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The focus of this study is to find out the best possible communication strategy solution for 
HPK Liiga Ltd. which offers hockey entertainment in the field of sport and entertainment. 
 
Firstly, this thesis presents unique aspects of sport as a business and moves along to cor-
porate communications, integrated marketing communications and stakeholder manage-
ment. The second main chapter is devoted to communication strategy work and special 
fields of corporate communication. 
 
The research dealt with stakeholders and their media selection and reputation of HPK. 
Also, internal research of HPK’s current state of communication was performed. Both pri-
mary and secondary data were used in the research. The author selected both qualitative 
and quantitative research methods for this thesis. Quantitative research was conducted as 
a sample survey and qualitative researches as groupwork and interviews. These two ways 
of data collection complement each other as both external and internal analysis are to be 
used in strategy formulation. 
 
At the end of this thesis, the author presents the key findings of the study. These analyses 
consist of current state of communications analysis, media channel asessment, stake-
holder management, strategic messaging styles and crisis communication in addition with 
corporate social responsibility revision. These all mentioned areas need to be linked to the 
corporate strategy that HPK Liiga Ltd. has renewed recently. 
 
The results portray that HPK’s current state of communication is filled with weaknesses. 
However, the opportunities that it has for the 90th anniversary season play a large role in 
the future success of communications. If the opportunities are utilized, the communications 
have good chances to overcome almost all weaknesses. 
 
It is highly recommended that HPK conducts more research on stakeholders and media 
selection. As sport objects enjoy the affinity advantage, there is a great need for under-
standing the stakeholders more.  
 
New communication strategy can be found as an appendix of this thesis.  
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1 Introduction 

Communication and its strategic use play a big part in any corporation. Organizations of-

ten however see communications as a little player that is involved little in everything but 

not as a specific field or business unit that needs to be emphasized. Many crisis and chal-

lenges can be prevented or resolved with efficient and rightly timed communication. Also, 

with efficient and effective communication organizations can blossom and with right timing 

earn great image and ultimately profit.  

 

The commissioning party of this study is HPK Liiga Ltd, the organization that runs the 

men’s hockey team HPK which plays in the national championship level in Finland. The 

league is called the Finnish Elite League, Liiga in Finnish. HPK Liiga Ltd was founded in 

2015. Before that the hockey business was operated by HPK-Edustusjääkiekko associa-

tion for 32 years. The hockey club itself was founded in 1929. The full name of the hockey 

club is Hämeenlinnan Pallokerho (translated Hämeenlinna Ballclub). Both the hockey club 

and the company use the same shortening of their name, HPK.  

 

HPK’s main field of business is sport entertainment. It also provides restaurant services as 

it owns the rights to arena catering. The revenues consist of ticket sales, sponsorship con-

tracts and restaurant services. During the fiscal year May 2017 – April 2018 HPK Liiga Ltd 

turnover was 5,4 Million Euros.  

 

HPK employs roughly 50 people per year full time. This consists of the players and the 

team staff, the office staff and the restaurant staff. Also, part time HPK employs another 

50 people during the season for home games. The game staff is often hired from different 

agencies. Volunteers are also used as home game staff. Altogether home game employs 

roughly 100 people and the team members.  

 

In 2018 as HPK Liiga Ltd board of directors changed, started new strategy work. A new 

overall strategy of the company was formed during the summer and fall of 2018. HPK pre-

sented it in November 2018. This new strategy is the basis of the communication strategy 

and it guides the work.  

 

The overall objective of this thesis is to provide communications strategy for HPK Liiga 

Ltd. There has not been a proper written strategy but people working on communications 



 

 

2 

 

 

have worked as they have had it. However, as there is always a possibility for change in 

the staff, it is very important to have a playbook of communication.  

 

This study consists of literature research and then study questionnaire and group work 

and interviews of HPK employees. The literature review gives the opportunity for the au-

thor to collect the most important parts to the strategy. A questionnaire was conducted as 

Webropol -survey and it dealt with media selection and HPK reputation. Finally, the stake-

holder analyses were created as group work and with the help of HPK employee inter-

views.  Afterwards, the communication strategy was formed by the author. The author is 

HPK’s marketing and communication manager.  

 

1.1 Research problem 

The focus of this study is to find out the best possible communication strategy solution for 

HPK Liiga Ltd which offers hockey entertainment in the field of sport and entertainment. 

With no previous strategic communication models, the strategy work started from zero.  

 

The main research problem of this study is: 

What are the best strategic ways to manage communication in HPK Liiga Ltd, which 

hockey team plays in the Finnish Elite League? 

 

There are sub-problems that need to be solved as a part of the study. 

