware of the necessity of engaging in a relationship that
benefits both sides. This aligns with the work of Vargo and Lusch (2010), who emphasized that
co-creation réationships should be collaborative and reciprocal. The stakeholders and the focal
organization have to be committed to their relationship in a way that will lead them to create
agreements and partnerships that will benefit all involved parties andlelygttke focal
organization. Creatingnesidedagreements could increase the return on investeasht on
but it couldpotentiallydecrease the involvement and the interestloérstakeholders to get
involved, and could possibly hinder tlemg-term potential for cecreation. Though not as
appealingn the shodterm;, mut ual ly beneficial partnerships
interest over the long term. Therefore, it is important for stakeholdeth@R&EDBLACKS
organizations to considéne interest of one another in order to benefit as much as possible from
value and brand eoreation over time.

As suggested in tHéerature,interactionsetween stakeholders aeepected t@o-create
value(Echeverri & Skalen, 2015ronroos &Ravald, 2010PIé & Cacéres, 2010;
Pongsakornrungsilp &chroeder201Q. Indeed, the resultshow that engaging in relationship

is central to cecreation. The data suggedthat the decision to engage is what initiates co
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creation. Thisis consisterwi t h Jonesdo (2005) article, which
as a vital component to @weation in any stakeholdérm relationship It alsomatcheghe

literature on cecreation by singling out relationship performance. Emnggagctively in business
relationships shoulthusbe the first stegvhen attemptingo initiate successful and lasting-co

creation processes.

Engaging with stakeholders may seem as broad and inapplicable, but managers should
look to apply this theme byreating systematic communications with their counterparts,
stakeholders or focal organization members. In fact, the REDBLACKS already have a
structured system in place to do this withsponsor stakeholders:

We have structure in terms of sale solitta, and how that process works from

the first cold call to the closing of the agreemefhat 6 s a | ot about the

and understanding that. And in terms of being able to change and react, and modify,

you need to be in touch with the industry
It is seen that there are structured communications in place and that the organization is ready to
listen and understand the demands of their sponsors. Howeamuedrdo be limited to the
purpose of salesvhich is logical considering the timing of thidy. Overall, when including
the insights provided by iitheme, it is suggested that they look to extend that systematic
communication procedure to the purpose of maintaining healthy relationships with their
stakeholders, extending beyond the solg@pse of selling. An extension aimed to sustain
healthy relationshipthat could then be transferred to@eation(Gronroos, 201l As
previously mentioned, if the relationship is active and the communication is systehsafaral
organization mightoe able to utilie every cecreation opportunity within its grasp. Naictive

relationships, on the other hand, may result in unused opportunities and missed chanees for co
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creation of brand and value. Therefore, it is important to maintain a hed#ttignrehip through
systematic communication systems in order to enhance the growth potentare&ton for
both the focal organization and the stakeholders.

The stakeholders amdembers of thREDBLACK® h i g hHeir intdreste d
accessigeachaoher 6 s empl oyees. The reasonedf or this
information from the second party, showing a need for efficient accessibiliIBEDBLACKS
executive underlined the convenience of having existing relationships that createtefticess
points withl stthikrelk owhlerre :i th hel ps i s that | he
throughthreelevels and 20 phone calls to get to the right person to talk about wiaaétigng
todod St ability is also a major component of an

| think it would also be better for the OttaREDBLACKS if (the media relations

empl oyee) is there for five years. Hedl |

who he has to ma&kphone calls to set up interviews with, it will make it easier,

and for everybody involved.

The stakeholder refers to thereasedfficiencyacquired through simplified access to
informationwhen an organization has a low turnover rate. Thislgiegbaccessibility stresses
the importance of accessibility as one of the fomcreation building blockgPrahalad &
Ramaswamy, 2004 Since information is nowasilyavailable (Prahalad & Ramaswamy, 2004),
difficult accesanay be perceived negativelgtentional or unintentional, whereas facilitating the
st akehol dseemst@mmyeakessirderactions easier and more positlveould then
leadto an increasedccurrence of cereation. As such, it is important fanorganization to

look to simplify the access to information for their stakeholders, fostering a desirable level of

engagement between both parties that could lead to increaseebtion.



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 51

To further make accessibility as efficient as possiblkefdcal organization and the
stakeholders should meet to define their relationships and their expectations towards that
relationship. Communications and dialogue are important when engagingrieatmn with
consumers (Payret al.,2008). This propositn is reflected several times throughout the
interviews The idea of defining the relationship and the expectations is expressed here at a
stakeholder level rather than a consumer level:

| am not expectin¢the focal organizatiortp do everything, getlown on one knee,

will do everything for you, but make sure weeawell communicated with so that

we know what we can and what we cannot do, nsake thered an opportunity

for us to partake in their events.

The president of a minor football team expects to be made aware of the possibilities that could be
available to him. This reinforces the idea of defining your expectations with your stakeholders

prior to engaging in a relationship with them. RiEDBLACKS have done that with the Ottawa

mi nor f oot b arheydicngwaduntil the verpemd to télk to the youth

organizations, they did that up front. So, thatwould bethsft t hi ng I.Inwoul d sug
answering the question about future meogendations, thmi nor f oot bal |l or gani z
presidentighlights that early discussions between the stakeholder and the focal organization

should take place. In so doing, a focal organization facilitates its own work and existence. With

clear expectans, the stakeholder can now simply act rather than quesjithe focal

organization or stagg passive due to uncertainty. Defining the relationship and the

expectations fawrs stakeholder proactivity. In summary, the definition and the expectations of

the relationship do not convey more@ation based on their existence, but they further enable

stakeholder proactivity which can then lead to more successfukation praesses.
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Supporting Public Relations
Professional sports organizations are dependent upon successful public relations in order

to achieve overall success (Anderson, 200600 Re i | | vy )&TheREQBLAOKSare2 0 0 9

no different than other North Americémotball franchises ithis regards Throughout the

analysis, the role of stakeholderssupporting public relationsas highlightecasimportantdue

to its recurrence across most of the intervielsthe context of this study, it refers to the act of

giving assistance to the professional maintenance of afale public imagewhere assistance

is given from the focal organization to the stakeholders as well as from the stigksholthe

focal organization.Most intervieweesliscussed the importa@that each party has in supporting

each otherds public peREDBEACGKBOBEZEetatdvEferengn

importance ithasfatsor gani zat i o pdoldgpend algtobmg:aiWpubl ic re

The quote indicates that tREDBLACKSare aware of the importancemiblicity in order for

their brando succeed Furthermore, the stakeholders can actually play a role in maintaining a

positive image through their professional activities.
Je dis pasug, je le sais que dans le sport en général, le football aussi, il y a des
entraineurhefs, il y a des directeuggenéraux qui sont la, quihésitel 6 avoi r des
relations avec |l es m®dias qui sont plus ou
dynamiqe pui s -a | 6ajoute é Moi, selon moi, | e
tout ¢ca, hum, té, qui couvre sportla, sont plus porter a étre positif dans ce qui
propose.

This mediamemberrecognizé thatthe mediacan help in maintaining a positive imagehoing

the principle that has been put forward by Keller (1993), which states that in order for a brand to

succeedit needs positive, strong, and unicassociations The quote also reinforces the basis of
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stakeholder theory, which states thgthelpng the focal organization, the stakeholders also
improve their wealtt{Clarkson, 1995) Maintaining publiaelationshas subsequently emerged
as a powerful tool in the attempt to meet collaboratively the criteria of a successful and long
lasting brand (Aker, 1991, Keller, 1993). It answers not only the general requirements of
branding strategy, but it also providesanswerspecificto this study.

Theanalysis suggests thaint public relations effortgs a practical way to contribute to
brand cecreation The stakeholders have the abilitystgoportthe public relations of the focal
organizationn various ways First, the stakeholders can promoteREDBLACKSas a by
product of theiloriginal content

So, for instance, well, next yeaFhemost obvious one is broadcasting the games,

wewill also be doing@ pre-game shows or pegfame shows around it. We would

in all probability, have a number of interviews with players, management, coaching

staff, especially as the season draws closerusbipn terms of the volume of

information about the team that is on the radio. It will increase more and more as
we get closer to the season
Mainly found within the media stakeholder group, the promotion of the team around

broadcasting content is onetiative that could result in assisgy theRE DB L A Grng 0

i mage. A feat that iIs consistent with the sp
to the sports, teams, or players relevant to their target mérkei: en, coOest,akcout si |
l e travail gudon a, cbest t outuneshistoipedamsie nt de

f o n dnoorder to achieve #ir own goals, the media stakeholders attempt to germratent

that interest their target markelin doing so, thepromote the team and its players, and engage
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the public with th(REDBLAWKS. As a result, there are many opportunities to create
supplementarpublicity.

Other stakeholders can accomplish similatcomesiepending on their own public
relations activities. An example of another organization that contributes to the control of the
REDBLACKS®public perceptions s t he Nati onal Capital Amateur
(NCAFA) with theirbroadcasting content. The interviewee from this organizattpiained
theirintent tofeaturethe REDBLACKSn NCAFAtv. Therefore, even though this example is
specifically media related, the promotion of the team through content is an initiative laleplica
to all stakeholderdriven by exposureln addition to the promotion of the team through their
own content, stakeholders may influence the f

|l think we have a great deal odtogvefl|l uence,

through the experts that we bring on the air, a level of knowledge about these

players, and so that will often color the perception that the fans that may not have

that knowledge.

As demonstrated by this statement from a media mermpbbklic peceptions can be influenced

due t o t he mitidiheacorsmupitylsis récognized that sports media analysts

and journalists are often perceived as expert
public perceptionsGladden & Funk2002; Gray & Balmer, 1998as seen in this study.

Bilingualism has previously been stated as an importantissue Ot t awads pr of
teams (Desjardins, 2012By maki ng bil i ngualism an i mportant
operationsthe REDBLACKSenableFrench organizatiorise.g. mediaminor football
associations, et¢.to interactwith the team.Facilitatingtheaccess to information inoth

official languages, thREDBLACKSnayactuallyfacilitate positive associations with the brand.
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Thisis of particular importance because the national capital region includes two niarkets
Gatineau and Ottawiathat differs not only with their cultures, but also with their dominant
languages.The franchise hdhalready acted on these differences at the tfithe interviews:

| think what you see through that is, you know wkiatench fansjinay have been

ignored in the past, but we care abyaei, and we wanfFrench fansjo be fans of

our team.| think they made a lot, the name was the first steponisly. | t 6 s a b

step, | think, and, I think for too long,ig bad business to ignore a good chunk of

your population, and | édm nonbtcosmaguitmg t hat

the games. é ¥o far, | believe from everything | hee heard fromhe franchise,
is that they will be included.

This quote from an Englisspeaking media member further reinforces the importahce

including the French mar ket. Tihenimpdreance glaced onn g

bilingualism seems to be shdrey theREDBLACKS®organizatiorwho acted in various ways
First, the name of the teaREDBLACKSwas chosepatrtially for its ease of adaption in
Frenchie.6 ROUGE E TSeddq| alrb-known bilingualplayerwho played formore
than 10 years with various CFL teams (including the Ottawa Renegeaejredas eam
ambassadorFi nal |l y, the teamds General Manager
to an integrated public relations strategy by the REDBLACKS.

In addition to the support provided by the stakeholdbesfdcal organizationanalso
help the public relationsf the stakeholders. According to the interviews, REEDBLACKSan
enable media coverage, which represents an opportunity to stimulaterplatians while still
remaining passive. The nature of the exchange between the stakeholder and the focal

organization is identified here as functional (Jones, 2005), meaning tiREDRBLACKSan

F

he
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generate a significant amount of positive press by si@lfdying stakeholders access to their
activities, organization, strategy, and employees.