1. Who are the stakeholders of HPK Liiga Ltd? 
 

2. How salient is each stakeholder group? 
 

3. How do the stakeholder groups position in the power-interest model? 
 

4. On which media channel the respondents gain information on HPK? 
 
5. Which media channel they would prefer to gain information on HPK? 

 
6. What reputation HPK has among its stakeholders? 

 

1.2 Structure of the thesis 

The first two main chapters of this thesis consist of literature review which objective is to 

present the best theories and practices for an organization is sport business. Firstly, the 
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thesis presents unique aspects of sport as a business and moves along to corporate com-

munications, integrated marketing communications and stakeholder management. The 

second main chapter is devoted to communication strategy work and special fields of cor-

porate communication.  

 

In the third chapter the author presents the research and in the following chapter the re-

sults. Finally, the discussion and appendixes present the final communication strategy for 

HPK Liiga Ltd.  

 

This thesis focuses mainly on external communication of a corporation. However, it pre-

sents some internal communication aspects in stakeholder management and in crisis 

management. For a sport organization the stakeholder field is very large including differ-

ent kind of volunteers and thus internal communication should be studied separately.  

 

Also, social media is part of the external communication. However, the author thinks that it 

should be also studied separately and thus, the social media strategy is not formed along-

side the communication strategy. Social media still plays rather big role in the communica-

tion strategy but is not selected as major component in this thesis.   
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2 Corporate Communication  

The purpose of this literature review on corporate communication is to present the best 

and the most suitable practices and theories that a sport organization should use when 

creating a communication strategy. The literature focuses mainly on contemporary busi-

ness corporation models but also reflects the unique aspects of sport industry. As there 

are plenty of corporate communication models and references, some of the theories need 

to be assessed carefully whether they are suitable for sport organization or should there 

be some amendment to the theory because of the organization operating in the business 

field of sport.  

 

This chapter presents the key concepts of corporate communication. It moves on to stake-

holder management and corporate identity, image and reputation which are all crucial 

when producing communication strategy. After this chapter the author presents the actual 

guidelines of how to develop a communication strategy.  

 

2.1 Special Characteristics of Sports Marketing in Communications 

There are some advantages and challenges for sports brands when it comes to marketing 

and communications. While many of the sport clubs are or are comparable to corporates, 

some differences should be pointed out before entering to the actual corporate communi-

cations part of this thesis.  

 

Sport marketing has three characteristics that differentiate them from normal marketing. 

Although meeting the needs and wants of a customer is essential for sports marketing 

also, as it is for traditional marketing, affinity advantage, positioning challenge and experi-

ence-based relationships create both advantages and challenges for sport marketing. 

(Fetchko, Roy & Clow, 2013, 6) 

 

Affinity advantage is one thing that sports brands enjoy compared to other brands. The 

emotional attachment to favourite player or team or even the sport itself is deeper than 

normal stage of loyalty to a brand. This attachment can result from family influence, being 

part of a group or being proud of the hometown team. The affinity advantage creates a 

possible shield towards competition or performance-based switch on another brand. Also, 

it gives a possibility of selling licenced products. People tend to be more willing to use 
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their favourite team’s apparel over their local bank because of affinity. (Fetchko et al. 

2013, 6-7.) 

 

Especially the marketing of spectator sports faces a positioning challenge. Oftentimes the 

competition comes in a form of same product or pricing from another company. For spec-

tator sports the competition comes from the entertainment business. The positive side is 

that the entertainment target market is bigger than the sport market alone. However, when 

positioning themselves in the entertainment business, the sport organization faces more 

competitors from the entertainment business field.  (Fetchko et al. 2013, 7.) 

 

Experience-based relationship, the third characteristic, is based on the consumption of the 

product. Although sport product can be something tangible as shirt or clubs, it can also be 

intangible such as spectating or taking part on an event. Experiences could increase the 

value received by the customer. (Fetchko et al. 2013, 7.) 

 

2.1.1 Sport Consumption Motives 

Sport customers have eight different motives on sport consumption. All of these motives 

have different impact on consumers. These eight influences can be described as social, 

psychological and personal motives as illustrated in figure 1. (Fetchko et al. 2013, 29.) 
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Figure 1. Motives for Influencing Sports Consumption. (Fetchko et al. 2013, 30) 

 

Family and group affiliation are the two social motives behind the decision to consume 

sports. Families attend sport events together but also watch sports on television, some-

times even with the extended family. Families with sport traditions generate new fans. 

Group affiliation is based on desire to share experiences with other people. Being part of a 

group may also attract new customers that are not particularly interested in sports. 

(Fetchko et al. 2013, 30.) 

 

The two psychological motives are self-esteem and escape. One can enhance his self-es-

teem and be perceived differently when being part of a sports fan group. Also “basking in 

reflected glory” makes it possible for fans to be part of a team and celebrate victories as 

their own although they do not belong to the actual team. For many sport consumers the 

spectating of sports creates a break from daily tasks and something else to think about.  