If the media started, if the team started shutting down the roetliaf practices,

and we could niocover practices, and there was no coverage in the paper the next

day. Is that a positive thing for the franchise&s i very negative thind.ou donot

want to eklveyour fans up, if the fans are not able to read about it, | think, again, it

is unprecedented.
In discussing the issue of not having coverageempapes, this media member is aware of the
importance thapublicity hasfor a professional sport franchise.alsounderlines the importance
of accessibility between relationships partriarsrder for these unpaid public relations to
manifest themselvedt was reinforced by another member of the media that emphasized the
need for thisNoypemaifseagpesureorTiddosEtee, tu doi !
visible, cbest un must , i0lThifstatementechebadkiothé as s e s
building block of cecreation as shared by Prahalad Ramhaswamy2004): accessibility. The
outcome of accessibility is that stakeholders can create-teduused public relations
initiatives in the hope of improving the image of their own organizations. Some stakelotders
deeplyinterested in associating withprofessional sport franchis# is an opportunity for them
to initiate, organize, and execute events that result in an improvement giuhka perceptions.
For example, supporting the return of sport franchises can be an act of political gabbose
for a city councillor:

| think, itis a high involvement, | meabgcause | have a record of this, like | said

| brought back baseball, if we have baseball back, if you look atist,narked :

AThank you for bringing bWek!| prohamese) owals
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commissionerWell football it is the same thing. mean, what a councillor can do
i's get involved in the pavarsadeds®on sodofndt | et
thing.
As understood fr om t hittempstd nmaintaimeefanpable pubic s counc
image benefits from the support he provided to baseball in the past and the current support that
he offers to th&REDBLACKSranchise. Thistype of collaboration taking place sport
organizationgelationships haseen shown to support image enhancement efforts (Hutchinson &
Bennett, 2012)Based on interview datthe REDBLACKSmay not have to take action in order
to collect the beneficial result of outsider public relations initiatives. These opportunitiesgdcreat
by stakeholders, need just to be realized and leveraged by the focal organizédion in
communications.
Managing expectations also surfaced within the thenpeiolic relations Thissuggest
that stakeholder can supptte REDBLACKSy moderatinghef a rexgpéctationsegarding
t h e tperfarm@nse and the game day experience. As shown in the literatiwepthes u me r s 6
expectations are directly related to the occurrence-ofeation Helm & Jones, 201(Payne et
al., 2008; Plé and Cacéres 1P For example, this participant suggested that while saying:
| think we have a great deal offiuence, right now, because weea&xpected to
give, through the experts that we bring on the air, a level of knowledge about these
players, and so that will often color the, hum, the perception that the fans that may
not have that knowledge. So,REDBLACKSE go on t |
had a really great expansion draft, becaus:

information through the people | talk to that aleser to the league than I am.
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This interviewegroposes that stakeholders can help to make expectations realistic by clarifying
facts pertaining to the franchise or Heimmpl y i
and Jone§2010 expectationsexperience comparisgrinciples, ifthe consumesr éxpectations
are greatly misplaced, may lead to amxperiencehatwill be perceived as negative, hindering
the development of the franchise and the braDd.the other handf the expectations areell
positioned the likelihood thathe consumer8experiencevill matchther perceptiosincreases
(Helm & Jones, 2010

Considering the aforementioned opportunities, collaborative maintenance of public
perceptions could result in an increase in brand equity for the focal organization through an
increase in brand image, brand awareness, and perceived brand quality.htildexkgoin the
focal organization i n t heouldpotentallylbegreaserwhithhat or g
would drive brand equity by increasibgand awarenessTherefore, REDBLACK® r each t ha
includes the added reach of stakeholders magemprently result in a direct increase in brand
awareness. It is se@nthis studythat stakeholders realizing thenfluence on public
perceptions could sway the direction of the public discourse, influencing brand components such
as image and perceivedality. Increasing reach through stakeholder resources could also prove
to bemore effective han an or g-promotorsindetbenndatvenser ofrfultiple
stakeholdeswas demonstrated to prevent brand alissice (Miller & Merrilees, 2009
Therefore, brand communicatiolesl bystakeholders could enhance brand perceived quality and
brand imagemore effectivelywhichrepreserga practical manifestation of brand-cceation by
increasing brand equity through stakehotfilen relationshipperformanceJones, 2005)

The above theme situates itself well with

importance of identifying stakeholdé&rm relationships, the role of communications, and the
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variety of outcomes materializing from relationshipfpenance. First, identifying the
stakehol der s é& efqwn cstiitoen tios caonprrd buting to each
Exchanges identified as symbolic refer to relationships that are driven by reputational and image
exchanges (Jones, 2005). $ylic exchanges could lead to maintaining and supporting a
favourable public image. Secondly, the theme suggkbat stakeholders antlefocal
organization should look to suppearta ¢ h  publlt eslatidrss becauseis mutually
beneficial. Payneet al. (2009) also mentioned that communicating the brand was an important
factor in brand creatigrwhich is echoed by thisthem#&/i t h each stakehol der 0:¢
influenced by t he f oleeaeficialioregeayone o eontiilie positselyv al u e ,
to the value and the brand of tREDBLACKS It returns to the basic principle of-ceeation,
which is to create value for t helffe&Motiath, col | ab
2004; Merz et al., 2009 Lastly, Jones (200%)dicated that outcomes, such as reputation,
political and influence, could result from relationship performance. These outcomes are
noticeable within the theme ptiblic relations Interview quotes used previously are centered on
the stakeholder influee in their relationships both with the fans and withRE®DBLACKS
While the city councillor does indicate that political capital is at stake in the activities put
forward during the creation of Ottawdiha CFL f
the focal organizationds reputation can be at
maintenance. Negative outcomes could jeopardizRHBBLACK® r eput ati on as ar
organization.

The current themis a matter that exceeds engaging in relationships or sharing
resourcessupporting public relationis about helping the focal organization to increase its brand

equity through the regular activities of the stakeholders rather than modifyioggr@zation 6 s
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profile. The stakeholders may also increase their own brand equity in the process as a result of
the associations consumers make with a professional sport organization. Maintaining public
perceptions collaboratively could result in value in the bodjt has to be mainly considered as
a source of brand ecreation rather than a source of valuecoeation.

In conclusion, each of these actions pertaining to publations with initiatives either
taken by stakeholders or the focal organization,|ead to improvements in brand image,
perceived brand quality, and brand awareness. It positions the theme as a practical manifestation
of brand cecreation.
Sharing Resources

Within their existing relationshipshe data indicated thatakeholders anfirms can
share resources in the hope of creating value or creating brand equity for each lo¢hitveme
of sharing resources means that human, financial, and material resources can be exchanged
between the stakeholder and the firm in either directidrese exchangesan result in an
increaseof value creation for either the franchise or its stakehaldersfessional sport
franchises possess assets such as players, coaches, professional services, facilities, exclusive
knowledge, financial funds argpport propertiesStakeholders, on the other hand, may have
exclusive knowledge, potential consumers, advertising means, professional services, or facilities
at the disposition of the focal organization. These resources fall under the possibilitygof bein
shared in the hope of @veating the brand or value. With sport organizations continually
looking to gain a competitive advantage (de Chernatony, 1991; Christodoulides & de
Chernatony, 2009; Gladden et al., 2001), results from this research studghahtve

REDBLACK® st akehol ders are no different:
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| would like to know what we could do as an organization in order to help them

succeed, and thereds always the other s
as an organization, in order to helpsuss cceed? Because it add
competition, right now, for kids to pla
Wedre really at a tough spot right now

The statemerftom aminor football team president indicateatime is currently under pressure
to differentiate his organization from his competitors. He also highlights the fact that
collaboration with th(REDBLACKS:ould help his efforts. Even though this stakeholder stresses
the need for value creati@s wellasthe possibility for it to be careated, théollowing quote
leaves us wondering whegsourcegan be shared with the intention ofo®@ating.

And thatis one thing th&@EDBLACKS:an help us with, you know, expertise in

terms & how do we work, yoknow. We a&e a notfor-profit minor football

association, we do nbhave a bank dPR guys, or marketing guys, but by

extending the relationship between REDBLACKSand minor football, we &

going toget access to that, and thegoing tohelp us
It can be seen here that the community stakehald@theREDBLACKShave already
considered sharing services between them. It is also important to note that this action of
partaking resourcdsirther extendshealreadyexisting stakeholdefirm relationship. Providing
marketing services to a stakeholder can result in additional revenue fQryibkhimg
collaboratively created value for that stakeholder, which equals to vakreaion. Sharing
services ionly one example that illustrates the i of sharing resources, but many resources

can be shared human, financialand material betweertwo parties in order to eoreate value

i de
s Vv
y f

and
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or brandequity. The study was looking to uncover possible ways in which stakeholdees and
sport organization can eeate those; thus, the theme directly relates to the research purpose.
Sharing human resources can happen by means of many applications. It can be under the
exchange of professional services. Continuing on the former iliostran executive of the
REDBLACK® expl ai ns Itwe hava ap®fespnaltsdrvecés . company (as a
sponsor), well, wre going todo our yearround auds,we@& goi ng to use those
That is to say that, according to tREDBLACK®executive, the participating stakeholders will
earn their business, whiefill increase their revenueBy investing in a relationship with the
focal organization, a stakeholder is therefore creating valutsédi: In the case of the
stakeholdeREDBLACKSrelationship, this value may also materialize as sharing football
specific employees with stakeholders. We see then that, coaches ansiqgaaymesent added
value to stakeholders.
Accessibilty to players is very big, thas the commodity that ware dealing in.
We are daaling in human bodies, so if weeadealing in human commodjty is
being able to touch those human bodies in whatever way, by speaking to them, by
shaking their hand, by being coached by them, by giving some pointers, you
know, it is a big demand on a football player.
According to thigntervieweethe players are viewed as an economic good in many ways.
Through coaching young players, making public speeches, or other activities, players as human
resources can increase the value available to the stakeholder, and are therefore a resource that
can coecreate value for stakeholders. Coaches can also be categorized in this way because they
can contribute in the same manner to the development of the sport with the football community.

Added value for the football community can materialize if coachesealgdied in activities
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taking place among an organization's membership group, possibly resulting in added registration
in the football associationsdéd events, and in
These practices around human resoucoesd all lead to value eoreation for all parties as the
sport product, in the end, is a ntangible asset that materializes through vicariexperiences
(Hoye, Nicholson, & Smith, 2008

In addition to human resources, material resources cabealsrchanged between
stakeholders and the firm in order to@eate value. For example, stakeholders can support an
expansion franchise in finding facilities when the focal organization faces construction delays
with their own facility. Specific to thistudy, BREDBLACK® f oot bal |l operati on:
mentioned that they will host their training
REDBLACKSuse their facilities, Carleton University as a stakeholder will benefit from having
football fans vsit their facilities. Not only does it equal to value being created through an
increase in visits, but this might also transfer to an increase in brand equity for the university.
Perceived facility quality may be higher because they are now viewedasdestor a
professional team. This could then transfer positively to the brand of the university and their
own football team since university facilities were associated to sport brand equity (Gladden &
Funk, 2002) and local tourism (Mason & Duquetted@0 Examples from the study, such as the
above, indicate that sharing material resources has value and braréton potential.

Similarly, theREDBLACKSan caecreate value by sharing their own facility, TD place, a
branded stadium that will incledan ice hockey arena, and a mplirpose outdoor artificial turf
mainly dedicated to soccer and football (TDplace.ca, 2014). In sharing their field with
stakeholders, thREDBLACKSan create value directly through rental fees, as well as by

allowing sakeholders to access their facilities. For example, a minor football association or
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team that hosts its activities at TD place will contribute to the branding and the value of the

franchise as potential fans of the team.

Tout | e football amateur, que ce soit | es
football Junior, hum, m°me | e footbal!l uni
partisans de football, enempaufottmlht | ", cOoes

The quotehere underlines the potential fan base residing within amateur football organizations.
A @at news, we have initial approval to do games at TD place so we aredryargow down
a timelin®. With minor football organizations already making arrangdsignshare the
REDBLACKS aci |l iti es, participating players, coacl
team and brand. Following on that, components oRBBBLACKSorand, such as brand
awareness, may increase with amateur football games beiyedpht TD place. It may also
produce additional value for the franchise because of the extra visitors the games will bring,
creating brand equity as well as additional sources of revenue. Therefore, from the focal
organi zati onos plées sap teanster intoebrandsrid aalueaegtiont. a c
Sharing material resources resonates well with the idea esesources (Hoye et al.,
2008. In sharing resources, the relationship partners inctbageaccess to resources through
their rdationship partners, which may in turn increase the value and/or brasrdatoon
potential that could be otheiselimited if some key resources were lackirtgharing material
resources also situates well with the suggestiorstadiums ara key resairce in any sport
organization (Bauer et al., 2004). Sharing facilities may be a practice specific to stakeholders
whose activities are centered on the same sports as the focal organization. In this context, it
means that the football, soccer, rugby, hodkey organizations in a relationship with the

REDBLACK® cor porate organization could benefit f
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facilities can play in a stakeholdebrand has to be investigated with more depth by future
research due to the litad outcoms of this study that aispecific to this topic
Adding further to this theme, ttanalysis indicatéthat theREDBLACKSorganization
was able to gain value by sharing its brand with stakeholders prior to signing its official
partnerships For examplespne radio station decided to include the football team name in its
radio show without asking OSEG about it in the first place.
The reason | named the show what | named the show is because | wanted people
to know what it was about. Idlnot want it to be the CFL showl.wanted people
to know that it wagjoing tobe about football, lause iis theOttawa
REDBLACKSadio show. It was going to be on the radio, and it was going to be
specifically about the Canadian Football League, and apadifically, ever
more so, about th@ttawa REDBLACK®&anchise and how it was going to
impact the league in the coming year.
There is a |l atent increase i hthinktheywdreragpyi ty r e
again, you get yauname out there, it e x p.oThisimedi@ member realigthe potential it
offers in terms of brand exposure, and also suggests tHREIBBLACKSrganization was in
agreement with this practice because it was benefiting them in the end. Thisegsactied by
other media, Ottawa tourism, and minor football organizations as well. For example, media
members use the team name in their titles, articles, or other publications alike.
La semaine derni re, ou | a ddNenmmapense pr ®c ®d e
cbest | 6avenir du Rouge et Noir passe par

exacte, maisds 6 allaientrecruter. Bien, i aston nom dans un titre.
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In doingsa stakeholders can drive brand awareness, which ultimately resatisnorease in
brand equity (Aaker, 1991; Bauer et al., 2004ristodoulides de Chernatony2009). For
examplea minor football organization leader and a city councéikpressed their intention to
us e t hbgobngreimielsites and publicat® The minor football organization intends
on including the teamdés |l ogo in their NCAFAtv
information about th&REDBLACKSeam in their city pamphlets. It was expressed by a city
councillor that including he t eamdés brand would be beneficia
Thatis the best wathe city can do certain things, not only does it benefits the
football team, but it benefits tourism, and economic development for the city.
[ é Jmadine whenwe ae doingpromotions, handout books about the city, these
are all types of information that creates an excitement, and creates a reason to
visit a city. And it comes down, like said, a lot of it is the excitement of it, but
also on the economic benefits of it.
Notonlydoes he i nclusi on of the RED&das@GK&Sand n t he ci
brand equity for the cityput it benefits the teamit provides the team witincreased exposure in
publications that reach t heiandntnarifogtleal plagessr k e t ,
While these practices did not appear to have been discussed with the focal organization at the
time of the interviews, in the end this exposure benefits both the team and the city as it offers a
potential for brand careationas well as value coreation. However, allowing for such a
practice may pose a threat through value or brardestruction, which should be investigated
by future research as this research only focused -@neation.
On a larger scale, the CFL cds@ashare a sport property with its teaimse. the Grey

Cup. This league major event has been hobiefl CFL cities since 2004Indeed, other than
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Hamilton, all cities with a CFL teammave hosted the Grey Cup in the last decade (CFL.ca,
2012). TheGrey Cupis an importansource of revenue fdhehost city and teams (Baade &
Matheson, 2003). Whileistussing the utility of the Grey Cup, a stakeholder made the
foll owing statement: fi¢a, cobest Ruseavierlmche
pour ®p o n g.eThe quaessugpestirattthee e@gue is creating value for its teams when
sharing théhosting rights for th&rey Cup in addition to the value it is creatingttog league

itself. Cycling the championship game is therefapotentialway for the CFL to careate

value for theREDBLACKSand their stakeholders. In conclusion, if professional sport leagues
intend to cecreate value with their teams, they should investigate the potential residing in
sharing their sport pr@pties with their teams.

At a consumer | evel, value creation is dep
resources for their needs and actions (Salomonso et al), 212 data suggested that this
ability to integrate resources materializeshwthe stakeholders as welhdeed, esources are an
aspect of the overall relationship structure that influences the numbecatmn
opportunities available (Roset al., 2012). The overarching theme of sharing resources
therefore identifies precise practices ofareation that are consistent with the first insights
provided by the cereation literature.

As it relates to Jones (2005) model, the current thdrakasing resources is focused on
functional exchanges between stakeholders and the focal organiZBtiese exchanges have
materialized in the current data via sharing human resources, material resources, and sport
properties, and have the potentiaptoduce additional revenue, improve access to expertise,
multiply available human resources, and increase brand awareness. Maodifications could then

engender outcomes, such as profitability, reputation, influence, and loyalty (Jones, 2005).
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Therefore, iis shown that sharing resources, as a manifestation of functional exchanges, may
result in an increase in brand equity or value through stakeholdeeaton.

In conclusion, sharing resources is an avenue that could stimulate value and brand co
creaton according to the data collected in this research. This exploratory research sought to
generate hypotheses pertaining tecceation practices and the theme of sharing resources is
answering that call. Sharing resources is important to the geneawtlireeon cecreation since
it exemplifiesthe concepby emphasizinghe potential offered by resource$his demonstration
answers directly the research question as well as providing interesting insights towards bridging
the gaps exposed in the litensueview. Resources are scarce (Hoye et al., 2008), but they
should be shared in order to maximize their utility for the focal organization and its stakeholders.
Enhancing theExperience

The fourth theme emerging from the data was enhancingxjperence The
REDBLACKSandits stakeholders can contribute to theerallexperience fans and consumers
have of e ac hsand brénd. rTbreughpheiosthkebotdiem relationship
performancethe theme indicated theglationship partners can improve the quality and
experience lived during brand and product delivelrige experiences directly linked to the
occurrence of ce@reation since careation is based off the comparison between experience and
expectations (Betixen et al., 2003; Helm & Jones, 2010). In a sport context, product delivery
materializesn the game day experience offered by the professional team (Gladden & Funk,
2002). Thamportance of thexperienceand the possible contribution of relationspartners
was discussed by a majority of interviewe&ée overall suggestion of enhamgthe experience
is that brand equity or value can createdhrough the stakeholdédr's act i ons o.n t he e

For example, apecializedbr oadc ast ctionnspadeliyed isterdstingntelevisual
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sporting content to its consumerBhe company would then finish up by improving the quality
of the delivery thatthe e | at i o n s domspmen®eperiencesln tidissstudy, a TV
companyemployee suggestedaihthey canmprove theREDBLACK® br and and val ue
simplyimprovingtheir own broadcast delivery or tREDBLACK® g -@lay experience.

| mean obviously the league and the teams needs a broadcaster that believes in the

product, and that will go thextra mile and we will want to grow it and | think

thatodos definitely what we have in mind.

for us, and we want to grow it, we want to grow our audiences, and we want to

grow attendance, and justet positive stoes, because isia full circle, it comes

back to helpus. The more we grow the game.
Indicated here is that the TV partner is trying to enhance the product experienced by the
consumers of both the league dhe network The contenthat is enhanced theg a me s 0
broadcast More importantly, the interviewee suggested that relationship partners actually have
power over the evolution of the consumerso pr
illustratedwith the following:

| think over theyears, we always try and, you know, how we can enhance the

games and the broadcast, mae grown over the years in adding the 1st down

line, the virtual first down line, which was in the NFL fir§he cable cam in

playoffs, just to give different anglesrom a digital standpoint, weave really

been pushingur game tracker app so you can engage with the broadcast and the

stats and follow along whether you are wat

access to a TV. You can still follow along playgddgy with the gamelf you ae

not accessible to a TV, you can follow along on your phone or your tablet.
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The media stakeholder interviewee illustrates that his organizatiadbasto the experience
andstill continues to do soWhether it is thdirst down line, the cable carthe digital content,
or the increased access, the television partner has the control necessary to develop the product.
This is important considering that television is intrinsically related to the financial health of
profesional sport teams and leagues (Noll, 2006; Szymanski, 200&ct, an interviewee that
has been around the CFL product for two decades illustrates the overall role that enhancing
experiencahrough partnerships has played in creating value collaboratively over the years:
Puis, et je pense, en grandes parties, le partenariat qui existe entre la Ligue
Canadienne de Fooball @nglish TV companya (french TV company)(media
broadcastcompapg nt re gui |l |l emets, -a cdeesdt, -a va
une relation qui a été importante, et les deux ont vraiment aidés a batir le produit
gubéon conna’t aujourddédhui comme -hBa Ligue C
de football la.
According tothis quote, the relationship partners can influence thetirmy development of the
football product. It highlights the overall idea of this theme, which is that stakeholders can
contribute to cecreation. The example previously highlighted illustratdearly the theme of
enhancingexperience In sum, it is seen that stakeholders can contribute texierience
consumers have of tiREDBLACKSbutthe teantan also do that for its stakeholders.
Similarly, through their behaviours, the focal organizationiocgrovethe experience of
i t s st adomstnels dheREDBLACKShave mainly participated in enhamg themedia
c o mp a delivery baunching a sport team in the City of Ottawa gemsrah additional
professional sport team, more gan@sisit, and more playern® cover. The addition of the

REDBLACKSprovides newspapers and radio stations afttiitional content by creating new
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writing and talking points that can culminate in an improveroéttiar product An important

point 1is under | i n&Vewdntithose teames tbisuavivg langtermand,i st : i

obviously, while thevriterdoesnotva nt t o. Ebea thdughahgoornalist does not want

to be partial in his writing, he acknowledges that the survival of Oftgarafessional sport

teams is iIimportant to iIits organization. Furt

T e.g. players, coach, GM, eteaudioand visual content is vital to their regular business. Radio

stations may require team memberso for interyv

guotes to support their stories. Television hosts may need guests and video footagarelhes

all actions that th@EDBLACKS:an participate in, and are actions said, by a media host, to be

necessary to a media organizationds success:
Des mises ° jour, des activit®s quoil y a
une fois, cesrelatioAs™ pour avoir acc s au contenu qu
Cbest -a qQqui serait int®ressant pour | a ra

de compétition, té, ce qui attire les gens, médias sociaux et tout, télé. Iy a

vraiment 1a, on est en cquétition a la radio avec beaucoup. Alors, il faut se

d®marquer en quelques sortes avec quel ques

gudon a un contenu qubdébon ndédaura pas ail

entrevues qui sont pas présentés aillansy des entrevues vraiment exclusifs a

la stationde radio puis de développer ca.
Thisintervieweeindicates that the content provided by tREDBLACKSan help them gain a
competitive advantage by differentiating their product through exclusivity. In so doing, a team
engages in value exreation for the media partner, a process that will eventually create value for

the team itself. Providing additioneontent to media stakeholders may increase their value,

e u
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which may result in more exposure for the team through coverage by this media partner. This
extra exposure then adds to thecceation of thd(REDBLACK® br and, and can r es
value or brad equity for the franchise.

It should also be noted that insights pertaining to thereation roleplayed bythe
leaguehasbeen highlighted on few occasions throughout the interviews.

Well, the league is always very open to working with us becausetainly helps

them We can help build their brands and their viewershigen it helps them, it

canhelpthe teams sell more tickets, and sell bigger sponsorships, but quite often

therearehurdles when it comes to specific players and some coéeheyare a

little more hesitant to allow cameras into the locker room

It suggests thahe league can help the TV media parteemprove itsexperiencéy
allowing access to exclusive content. The rarity of the comments made pertaihi@gdoess
to exclusive content prevent this suggestion from being categorized as an outcome of the
research. However, its mention suggests that this could be an interesting area to investigate in
future studies, as the | eagurgmayaddorudifferfiomut i on
the type of contributions made bytean®dv er al | , results show that t|
delivery is enhanced by the existence of an additional sport franchise and the contributiens team
can make to the mediads content.