(Fetchko et al. 2013, 30-31.) 

 



 

 

7 

 

 

Personal motives are aesthetic, entertainment, sensory stimulation and economic mo-

tives. An aesthetic motive makes the customer spectate sports because of the style of 

sport discipline or a player. These make consumers attracted to sport. The two similar mo-

tives, entertainment and sensory stimulation overlap. Entertainment is part of the experi-

ence in an event and sensory stimulation comes from experiencing pleasure or arousal. 

Excitement of a match can trigger consumer’s sensory stimulation. Economic motives are 

based on possibility to gain money from sport. This motive originated from gambling and 

is now a big motive in fantasy sports. Fantasy sports such as Finnish Liigapörssi could 

make users to attend more Liiga-games to gain more knowledge to perform better in Lii-

gapörssi coaching game. Liigapörssi players compete of cash prizes but also of product 

prizes. The top prize is a Skoda car worth of 18 000€. (Fetchko et al. 2013, 31; Liigapörssi 

2019.) 

2.1.2 Sport Fans and Connection Points 

Sport fans, the most devoted consumers of a certain sport object, have different level of 

fandom with a sport, athlete, team and so forth. Involvement can be divided into cognitive 

and affective motivation, cognitive describing the logical and affective the emotional con-

nection to the sport object. (Fetchko et al. 2013, 31) 

 

Consumers have different levels of involvement with all products. This is equal also with 

sport fans. Those with high-involvement level are the ones that have very significant rela-

tionship with sport object. Consumers with low-involvement level do not feel very con-

nected to sport object and their consuming of certain sport object is affected by other fac-

tors than the connection. (Fetchko et al. 2013, 32.) 
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Figure 2. Segmentation of Fans Based on Level of Involvement. (Fetchko et al. 2013, 32.) 

 

Low-involvement fan segments are situation-based and geographic-based. Situation-

based consumers attend only if there is a special event or elevated interest or attention to 

certain sport object. On regular season 2016-2017 HPK games were attended with 3755 

viewer average and on playoffs with average 4089. For marketing there is always the 

question, how to make these situation-based consumers attend more games and shift 

their involvement to high. (Fetchko et al. 2013, 32; Liiga 2019.) 

 

Geographic-based fans support the hometown teams either from their birthplace or cur-

rent area of habitat. These fans see the hometown team to add value to the area or com-

munity and commit themselves to fandom as a civic duty of a citizen of the town. This also 

concerns some of the sponsors who sponsor the home town team as a civic duty. The fi-

nancial impact of HPK Liiga Ltd. on its operation area was 5 million Euros in 2016. 

(Fetchko et al. 2013, 32-33; Rasku, Värre, Laitila & Lehtonen 2016, 12.) 

 

High-involvement fans do not care when or where their sport object is represented or how 

well is it performing. These fans base their involvement on emotion and self-concept. 

High-involvement fans do not stop being a fan because of changes in the team or losses. 

Emotion-based fans want to show their connection to sport object by wearing officially li-
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cenced products and through their social media accounts where they show, how passion-

ate and intensively interested they are in their sport object. These emotion-based fans are 

the ones that can use excessive amount of money on tickets, limited edition product, in-

depth material and other exclusive items available. (Fetchko et al. 2013, 33-34.) 

 

The sport object also shapes high-involvement fans’ self-concept. These fans take their 

fandom even further than the emotion-based identification fans. They might dress up or 

wear face paint during matches. These very devoted fans often place themselves in the 

same section in an arena. This is beneficial for them but also for other spectators that 

might not understand this type of behaviour. (Fetchko et al. 2013, 34.) 

 

There are five different paths via which a consumer can enter to fan zone of the relation-

ship. Those paths are Star Power, Family, Socialization, Community and Participation as 

described in figure 3.  

 

 
Figure 3. Paths to Fan Identification with a Sports Brand. (Fetchko et al. 2013, 35.) 

 

Star power is often used in marketing campaigns to attract fans who idol the stars already. 

Also, players are used to sell more tickets via telephone and possibly delivering the tickets 

to customers. Meet and greet campaigns are often perks for consumers who make the 

purchase. Family plays big role when creating new fans to franchises. Often the decision-

making on behalf of children is made by the household adults to attend events or watching 

certain team or sport on TV. Many people tie a bond with a certain team at an early age. 
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This is why the marketers often try to create appeal to whole family. (Fetchko et al. 2013, 

34-37.) 