The creabn of this expansion franchise and the projects doparallelalso contribute
to the touristic experience of people coming to Ottawa, aREIZBLACK® | aaddstleeh
Ci ty of offering @he expesience of a cityaterializes in visit twenues, events to

attend, and other touristic highlights (Daniels & Norman, 2010; Ottawa Tourism, 2014). In the
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interviews, a city councillor detaile® the ad
CFL franchise.
When you will experience Lansdow Park, you will see, you will not only
experience a footballagne, you will experience a fulkmosphere If you want to
go to a restaurant, if you want to go to a bar, if you want to go to a theater, if you
want to have a picnic, if you wanttoplag a me of shinny football b
Everything will be there that you will be able to do before and after the game.
And | t hgoingkobeviist@fritekind in Canada, weill have a full
entertainment complex. When you get there, you could be limiagcondo, in an
apartment, or in town houses, it will be part of the commercial village.gtting
tobeamazingyou 61 I al s o h av en,whitheis historgtmatise en Pavi | i
where thdirst Stanley cup was won. We lhalso have the heritagaiibding,
which is a building that Mlibe completely renovated. It f&een moved close to
the Aberdeen Pavilion, is, the whole concept ane we & very proud of.
T h e ¢ o ucommentihdicates snany examples of value creation being brought wtthe
alongside th&REDBLACK® devel opment project. For Ottawa
help to Iimprove the cityds |l andscape as wel |l
yearly. Therefore, by renovating Lansdowne Park, OSEG is creatitigge that will enhance
the overall experience of the city lived by tourists and citizens. In doing so, the team is engaging
in value cecreation for the city The team contributes to tlegperience, andonstitutes an

immense potential for value creation to the city.
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The city can do certain things, not only does it benefits the football team, but it benefits
tourism, and economic development for the
that, italso brirgs millions of dollars in.
The councillor is aware of the franchiseds co
toincrease city revenue§ourism through sport can be beneficial for the development of cities
(Austrian & Rosentraul®002; Gration, Shibli, & Coleman2005), and it requires partnerships in
order to so (Austrian & Rosentraub, 2002). REDBLACKS ncr ease Ottawads to
revenues through aspects such as the creation of a marketplace argthgameism, which
represents practical manifestations of valuem@ation. Overall, the creation of the franchise is
a way for Ottawa to coreate valuedr the city by improving the experieno&Ottawa citizens
and tourists.
Enhancing thexperienceo-creates value and brand equity for stakeholders and the
focal organization. Gronroos and Ravald (2010) suggested that enhancing the delivery was an
implication which stakeholders could undertake in order to create value (Gronroos & Ravald,
2010). An enhanceeperience leads to the-ceeation of value because this isatthe
expectations are compared to (Payne et al., 200§)oshiveexperienceundestoodas an
experience exceeding expectations, therefore dictates whetheatmn occurs or not (Helm &
Jones, 2010). As such, this study shows that stakehoh@grénprove the experience thie
REDBLACKS®consumers and vice versahis in turn inceases the probability of exceeding
expectations if expectations remain constant, meaning thatation is more likely to occur.
Consequently, enhancing thgperiences linked to the researduestionbecause it contributes

to increasing the likelihood efalueco-creation.
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In addition tothe link between enhancing the experience and vahoeeadion,it also
adds tdorand cecreation. In thisesearchbrand cecreation is defined as increasing brand
equity collaboratively with stakeholders. An improvemerthmexperience may increase brand
equity because the expectations consumers have towards the brand may be modified following
theirown experiene. The brand has been said to seettpectations held by consumers in
regards to the product experience (Aaker, 1991). For a professional sport team, such as the
REDBLACKS, the product experience was indicated to be the entertainment created by the
ganes (Rosner & Shropshire, 2010). Tdwtual experiences therefore an opportuniter
consumerso update thig expectations.To summarize, when stakeholders are collaborating with
the focal organization to improve tegperiencethey are careating véue and brand equity.

Considering that thREDBLACKSare an expansion franchise that had not played a game
prior to the end of data collection, the importance oflapech events might be seen as
increased in comparison to other sport contexts. In fact, many events regtbegiudlicand
stakeholdersaxurred prior to the first games of the franchise according to the archivasdata (
Table 4. TheREDBLACKSand stakeholders have hosted many events: pep rallies, uniform
unveilings, autograph sessions, public practices, etc. (OttawaREDBLACKS.coms2814;
Table 4. These events gathered fans, media, sponsors, players, coaches, football executives,
business executives, city officials, suppliers, etc. (OttawaREDBLACKS.com, 88dHable 4.
TheR E D B L A Gt&k&holdersdded value to those events and those events in turn contributed
to the stakeholders. For example, these smaller scale events, created for fans, provided media
with content. Thus, they created value for both of these stakeholder giithgsata suggest
that interactions took place between the stakeholders and the focal organization at the time of

these events and that-coeation could have occurred since stakeholders were regrowitd.
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this in mind, future research should look to incledeonsier co-creation ventures coming from
expansion franchises considering that they have to create value without &pxaagct ready to

be consumed.
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Table 4.

REDBLACKS Public Events Web Links

Event Date Link
Uniform Launch May 6", http://www.ottawaredblacks.com/article/syndicated/451
2014 /backin-red-andblack-ottawalauncheshew-uniforms
Intrasquad June 7th,  http://www.ottawaredblacks.com/article/redblatkshold-
Public Game 2014 intrasquaegamein-gatineau
Public Training June i http://www.ottawaredblacks.com/article/inaugural
Camp June 6th, redblackstraining-campat-carletonuniversity
2014
Public TryOut  April 27th, http://www.ottawaredblacks.com/article/redblat¢&shold-
2014 tryoutsat-carletonuniversity
Tasting Eent April 2nd,  http://www.ottawaredblacks.com/article/gréhings
2014 cookingat-td-placewith-additionof-levy-restaurants
Public February  http://www.ottawaredblacks.com/article/ottawneadblacks
Autograph and 6th, 2014 footballfansfeted
Q&A
TeamName June 8, http://lwww.ottawaredblacks.com/article/syndicated/437.
Announcement 2013 /ottawaannouncegseamnameandlogo

In addition to the previous examples, activation can play an important role in contributing
to theREDBLACK®experiencdrom a sponsorship perspective. Activation is a strategy that

can enhancexperience and i s defined as a sponsords i nde

promote and advertise its sponsorship (O6Rei l

theimprtance of acti vat iWed,lthiikbrands asdeanpdniesstiaio ns or s
are good sports marketers know already ithatin their best interest to not just sponsor and put

a sign up, but also activate and leverage the partnérsiieREDBLACKSexecutive indicate

that their business partners need to activate if they want to maximize the value of their
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sponsorship. It i s a practice that wil!/ be
expressed by a sponsor while discussirggrole of their activation program.

Then, there might be, if some player was making a return ¢uaatthink fans

alsothen A Ok ay, s(sponsdishimprograng) emgpne t hi s year ?0

can | bring my donati on t bthinfkofthatredllac k t o

playing a part in tersof overall culture of the CFILthink the(activation)

program has really become now a part of the social fabric of the CFL fan and,

hum, a part what your CFL experience is for any given season.

This executre of aREDBLACKSsponsor statkthat the program they put forward is part of the
overall experience fans live when attending games. For them, this sponsorship program is their
activation platform where they provide additional gasiag activities and additional meaning to

the league anttam througltheir actof giving back to the community. Tlrepons or 0 s
improvement of thexperience increases the potential for valuereationto occuras well as

brand cecreation withthe creation of associations by interacting with the commuifikys

shows how enhancingxperiencehrough activation contributes to the value and brand co

creation processOverall, sponsors that enharexgeriencehrough activation prograsadd

value to the sponsee.

Considering the importance of activationinnfCadi an sport business
Lafrance Horning, 2013), the contribution from relationship performance (Jones, 2005), and the
importance okxperiencen the possible occurrence of-ceeation (Helm & Jones, 2010),ist
logical that atheme similar to enhancirie experienceeveasitself as a potential form of €o
creation. Whether it is a matter of experience, tourism, providing content, or activation, partners

in stakeholdefirm relationships can help each otherareate value ahbrand equity. Té

AV

h

(¢



BRAND AND VALUE CO-CREATION IN PROFESSIONAL SPORT 79

interviewees reinforced this concept. Thymrssorship managers should therefore look to
activate in a way that will contribute to the experienden-sponsorship related managers
should in turn seewaysto improvethe REDBLACK® angeday experiencsince itwill
eventually benefit them. Inorderéeon cour age such possibilities, t
executives should propose actions thatewih hance t he stakehol derso de
might invite stakeholders to asimilarly towards the focal organization, as the majority of
intervieweesexpressedhat relationships had to be mutually beneficial

To summarizegnhanceexperiencas found to bamportant to this researdsit
indicates that careation is indeedccurring in sport management and that managers should
envision ways to do sd@he theme is also important to the research because it does point to
sponsors, suppliers, and media when attempting to identify partners that can actually contribute
to theexpeienceof sport products. It is also significant because it supports the literature by
highlighting the role of careation spaces (Plé & Cacéres, 2010). In conclusion, relationship
performance can enhasthe experiencef relationship partnersvhich may result in brand
and/or value careationin the end
Driving Brand Image

In the current study, driving bramthagewas definedas allowing partners to operate and
control thebrandassociationslirectly or indirectly to various extents and by differer@ans
within thestakeholdefirm relationship performancelhe definition of the theme emerges from
the definition of brand@mage, which setheassociations consumers make with the brand (Aaker,
1991; Nandan, 2005)According tothedatg stakeholdere an activerelationship with the focal
organization influence the direction of the brasdmetimes without the intention of doisg.

For example, the media, the CFLPA, the CFL, local businesses, the municipality, the football
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community, and the sponseachinfluence the development of tREDBLACKSrand

construct indirectly by theinvolvementin a relationship with OSEGAs well, aher

stakeholders can modify the course of the brand directly because they are in a position of control

overits progess. In this case, the stakeholdeit this type ofcontrolwould includefootball

executives, business executives, fans, suppliers, media agencies, and em@oyees that are

all primary stakeholders according to the ddgen thoughsomestakeholders may influence

brandimage not all stakeholders can operate the briamageto the same extent and not all

stakeholders can control the growth of the bra®takeholders actually help the focal

organi zation define the teamdés personality:
Going forward, we will likely engage a local ad agency to help us to really define
our personality in the market. What our advertisingoing tolook like? Is it
goingtobec heeky, or c | ev ergoingtabe thekkeymgssageor €é wh a't
that weare going to send out to the publidsre we are going tbe al about it 5 a
tough and aggressive sport,orfearx ci t i ng envi r gomgte nt or €é ar
focus primarily on profiling players as this sort of the poster, poster face of the
team, is itgoing tobe really fan orientel

The quote fromthis ownerindicates that some power is given stakeholders in terms of what

their identity will be in their communicationsuch as a media agenoythis case.Brand

communications havia factbeen shown to inflence theerceptions ofans Aaker, 1991; de

Chernatony & Riley, 1998; Payne et al., 2D0%hereforethe theme of stakeholders driving

brandmage and having control over a branesds deve

research resultdt is important to note thahateven though stakeholders may influence brand
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image not all stakeholdersold the same amount of influene@gdthereforenot all stakeholders
can control the growth of the brand.

Stakeholders can drive bramdageby communicating their own understanding of the
brand That is to say thattakeholders can control the creation and the evolution of the brand
through their partnershipsgith the focal organizatioto a certain extentThe data revealed that
the focal orgaization was consulting its stakeholders prior to determiaffigially their brand
nameandthat stakeholders coutitientatethe associations made with the brafthe interview
process furtherevealed that the focal organization was consulting itebktaders prior to
officially determininghe REDBLACK® b r a thalt stakehaldkrs could direct the
associations made with the brarltlwas found thaOSEG held focus groups gathering
stakeholders ranging from general fans and Ottawa citizens to ametfaotball community
members (Ottawa Sun, 2013)ithin this processa creative firmedfocus groups, and diresd
thedesignanthei |  ustrations of the teamdés brand (Dayv
independent media company, ad agency, byémee of the Downstream thatied us get to
t hi s . Byimlading stakeholders in the proceisallows them to have a say in the design
of the brand. Even though it doest mean that thefpave total controltheir perceptions and
opinions are conderedas the focal organization establisiies associations they want to
impose on thérand A principle thatmatches the statemehiat in order to achieve success, a
brand must align with its mark@haker, & Joachimsthaler, 2000terviewsshownthat
supplierswereinvolved in creating the visual appeal of the product in a sport corfisamples
of this involvement would include helping design the uniforms, cresthe outlook of the
stadium,or design the field Stakeholders show howtheyca di rect |l y i nfl uence

direction based off of their industry experiences:
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Often how it works is that we may show them 3 or 4 design optitbrisis a
jersey, if itis a collection of-shirts and hoodies, what we will generally do is we
will try and persuade them to go into a direction. So, if we feel that a certain
design element, maybei# the way we color the shoulders on a jersey, if we feel
that something looks better, is more commercial, is likely to sell and appeal to
moreconsumers, we will give that guidanceltimately the teams have the final
say on what direction they want to go Iut | think certainly we haviarough
11+ years of experience in the market place, we can give some expertise and
direction that hopefullyrelps shape wh#tbey ultimately decide on.
As evidenced byhis quote, suppliers feel they hamfluenceovera t edesgd and that
sport teams should listen tioetir directionbecause of #ir experience in the industryrayneet
al. (2008)stated that suppliers camdeedteach certain careation behavioursThrough
collaboration, the suppliend the firmare aligning with this finding as the supplier directs the
focal o r g a n oudoak This addssto the inypathedmat driving brandmageis an
act that engages stakeholders and firm here@tion. The focal organization is also in
discussions with stakeholders as to which direction sHoeikdken by relationship partners
CFL executive states that his organization is trying to embrace a governance role with the teams
We ae discussing as a group, butsitalwaysa challenge trying to aligninedifferent
organizationsand at the league we are chafgetaking a leadershimle and looking at
it from a holistic standpoint, not jusom an individual team.
The parent organizatiothe CFL,may try to dictate the direction of its child organizasiche
CFL teamsto a certain extent in the hope to align better its brahdshould be notethat

developing brandovernances not always as smooth as one would theaken though in this
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caseall teams are operatingithin Canada. Thdata indicate thahe CFL atemgs toalign its
teams by dr i vi swghintthe everall eigectien®f the @FL dprand, libhe extent
of t he | e as¢gniteds s referennettatlEDBLACKSthe CFL is engaging in the
process of brand ecreation by trying to control the directiontbie team This directly relates
back tothe main idea of ik theme suggeshg that parent organizations can drive brandge
as well To summarize, thasso@tions arenot only created by the focal organization but also
by stakeholders joining in the proceksan therefore be satlatthe REDBLACKSorand is ce
created by stakeholders driviitg brandimage
Alternatively, stakeholders can also operate briamalgeby managng and rumingthe
brand through their own functionhough not necessarily controlling the bramageas
previously suggestedAssociations can be transferiadaccordance witkhe relationships
taking place between the firm and the stakeholdiewas observed during data collection that
sponsors are central to this aspect of driving bierabe Thispoint is made cledry one of the
stakeholder# the followingstatement:
| mean one of the thgs is that th&REDBLACKSaregoing with Top Tier properties
(importantsponsor A) one, (sponsor B) is a very reputable company. They are not going
with Joebs Pizza House. [ é] I mean those
known and reputable &dnds | guess that would be the best, they are dealing with
reputable braths , not Joeds Pizza House.
This sponsorsdtéaecthievepiomdiocader eputati on h
REDBLACK® r eputati on. Signing a reputabl e compa
distinguish theREDBLACKSthrough altering the perception of the brarithe idea of sponsors

acting as differentiating agents is consistent with the outcofrfe®drick and Pati{2010) who
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statecthatthe largest benefit emerging from-boanding initiatives was shared brand dimensions
as well as profile enhancemerithis principle wasalsoevidenced when researchérdicated
that sponsorsanco-createbrands by increasing tisze of he portfolio associated with each
brand (Cliffe & Motion,2005. That is to say that the quality and the number of sponsers co
create t he DOfherstakehelders cah alsflimedcethe REDBLACKSmageby
transferring associations.

Well, it is just that it is just a Canadian only produ&nd theres a lot of history and

therearea lot of people in this country that have grown up in their hometowns having a

CFL team. There isno NFL in Canada, and a lot of people would lovestetisat, but

(the CFL) is a homegrown product. $tCanadiana, there so much history. So, just

given theaudiences, itd a great product for us.
Suggesting that the Canadian aspect of the CFIC&ikdeams is a good fit fahem as a brand,
the meda partner alssuggestshat itmatchegheir own strategy. The associations marke
consequently an attractive aspect of the relationship because of this shared brand diagension
evidenced by Fredrick and Patil (2010). The CFL, and its teams, bhasgsociation of being
Canadiarwith their media partnerThis principleis consistent with the idea that brand co
creationis more driven by longerm incentives and brand stratggoser et al., 2012). Sharing
an association is not something that jdegsimmediatevalug but stakeholders could look to
transfer associations with relationship partners in order to meet long term branding strategy.
However,a negative aspect to driving brainthgeis alsonoticed. Transferof associationfrom
stakeholders poses a potential threat to brarcteation ifthe sponseted evens do not nurture
theassociations desired by the firith the focus of this research being on creatather than

destructionsuch thread werenot furtherinvestgated. Future research shothidreforeconsider
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theserisks. To summarizeassociations can be transferredlioectionallyin stakeholdefirm
relationshipsand areanintegralpart ofbrand cecreation that should be further investigated.

The theme bdriving brandimageis inherently related to #research purpose, which
investigates how thREDBLACKSan cacreate brand equity and value with their stakeholders.
Thepurpose of the researdithuscentered orwo-creation practiceand thisparticulartheme
provides hypotheses specific to thesearch questidoy presentinglriving brandmageas a
mechanisnthatengenders careation Mainly relevant tdbrand equitydriving brandimage
suggestedhat stakeholders can actually decide where the brand goes and nvagbé&come.
The opportunity for stakeholder to modify the meaning has already been suggested as a
possibility(Vargo & Lusch, 201) If given sufficient powerstakeholdersan everdictate the
brandimageas evidenced by thearlier examplge In sumiit is seerthat brand equity can be-co
created by stakeholdgbutthatit does not cecreate valuelirectly.

The data showed that stakeholdersiocfinenceand oper at e imége t eamods
Thisadds to previous research by illustratingshe a k e hpowedowear theddevelopment of
the brand.This type of power references the ability to define a brand and its meanings by
transferring its own brand assaiions, but also shows the ability to modify the path of the
public discourse, at unlike the suggestion thed-branding initiatives help to articulasgbrand
(Fredrick & Patil, 201(). Articulating the brand in this instance means to explain it to
comrsumers or stakeholder#f subjective t h e s teapgtaraliooof tlhednartsuld
influenceits evolutionin a way thamay not correspond to the intended direction by the focal
organization.Vargo and Lusch (2004) suggested that making of meaam#fj;ncreasing brand

equity wereways to engage in ecreation. This statemeniesin with the idea of driving brand
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imagebecause it emphasizéoththe potential to define the brand construct as well as
transferring associations between stakeholders and the focal organization.

Research suggedshat fans play an important role in creating the brand during their
consumptions (Payne et al., 2009) amdractions with other fans (Pongsakornrungsilp &
Schroeder2011). However, the role of fans in directing the development of the brand through
their consumption behaviours was not present in the data collectidsfstudy. This absence
may be explamed by two reasons. First, the study took place prior to the first dasires
played thuslimiting in-person interactions between fans, which have been shown to lead to co
creation (Echeverri & Skalen, 2011; Gronroos & Ravald, 2010; Plé & Ca@&Eg;
Pongsakornrungsilp & Schroeder, 208hlmonso et al., 2012). Second, the list of participants
did not include fansonsidering that they are the most studied stakeholder group and that the
intent of this research was to go beyond the sole caotitsibof fans It is imperative that future
studies should includde roleplayed byfans in cecreating brand equity when interacting
between themselves at games. This role has been classifiddtasminanfactorby
preliminary research (Zagnoli Raddichi, 2010), and also because creation spaces were
explained to be paramount in-coeation contexts (Plé & Cacéres, 2Q1)t he importance of
creation spaces were beyond the scope of this study.

Within thecontext of this research, the influence of stakeholders on breagediffers
from the observations mad®m other themegresented iithis study. It is not simply a
guestion of echoing brand messaggsupporting public relations, creatingvenues bgharing
resources, or enhancing teeperiencdy different means. Driving branohageis different in
pointing out that stakeholders have power over the definition, the evolution, the direction of the

brandassociationand what it willultimatelybecone. According to this interviewedootball
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executives have an influence e brandreputation A Bi en | 7, en ce mom
repr ®sente | e plus pour | e Rdhegtatement resimated ,
well with the suggestion tharovensportspecific staff can improve brand equity (Bradbury &
Catley, 2007).Coaches may have a similar impact ircteating the brand considering that they
interact regularly with the media, and have been shown tdisamtly influence team
associations (Gladden & Funk, 2002). Even though no efforts are directly invested in branding
initiatives by football operations employees, they seem to have the potential to influence on the
REDBLACK® perceived identity.

Theperception of the management group has also been shown to betodoraald
identification(Gladden & Funk, 2002)This link seems to remain present throughoatdhta

| think it is important for me as a consumer, because for now, if wapasking

of theREDBLACKS! would be a consumer or a client. So, | would want to make

sure that thfront man has business experience, that front man can run a

successful a business. Well, Jeff Hunt has done fh&t.{Not) like the

RenegadesAnd Jef is a classact, is a welrespected gentleman in the

community, he contributes a lot back to the community, he gives back to the

communityaloend | think thatoés I mportant.
The quote from the football community member positions the front man BEDBLACKSas
directly related to thenageof the organization. The statement also suggkkat his optimism
is based off the owner. Desjardins (2012) detailedthigadwnership group were important to
the brand in this specific context. Timsportance is echoed by a city councillor:

He knows what it takes for the sports part of it, and the other part of the

ownership is bringing community awareness, commurtynection plus the

ent

A

coe
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money. They araotgoing to run away because they $osing amillion or two
millions of dollars. These people have big posk#teyareprobably billionaires,
they can afford to run a franchise, and ilsawvhy itis so much different than in
the past.
The importance of the owners may be greater in this casadgeoathe former franchises
unstable ownershipgroup¥§ he front mands I mportance may al s
franchises, because the team has still not @tggme in front of their fans. Therefore, the
executives are the only human connectiaosessible to fans during the paeinch stage of an
expansion franchise, and they are significant in the creation of a successful brand as these quotes
suggest. Overall, any generalization of the
image should be cautiously made considering that this specific case may position anchers
executives as more important.
The employeemay alschave an effect ohrandimage Theemployeesreseen to be a
part ofthe perceivedmage but the importance of employees was not consistent acrodatthe
Employees, I think, lend to your image. | think they are important, but that they
arenotessential. Whether your employees are jerks or not, we all got those. We
all work with soméody who is a jerkltis the way it is.
Shown here ishatthe stakeholders are aware that employees are not perfect and that people
should not lethis factordictate their perceptions of the team. That is to say that employees
driving brandimagecould bea possillity, but that it should be limited that Consequently, the
role of employees should be investigatedhersince it lackslarity.
Overall the current theme echoes the findings of Frederick and Patil (2010) because it

positionsco-branding as an aspect that could lead to brarcteation. Nevertheless, it exceeds
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the expectations by linking it to stakeholder groups other than sponsors. The data has shown that
driving brandimagecan be associated to almost all stakeholderpggdout that the extent of

their control may vary from one to another. In addition, the risk of giving too much control to a
stakeholder is consistent with previous research (Crowther & Donlan, 2011; Hatch & Schultz,

2010; Prahalad & Ramaswamy, 2004).
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Table 5.

Subcomponents, aspects, effect, and hypotheses relevant to the research themes.

THEMES Subcomponents (BésceslcéSC) Effect Hypotheses
Regular interactions
Individualized
relationships H1. Systematic
Relationship Opgn ommunicqtions N relationship
Engagement Active relz_;ltlonshlps VCC Positive  engagement increases
Systematic the occurrence of ce
communications creation.
Bi-directional
relationships
Erorr(ljotion around szgs\l,ig?]n;gps
roadcast
Public Crosspromotion Positive S]‘ti?;e:c?tgzrs%rbdbltige
; Bilingualism BCC or ) o
Relations Accessibility Negative relatlons_ activities
Managing _ that ultimately
expectations mflueenqcue}tsy.brand
. Financial esources H3. Sharing resources
Sharing Material esources VCC Positive between rglatlonshlps
Resources H partners increases
uman esources .
value creation.
Improvement of
broadcasts
Product longterm
Enhancing development H4. Relationship
the Exclusivity VCC Positive  partners improve each
Experience  Improvemenbf ot her 6-im-use.a
touristic experience
Update kpectations
Activation
Brand image
definition _
D_irection of brand N sra?(-eﬁltlj?(\:;\g?sgto
Driving dlsccur::‘,e Positive control and operate
Brand Image CFLOs bran BCC or . brand image leads to
CFL teams brand Negative . )
alignment increases in brand

Associated lands
association

equity.
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There is also additional contributions that followed the inductive analysis, which allowed
interesting elements to emerge from the data. First, on cegeasions throughout the data, the
presence of risks was noticed within the relationship performance between the stakeholder and
the focal organization. According to the data, providing accessibility to the players or sharing
resources has the potentialdreate value. Nevertheless, providing accessibility, sharing
resources, or giving control to relationship partners is also risky as the organization empowers
and give control to its various relationship partners. Second, even though the concetyis slig
discussed in the interviews,-destruction seems to be a threat to consider when engaging in
relationship performance. In the context of this study, the concept of vatiestiaction is
defined as the destruction of value, decrease of yatuse through stakeholddirm
relationship performance. Brand-destruction is similar, but centered on the loss of brand
equity. In sum, the inductive analysis indicated that risks and, consequerdstcaction was
a possibility for the Ottawa REDBLAKS franchise. However, the interview guide was
centered on the practices leading to the creation of value and brand equity, which limited the

amount of data collected on risks, and thuslestruction.
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Discussion

The five main themes highlighted by this case study oOtttewa REDBLACK&re
insightful, and bring up a lot of nuances pertaining to thereation concepts. Earlier research
states that the understandingvafueco-creation in sport management hase improved
(Woratschek et al., 2014), not unlike the knowledge of the overall management literature
(Ramaswamy, 2011). In order for managers to be able to put this concept into practice,
researchers were asked to investigate the business practicesutddead to brand eoreation
(Merz et al., 2009; Payne et al., 2009) as well as vakeeation (Gronroos & Ravald, 2010;
Jones, 2005; McCcKennedy et al., 2012; Roser et al., 2012). The following septamesthe
outcomes of the current studytin the spormarketingand management literatgrelt also
discusseshe contributionsmade and the questions exposed by the findings.

This exploratory case study examinedMEDBL ACKS®6 organi zati on,
with stakeholders, and whether these relationships contributadnd and value ecreation
The case studsuggested five main eareation practices themedsstablishing elationshsp
engagemensupportingoublic relations sharing resources, enhancing the experience, and
driving brand image.

In responding tahe call for research on aweationin other managerial contexts
(Echeverri & Skalen, 2011; McCelennedy et al., 2012), trearrent study underlined key
elements of the concept asport managemegbntext. Somethemesdentified by this research
are similar to tethemes of both delivering and informing discussed by Echeverri and Skalen
(2011). Indeed, theistudy o Swedi$ public transportation services indicated that the delivery
of the company6s s ecreationdEcheveai® Skalerp 20t1Jhssist t o c o

similar tothe theme of enhancing the experientstakeholders e.g. fang in the current
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research.The public transportation study also suggested that informing, defined as sharing
knowl edge about the company 0 screat®onmpvacticee wi t h co
(Echeverri & Skal en, 2011) . 't matmnshpes wel |
engagement angublic relations of th&@EDBLACKS®case studyboth relating to different
aspects of communications.

Focusing on the theme of relationship engagenmeaihy actions could be undertaken by
focal organizations and stakeholders in order to engage with stakeholders in the hepe of co
creating both brand and value. Organizations should create systematic communications, provide
straightforward contact informatn, acknowledge relationships publically, and define their
relationships with their counterparts. These concrete practices can be seercassunang
from a business perspective, but could offer a significant potential for an increadesico-
creaton. Theseecommendations are consistent with the literature that emphasizes the
importance of communications (Payne et al., 2008; Salomonso et al., 2012), expectations (Helm
& Jones, 2010; Payne et al., 2008), and stakehditerelationship (Helm & dnes, 2010;
Jones, 2005). However, it is important that the theme of engaging with stakeholders is not
confused with public relations, as it is instead a matter of engaging proactively in relationship
mar keting with the st ageenénbofabramusicatiom eetivéeeyourt h a n
organi zation and its publico (Grunig & Hunt,
definition of r el aisalwlstse bpprpachirevolvingtheiorganizatiomdd i ¢ h i
functions collectively to ideify, establish, maintain and enhance long term mutual relationships
with key customers and various stakeholders involved in relational excbangeDat t a &

Bairagee, 2012, p. 178; Gronroos, 1994). Therefore, the action of being engaged in stakeholder
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firm relationships is not only an addition to the growing literature ecreation, but also to
relationship marketing.

The theme of public relations is also consistent with the literature-oreation. It
reinforces the necessity to inclugemarystakéiolders in value and brand creation practices.
Public relations also matches with Jonesd (20
identified in that model, such as reputataman product of symbolic exchangesowever, it
also exposes arbat for a decrease in value and brand equity. These potential threats echo the
findings of Echeverri and Skalen (2011), who stated thatdreation occurs, edestruction
may occur as well. Further research should thus look at the adverse effeictsmiblic
relations in a sport marketing context. It should also look at the various and specific ways in
which stakeholders can support the public perceptions of the focal organization.

Sharing resources, as a theme, suggests that managers sbkutditlentify resources
of interest present in relationships. They should then find ways to maximize these resources so
that both partners in the relationship caaximize its cecreation avenueS€onsequently,
executives should consider the following possibilities: sharing stadiums, allowing usage of the
team name, sharing sporting event opportunities, offering$igéetific expertise, providing
accessibility to sporspecific employees, and shagiknowledge overall. The stakeholders and
focal organi zationds performance would be i mp
REDBLACKSstakeholders as they are affected by the mamagt of the focal organizatiofit
improves the stakeholderand and potentially eoreates value in the end. Overall, the
possibility offered by sharing resources is limited by the extent to which a relationship partner is

ready to share, to be open, and to be transparent with its partners.
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Enhancing the exgrienceof stakeholderselates taall previous themedt provides a
focus point for stakeholddirm relationship performance, specifically centered on functional

exchanges. This means that the relationship partners should envision avenues in which they

could contribute to each othero6s experience

value. Jones (2005) indicated that questions remained unanswered as to-evlatesovalue.
Relationship partners have thetential b contribute tgroductdelivery, which isa form of
valueco-creation.

From a managerial perspective, driving brand image may seem difficult to implement,

but this research suggest potenti al applicat.i

should build cebranding intiatives with their stakeholders. For instance, they could discuss
their branding strategy and look for common associations that they could promote through their
collaboration. Such ebranding efforts can provide immense strategic value to both parties
(Frederick & Patil, 2010). Beyond promoting common associations, they should look for
associations that could be transferred between their brands. They could then elaborate an
explicit agreement to croggomote those desirable and specific associations

Focal organization managers should also give stakeholders autonomy pertaining to the
focalbrand. They should offer this to stakeholders for whom the growth of the brand is in their
best interest, i.e. the municipality, the broadcasting partners dtpade Data has shown that
stakeholders can contribute positively to the development of the brand if sufficient control is
allowed(e.g. sponsorship rights, media broadcastg)is suggestion isimilar to the early
suggestions made by many researchers who determined accessibility to be paramount when

engaging in careation (Hatch & Schultz, 2010; Prahalad & Ramaswamy, 2004). In sum, an

organization should share brand associations, transfedt brahi mensi ons, | i st en

t
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strategy in order to better direct the evolution of the brand so that it maximizes any latent
symbolic exchange residing within the relationship performance. The main recommendation is,
therefore, to use the perspeetiand the market position of stakeholders so that the brand image
can be develop in a way that make it as congruent as possible to the target market. This would
increase the probability of ereation because it may match the market expectations more
frequently.

The reach of driving brand image is limited to the meaning and the associations made
with the brand rather than the simple act of communicating the brand. Specifically, driving
brand image is limited in the number of data references when cedimathe other themes
found throughout this research study, but this current theme provides insightful information
pertaining to extending the reach that stakeholders have on brand image. The theme is also
congruent with the idea that brand@@ation $ subject to be more intense in busiress
business markets, and fAspecifically in the fr
Sport management is a field where busirstedsusiness interactions are influential (Bendixen et
al., 2003) ad these relations are important sources of brand equity (Bendixen et al., 2003; Jones,
2005). TheREDBLACKSwere also in the innovation period considering that data collection
took place prior tahe launch of the franchiseConsequentlydriving brand mage might be
specific to expansion franchises as the brand is more clearly defihetten establisheldrands
The stakeholders have an impact upon brand image according to the data, but it may be of higher
significance in the contexf @an expansionrénchisei(e. a new brand It should, nonetheless,
be carefully managed so that the adverse effects are limited. Overall, the theme is relevant to
brandco-creation since it highlights hypotheses and implementations avenues; thus, answering

the need foexploratory research that highligltio-creation hypotheses (Plé & Cacéres, 2010).
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In future research, the stakeholdiem relationship characteristics context should be
studied for a single stakeholder group in order to determine and describetdéeply gr ou p 0 s
specificities. Establishing elationshig highlights the importance of the engagement level and
relationship context when emeating. A study should intend to question the importance of the
relationship context in another sport managementest. The results may differ because this
theme emerges from a single exploratory case study of a North American professional sport
franchise, and may not transfer to other context. However, the contribution remains valuable as
it provides original inglhts and highlights practices pertinent tecceation. Future research
should also look to investigate the theme from a quantitative perspective, helping to identify
which rdationship context leads to an increasedurrence of careation. It could @l single
out the relationship context that favours the most effectivereation outcomes.

Findings from this study show that engagement level is importarthatstakeholders
and firm should therefore be committed to their counterparts so thasidethcan maximize the
relationship. These actions could improve the brand equity ofQttawa REDBLACK®rand,
but it should be further researched, looking to confirm whether or not the stakeholders play a role
in communicating perceptions of an organization in another sport context as well as in other
business contextg-uture researcthould also inveggate further the suggestions made by this
theme as the ways in which tREDBLACK® st akehol ders hel ped the
favourable public image.

An integration of the research on communications to the field of vaksesedion and
brand cecreation should also be strongly considered as public relationpubitity seem to be

an important factor in the potential offered by these iterative processes. For thatpebkon,
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relationssupport the occurrence stakeholdebasedco-creation butlso stressehe need for
future research.

On a practical level, the theme of public relations suggests that managers should look to
give a sense of ownership to the franchiseods
utility of maintainingthd r anchi seds public i mage. I n so do
for increased exposure through stakehofgleduced content. The executives should also
inform stakeholderen their brand strategy and business pracasdsansparently as possibte s
that consumers can be correctly infornoédhe franchisé s d i . rireticat wiayg the
expectations are managed by stakehelei@icommunications. The managers should also look
for ways to enable media coverage as it equals to unphbltipu Next,managers operating a
franchise in a bilingual context should sustain bilingualism, in order to retain and build market
segments of both languages. Enabling stakeholders that have a different first language to interact
with your organization was found be beneficial to its overall perception, and enabling them
could also present additional communication channels that could enhance the associations and
the reach of the brand. Managers should subsequently envision the potential for growth that is
offeredby all these opportunities for brand-ceeation.

The current studglsoshows the benefits of sharing resources, viewing them in a dyadic
relationship between the stakeholder and the firm only. However, there is additional potential
for sharing resowes in the network of relationships surrounding a professional sport team.

Future research should thus look to investigate thereation potential of sharing resources at
networkwide level, and should look to go beyond dyadic relationships and looulatparty
interactions. A need for research integrating this type of network has been highlighted in past

research as well (Merz et al., 2009). Although beneficial in providing specific examples of co
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creation ventures through the sharing of resoutbesjse of the theme as such should be limited
to dyadic stakeholddirm relationships. Research should also look to collect empirical data on
the return on investment when sharing facild.i
guantitative studyResearchers envisioning the possibility to question the role facilities play in
co-creation should base their work of Crowther and Donlan (2011) who have initiated
developments about events asceceation spacesThe current study does suggest that tieee
potential for a return on investment, but it cannot state the actual value of the return. The same
could be done for each example highlighted in this study's theme

The applicability and the multicity of the ideas within this theme could be enhanced by
conducting a focus group. This could help facilitate the generation of realistic ideas as both
parties could discuss the intricacies of their situatiomealtime (Fontana & Frey, 2005).

Emphasis on enhancing the experience and its importanceaaat@®n matches the
findings from recent research. Many researchers have suggested that experiences above
expectations result in successfulaeation (Helm & Jones, 201PIé & Cacéres, 2010; Payne
et al., 2008). This theme adds to the literature by giving a specific area fagerato focus on
when engaging in relationships with the focal organization, especially if they intend to maximize
the value found in that raionship. The theme also continues on previous research by
accentuating the role stakeholders can play in the experienced being lived in the stadium. Value
co-creation spaces are events where interactions between consumers occur (Crowther & Donlan,
201]). In a North American professional sport context, the recurring events are the games
(Mason & Duquette, 2008). These take pl ace
stadiums as the number oneareation space. Therefore, it emphasizes the tweedhance the

experience that consumers and stakeholders have within the boundaries cttieatioo space.

t

w
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Thecontributions made bgnhancing the experiensbouldbeused as hypotheses within
the cocreation literaturend bdimited to a sport m&eting contextonsidering that it emerges
from a unique single case study addition,enhancing the experienceuld be strengthened by
confirming these careation practices in other business contexts, as well as confirming them in
sportspecific bugiesses. The hypotheses should be further verified and detailed in order for
them to be included in any -@veation theory. Future research should also look to identify the
areas of delivery that provide the maximumoceation potential for sport franices and their
stakeholders. Theariaion in productivity ofspecificco-creationpracticesvas not intended to
bestudiedby the currentesearchbuta future quantitative study could provigiechinsights.

TheOttawa REDBLACKSs the 39 CFL franchise to be launched in OttawBrand and
valuececr eati on coul d play an i #Agnosudcesaconsideonge i n
the importance obuilding a strong branth anOttawa franchise (Desjardins, 2012). Leading up
to this pont, relationships with stakeholders were found to be average at best, as the former
franchises left negative associations in the mind of fans that were still present recently
(Desjardins, 2012)Also, the way previous franchises treated other stakehd&fersany with
asour taste.The participants of this study reiterated this point. Results sugtjbst the
previous failures did impact the growth of REDBLACKSa nd | owered stakehol d
expectations for this franchise. In fact, it is suggestatthe expectations towards the
organization arguite low However, such low expectations may benefitREEOBLACKS
Indeed, this may increase the probability of vandbr brand equity creation sintiee
experience is more likely to exceed expeotad| if expectations are lown return, it
consequently favours a positive perception of the new franchise. It is therefore suggested that

expansion franchises should consider their ma
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create brand equity andlue considering that the previous franchises of this case study acted as
agent that modified the expectations that stakeholders, including fans, had of the new
organization.

This comparison between the new franchise and the old franefasésken into
consideration when analyzing the dakstablishedelationships were consistently emphasized
as a paramount characteristic of the franchis
former ownership groups were tumultuous at best|agEal thatestablishingelationshifs
emerges as an important theme of this case study, having been a predominant source of
negativity with the former franchises. The negativity surrounding the Renegades and Rough
Riders also boosts the significancenadintaining positivgublic relations. A franchise not
having to deal with negative associations from former teams may not be required to invite
stakeholders to join a collaborative public relations effort as much. These former associations
may reinfore the necessity to engage in@eation since the task of overcoming negative
associations is greater in the current context. It also indicatedstha& publ i ¢ r el ati or
may begreater based on the specific context of this study. Even tibaghems may be
applicable to other cont ext s jsspedifictsthegaptexsdf s t ha
this study.

In conclusion, stakeholders and focal organization have to realize thatidbestbf an
organizatiorstakeholderelationslip can influence braniinage and that they should act in a
manner that would faww positive results.These results could be strengthened by future
research that would explore the specific modifications stakeholders can impose on brand image.
Desjardirs (2012)alsoexplained that the public discourse the previous franchisegas not

only positive, but also negativeConsequently, brand managers have to realize the poténtial
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offersfor negative outcomes and shoblkel aware othat threasince riskis known to banherent
to cocreation opportunitiesgrowther & Donlan, 2011Hatch & Schultz, 2010; Prahalad &
Ramaswamy, 2004), butilueco-destruction was not central to this studdong the same lines
as value cecreation, value calestuction is understood as the destruction of value through
stakeholdeffirm relationship performance-uture research should therefore investigate the
threat that is also offered by allowing stakeholders to control and operatereayed which
could fornmalize under the concept of-ci@struction

The potential for value edestruction and brand atestruction should also be considered
in future researchThe studywas looking exclusively at the creation potential offered by sharing
resources, but destrisg actions are possible when engaging in resesineging practices and
therefore the risks should be made known. Prahalad and Ramaswamy (2004) exposed this threat
by including risk in the four building blocks of -@weation, positioning risk as a posbtip
inherent to every careation interaction.

Theresults of this study suggest that the specifiasoafreation in sport management
maybe similarto previous researabn the aspects of relationship engagement, public relations,
and enhancing the pgrience, but that they could differ in the results of driving brand image and
sharing resourcegdowever this research was exploratory in nature and the results are limited to
one case studyWhile they are original and hold unique insights that geadrgpotheses, they
arelimtedand more research must be undertaken to

The current study also stressed the importance of driving brand image, and sharing
resources that were not observed in other contexts. Empitichés did not show that brand
image could be managed and operated irgpmit context. This finding may therefore be

specific to sport managementcreation considering éhstrongemotionalconnections fans have
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with their favourite teamGhritodoulices & de Chernatony, 2009; de Chernatony & Riley, 1998;
S®gui n, Ri chel i &uckow, 009, aRdesholld be inve2igat@tBture
research. Even though combining resources was not evidenced in contexts other than sport
management, the thermésharing resawes echoethe work of Woratschek et al. (2014), who
demonstrated that combining resources was a source of value creation in sport business.

Overall theresultsadvancd the cacreation knowledge by highlighting @eation
examples thadre already present in the relationships betwee@ttaava REDBLACK&nd
their stakeholders.ntleed, participants in this researeferenced careation practices that have
happeneandbr that could happened the future Within highly engaged relainships, value
and brand equity can be-coeated if the partners create systematic communications systems,
provide stable and singular contact information, define the relationship expectations, and nurture
the stakehol der sd& o wihestaleholdgrs adte REDBLACKISSan alsd i o n s h
support each otherodés public relations by 1iden
transparent, and sustaining bilingualism. In addition, sharing resources was exposed as an
interesting cecreationavenue i f relationship partners i den
share facilities, allow brand usage, exchange professional services and expertise, and share
knowledge.The experiencean be enhanced if stakeholders and fewerageheir activation
programs, if they include partners in events, and suggest ways to maximize event participation.
And last, the brand image can be improved by discussing common brand strategy aspects, by
crosspromoting specific brand associations, by dgieesng partners about brand direction, and
sharing openly their brand strategy. sum these suggestions represent many brand equity

and/or value ca@reation methods that emerge from a real sport management context.
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Theoverarching themes support theneration of hypotheses for future research. The
deductive and inductiveata analysis generated five areas that could engender increases in brand
equity or value. Furthermore, it did so within a context that is very specific. Since the purpose
of sinde case studies is to highlight unique examples of a topic in order to develop hypotheses
(Yin, 2003), this unique context achieved its goal of underlining areas@eation
relationships foconsideration in future researcfhefollowing co-creationmodel which
captures conceptually the main findings of this study, indicates that relationship can lead to an
increase in brand equity or value for the focal organization by engendering brarehtion or
value caecreation.

Figure 3. Relationship performance based model of brand equity and value azreation.
This figure illustrates the position of the hypothesis and the processesrmation in relation

to relationship performance and value.

Single 110D -
Stakeholder - W‘.‘ Brand Equity |

Hypothesis 1: Establishing Relationships

Relationship - Hypothesis 2: Supp-orting Public Relations .
Performance - Hypothesis 3: Sharing Resources -.,“
- Hypothesis 4: Enhancing the Experience P

Hypothesis S: Driving Brand Image kY

Focal 5 Valye
Organization '." Co‘CreathH 'Vﬂlue-in-use

Adapted from Jones (2005)

The model shown in Figure 8hich iscreated from this exploratory case study, indicates
that relationship performance can lead to an increase in brand equity emvakefor the
stakeholders of thimcal organization by engendering brandoceation or value careation.
Thekey to successful eoreation processes is thaationshipperformance taking place between

the single stakeholder and the focal organization. The relationship performance has the potential
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to generate interactions that lead to brand or valuereation such ashe five cocreation
practices highl i ght.eTthereboke, the bacsrenceeftressoeatiord s t h e m
processes starts from interactions, actions, or practices between two parties that influence the
brandequityor thevaluein-use, which matches the previous findings on valuereation
indicating that it aneusedCowther & Danlen, 201d,nGsonraoe & s 06 VvV a
Ravald, 2010; Gronroos & Voima, 2013). It also resonates well with the finding that an

orgmi zationds brand equity is maximized when pi
(Aaker, 2004). Similar to previous work, the current study positions branceation as a

distinct procesgMerz et al., 2009)but is different in separating brand-creation from value

co-creation The REDBLACKS case study found five-coeation themes shared amongst

stakeholder groups, suggesting thatoeation practices may be similar between stakeholders in

a sport management conteXthe fans were not inteiewed in order to focus on the other
stakehol dersd perspectives, which is | ess stu
include the fanso6 per spect iHoweser,theeboicredtioni s a | i
practices should be confirmidy other sport specific studies before being claimed as priaciple

ofsportcec r eat i on s iamalyeed & dinglscase.t udy 0 s
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Conclusion

In all, the current study advances the understanding-ofeadion by providing examples
from a managerial context and by providing hypotheses for future research to build on.
Adaptations t o Jone adcordng taltegualitatne dhtedllectedrome mad e
semistructured interviews The datdighlighted ways in which relationship performance
between stakeholders atitt REDBLACKS:an lead to an increase in brand equity or the
creation of value in a professional sport expansion franchises. rdsearch also answeer
numerous calls to action from previous researchers to describe typesrefiion processes
(Gronroos & Ravald, 2010; Jones, 2005; Mc&&innedy et al., 2012; Merz et al., 2009; Payne
et al., 2009; Ramaswamy, 2011; Roser et28l12). Sport managers and stakeholders can adapt
their practices in order to find new or betterareation vatures. The study also provided
professionalsvith a list of recommendations towards@@ation practices. Although itdinot
provide gengmlizable conclusions pertaining to-coeation in sport management, the study
generatd questions and indicalgpathways that could eventually lead to such outcomes.

The stakeholder approach was beneficial t® tiesisor manyreasons.It allowed the
researcheto delve deepeinto the relationships between the focal organization and its
stakeholders in addition to the potential applications efreation. The approaciiowedthe
inclusion ofseverabparticipants from different stakeholder greuphich provided many
different perspectiveand more depth on emreation practiceslt also highlightecdco-creation
methods specifito stakeholder groups. These can eventually lead to a simplified application of
co-creation by providing examples that aeady to be used. This important considering that
the application oto-creatonremains difficult (Gronroos & Ravald, 2010; Jones, 2005; McColl

Kennedy et al., 2012; Payne et al., 2009; Roser et al., 26i®yever, the focus odyadic
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relationshipavas a limitation to this study asulti-party interactionsvas not considered. But the
findingssuggesthatthe latter could indeed engenderareation, and should be thus examine by
future research.

First, each stakeholders groupasgategorizedsprimary or secondary stakeholders.
The media, the sponsors, the municipality, the football community, the CFL, théhfans,
employeesnd the executives were identified as primary stakeholders Gfttaaa
REDBLACKS The list of secondary stakeholdersludedthe CFLPA, the NFL, the other
Ottawa sport teams, and the suppliers. Thenghdtsindicated thahaving the stakeholder
and the firm driving brandnageand supporting public relations could modify brand equity.
Finally, the data suggestédat when thé®ttawa REDBLACK®&nd their stakeholders were
engaging systematically in relationships, sharing resources, and enhanciegpkggncesit
was eventually leading to the creation of value.

The research alssiresseshe role of stakeholdersther than the consumers, inco
creating value or brand equity. A holistic perspective that was including multiple stakeholders
was adopted. This approach exposed the potential foreadion to be of greater importance in
the context onexpansiorfranchise in particular onehat still holds negative associatidnsm
similar franchises of the past. list of recommendations was produced acc@rdanthe themes
and subthemegyroviding contributions téhe development of th@ttawa REDBLACK®
addition to the evolution of stakeholdbased cecreation practices. The study also exposed five
aspects on which stakeholders and@iwa REDBLACKS®ollaborate in order to eoreate
value and brand equitgstablishingelationship, supporting public relations, enhancing the
experiencesharing resources, and driving bramége In sum, this study is of interest because

of its ability to help advance the gapsboéind and valueo-creationin sport management.
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The expectations ar to research were that the case study would provide interesting,
deep, and unique insights pertaining tecceation in sport management, and it met those
expectations.The characteristics of the main investigator also facilitated the understanding of
the context since he was familiar with the Otta@atineau football community. This may have
facilitated accessibility to stakeholders, accessibility to confidential information, and purposeful
guestioning since he knew the context. However, the faryliafithe researcher with the
football community can be considered as a bias towards its importance. It does not constitute a
maj or shortcoming of the r es e ahypothesesatharchan t h e
generalizable findings.

In conclusion, the process of -@veation is based on the relationship performance
occurring between the stakeholders andattawa REDBLACKS This study clearly
demonstrates that specific actions and relationship characteristics could ultimately lead to
increased brand equity components or lead to the creation ofiwahsein the context of a new
brand and product development. In the enchaans that the REDBLACKS organizations and
their stakeholders can -@veate their brands and-coeate value iorder to insure a successful

attempt at creating d“3CFL franchise in Ottawa.

S
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APPENDIX A. Epistemology

The positivistic approach to research is the epistemology that best serves the purpose of
my research. An epistemology is a vision of knowledge that contributes to its organisation and
explanations (Crotty, 1998). The basic principles of positivism #tatef a research is
conducted properly, it is possible to readfjective truths (Crotty, 1998 So as to relate these
premises to the purpose behind my studyostpositivistic approach will be adopted because it
suits my intentions of exploringeéhmplications and factors that influence bramdivalue ce
creation in the context of a new professional sport franchise. The use of this epistemology is
justified by the basic principles of positivism which states that if a research is conducted
propety, it is possible to reacbbjective truths (Crotty, 1998 For the sake of producing a
researcldeemed trustworthyt is necessary that we take all means available to neutralize any
outside noise interfering with the study. Consequently, all decib@aves been made in a way
that allows for the possibility of reaching unbiased findings. It is part of the duty of the research
team to maintain a high standard of objectivity through every step of the study. Value co
creation is a concept that has beemessed and, subsequently, name by marketing researchers.
It is something that was already out there happening within the paradigm shift created by
relationship marketingGronroos 1994); which corresponds to the requirements of positivism.
Theinteractions that are occurring within a network of stakeholders aiming to create overall
valueand brand equitgre happening or would happen without the presence of any researchers.
Altogether, thgostpositivistic approach is the most appropriate tep®logy for my research

in sport management.
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APPENDIX B. University of Ottawa Ethics Approval Notice

File Number: HOB-13-11 r Diate {mm/ddvvyyie [O7T/2003

i

Université d’Ottawa vUniversity of Ottawa

Bureau d”éthique et d intégrité de la recherche Office of Research Ethics and Inbegraty

Ethics Approval Notice

Health Sciences and Science REB

Principal Investigator / Supervisor / Co-lnvestigator(s) / Studentis)

First Name Last Mame Affiliation HRale
Benoit Sépuin Health Sciences / Human Kinetics Supervisor
Frangois Rodngue Health Sciences / Human Kinetics Student Researcher

File Number: HO8-13-11

Type of Project: Master's Thesis

Title: Brand co-creation: A stakeholder approach to the 3rd CFL franchise in Ottawa

Approval Date (mm/ddvyvvy) Expiry Date (mm/dd/yyyy) Approval Type
10/07/201 3 10D/ 014 la
(la: Approval, Ib: Approval for initial stage only)

Special Conditions / Comments:
N/A

550, rue Cumbserland, pidce 154 550 Cumberfand Street, noom 154
Ontxwa (Ontaria) K1M 6M5 Canada Cettawa, Omtario K 1N 6N35 Canada
611-562-5387 » Téléc Fax 611-562-5318
hip:aww. research.uottawa.ca'ethics index. html
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File Number: HOR-11-11 " -.:_._.:i Diate (moddvyvyle [OT20013
A5
Universite d’Ottawa  University of Ottawa
Bureau d éthique et d"intégrité de la recherche Oiffice of Research Ethscs and Inbegraty

This 15 to confirm that the University of Ottawa Research Ethics Board identified above, which operates in
accordance with the Tr-Council Policy Statement and other applicable laws and regulations in Ontano, has
examined and approved the application for ethical approval for the above named research project as of the
Ethics Approval Date indicated for the penod above and subject to the conditions listed the section above
entitled “Special Conditions / Comments™.

Duning the course of the study the protocol may not be modified without prior written approval from the REB
except when necessary to remove participants from immediate endangerment or when the modificationis)
pertain to only admimistrative or logistical components of the study (c.g. change of telephone number).
Investigators must also prompily alert the REB of any changes which increase the risk to participant(s), any
changes which considerably affect the conduct of the project, all unanticipated and harmful events that oceur,
and new information that may negatively affect the conduct of the project and safety of the participant{s).
Modifications to the project. information/consent documentation, and/or recruitment documentation, should be
submitted to this office for approval using the “Modification to resecarch project™ form available at:

Please submit an annual status report to the Ethics Office four weeks before the above-referenced expiry date
to emther close the file or request a renewal of ethics approval. This document can be found at:
hittpedaoww research. uottawa.calethics/ forms. html.

If you have any questions, please do not hesitate to contact the Ethics Office at extension 5387 or by e-mail at:
cthics/@uOitawa.ca.

Signature:

Kim Thompson

Protocol Officer for Ethics in Rescarch
For Daniel Lagarec, Chair of the Health Sciences and Sciences REB
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APPENDIX C. Letter of Permission: Ottawa REDBLACKS

Université d’Ottawa ¢ University of Ottawa
Faculbld des sewenees de kb sanlé Faculiy ol FRenlih Sewe g

Fole des scicnoes de Pactiviid plysigoe Sefwwnd o o Binedics

Letter of Permission: Ottawa RedBlacks
Lettre de Permission: Rouge et Noir d*Ottawa

This is to certify that the principal investor of the Ottawa RedBlacks, Mr. Jeff Hunt, has been in
contact with, and gives permission to, researchers Frangois Rodrigue and Dr, Benoit Séguin from
the University of Ottawa to conduct the research study: “Brand co-creation: A stakeholder approach
to the 3™ CFL franchise in Ottawa” beginning in September 2013 and ending in April 2014,
Participant’s anonymity and confidentiality is guaranteed in any of the data’s dissemination and the
organizations name or logos will not be used without M. Jeff Hunt's written consent.

The results of the study will be available at the end of the research and could be used by the investor
of Ottawa's CFL team at its discretion,

Le présent document certific que Iinvestisseur principal des Ottawa RedBlacks a été en contact
avec et adonné la permission aux chercheurs, Frangois Rodrigue et Dr. Benoit Séguin de
I"Université d’Ottawa, de mener 1"étude “La Co-Création de Marque : Etude de cas de la franchise
de la LCF & Ottawa” commengant en septembre 2013 et finissant en avril 2014, L’anonymat des
participants et la confidentialité sont assurés lors de la diffusion des résultats de recherche. Par
ailleurs, le nom de organisation ainsi que les marques de commerce (e.g., nom, symboles) ne
seront pas utilisés sans |’autorisation écrite de M. Jeff Hunt.

Les résultats de I’étude seront disponibles dés la fin de la recherche et pourraient étre utilisés par
I"investisseur de 'équipe de la CFL d’Ottawa & sa discrétion.

Name of the Ottawa RedBlacks Official: MR. JEFF HUNT

Position of the Ottawa RedBlacks Official: INVESTOR

Signature of the Ottawa RedBlacks Official: . , W%—

¥

Date: /5? b s
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APPENDIX D. Recruitment text for interview participants

Université d’Ottawa ¢ University of Ottawa

Recruitment Letter — Interview Participants
Good morning/afternoon/evening,

My name is Frangois Rodrigue, Master’s thesis candidate in Human Kinetics at the University of Ottawa. My
thesis supervisor. Professor Benoit Séguin, and I are conducting a study on the co-creation of the Ottawa
RedBlacks’ brand and the influence that stakeholders have on that process and on brand equity.

The purpose of the study is to explain and demonstrate the influence that stakeholders may have on the brand
equity of a sport organization. Therefore, the study will investigate the practices undertaken by the
stakeholders of the Ottawa RedBlacks’ and the influence it may have on this CFL franchise’s brand.

Your participation will consist of a single interview, in your preferred language between English or French.
lasting from 45 to 60 minutes with the principal investigator, myself. You will be asked to provide your
opinion on the following: Ottawa RedBlacks” image, stakeholder identification of the Ottawa RedBlacks, the
relationship of your organization with Ottawa Sports and Entertainment Group/Ottawa RedBlacks. and the
influences of the previous Ottawa CFL franchises. It is understood that the content of the interviews may be
used only for scientific publications and conference presentations. The project is conducted independently
from the organization and the decision to participate or not to participate will not impact your professional
relationship with the organization.

It is also understood that you can withdraw from the project at any time. and you can refuse to answer any
question. The level of confidentiality and anonymity that you will have selected when signing the letter of
consent will be respected by the principal investigator.

The data collected through the study will be kept in a secure manner in the thesis supervisor’s office at the
University of Ottawa for a duration of ten years. After which. it will be destroyed. If you have any concern
or would like to know more about the study. please contact Dr. Benoit Séguin.

Any information about your rights as a research participant may be addressed to the Protocol Officer for
Ethics In Research, 550 Cumberland Street, Room 154, KIN ONS, (613)562-5387, Emall:
ethics@ uottawa.ca

Frangois Rodrigue, Candidate M.A. Benoit Séguin, Ph.D.

Princiial ln\'esliiator Thesis Suier\'isor
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