 

Socialization is part of the fandom. Sports is discussed at different places where a person 

enters. People might desire to be part of something, and sports fans create their own 

groups offline and online regardless of their demographics. Being a fan of their own com-

munity sport object depends on competition or lack of it nearby and how active the sport 

object is in the community. The image of local team can be shaped by the distance to an-

other similar team. Local can thus mean a team that is considered to be based rather far 

away. (Fetchko et al. 2013, 37.) 

 

Participation on sport is another fan relationship connection point. When children start to 

take part in certain sport, the interest on the major league of that sport is increased. Mar-

keters can develop programs with sponsors to attract more children to come and try a 

sport discipline and create more interest and demand on their actual sport product. 

(Fetchko et al. 2013, 37.) 

2.2 Definitions of Corporate Communications 

Corporate communication is a framework that coordinates all communication of an organi-

zation, including internal and external communication. The overall purpose is to create or 

maintain favourable image and reputations among the stakeholder groups that are crucial 

for the existence of the organization. (Corneliessen 2017, 5.) 

 

Corporate communication follows the overall strategy of the organization and its main pur-

pose is to enhance its strategic positioning. Communication concerns all areas of a busi-

ness and all staff including the top management and staff. (Argenti 2016, 29.) 

 

As all businesses aim at making profit, communication must serve this objective. How-

ever, it does not only mean distributing messages selfishly but conversations and ex-

change of views with other actors. (Juholin 2013, 25.) 

 

Organizations have various kind of needs and goals and different resources to use. There 

are still some activities that all communication teams are likely to have.  

 

In the field of external communications, the activities and responsibilities include: 

• Press and Media Relations 
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• Investor Relations 
• Financial Relations 
• Corporate Website 
• Corporate Advertising 
• Marketing Communications 
• Executive Communications 
• Community Relations 
• Covernment Relations 

(Argenti 2016, 52-53.) 

 

There are also other communication activities the communication teams need to deal with, 

and they contain: 

• Social Media 
• Graphics or Creative Services 
• Measurement and Monitoring 
• Corporate Social Responsibility 
• Charitable Activity 
• Corporate Sponsorship 
• Communications Staff Development 
• Operational Costs 
• Other Miscellaneous Costs 

(Argenti 2016, 53.) 

 

Business communication has changed in recent years. With new platforms to use, the old 

communication model of one sending the message and others listening, is not desirable 

anymore. The social communication model invites others to join the conversation. The au-

dience of the business are no longer passive receivers but active participants of the con-

versation. However, not all business communication can be social and not everyone gets 

to influence on all business matters. The hybrid used of the old and new communication 

models is often embraced. (Bovée & Thill 2016, 58-59.) 

2.3 Key concepts of Corporate Communications 

There are plenty of different concepts and terms used in the field of corporate communica-

tions. This subchapter presents table of key concepts that are crucial in corporate commu-

nication. These concepts are discussed to greater extent later in the thesis.    

 

Not all organizations have all key elements written down or ready to use for communica-

tion strategy making. It is however recommended that all these concepts are studied when 

creating corporate communication while they all together as a communication strategy di-

rect the company towards a favourable image and reputation. (Corneliessen 2017, 7-8.) 

 



 

 

12 

 

 

Table 1. Key concepts in communication strategy (Corneliessen 2017, 6.) 

Mission Overriding purpose in line with the values and expectations  

of stakeholders 

Vision Desired future state: the aspiration of the organization 

Corporate objectives Statement of overall aims in line with the overall purpose 

Strategy They ways or means in which the corporate objectives are to be  

achieved and put in to effect 

Corporate identity The profile and values communicated by an organization 

Corporate image The immediate set of associations of an individual in response 

to one or more signals or messages from or about a particular 

organization at a single point of time 

Corporate reputation An individual’s collective representation of past images of an  

organization (induced through either communication or past  

experiences) established over time 

Stakeholder Any group or individual who can affect or is affected by the 

achievement of the organization’s objectives 

Market A defined group for whom a product is or may be in dement  

(and for whom an organization creates and maintains products 

and services) 

Communication The tactics and media that are used to communicate with inter- 

nal and external groups 

Integration The act of coordinating all communication so that the corporate 

identity is effectively and consistently communicated to internal 

and external groups 

 

2.4 Integrated Communications 

For some time now two individual parts of communication, marketing and public relations, 

have integrated to one another. It has been seen that these two disciplines should work 

together to communicate with stakeholders. When these two previously separate depart-

ments act together in corporate communications, they also have more power in the deci-

sion-making in the strategic level of a corporation. (Corneliessen 2017, 17-18.) 

 

The relationship between marketing and public relations has changed over time. Figure 4 

presents the models that were suggested in 1978 by Philip Kotler and Wiliam Mindak.  
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Figure 4. Models of the Possible Relationship Between Marketing and Public Relations 

(Kotler & Mindak, 1978.) 

 

First marketing and public relations were separate functions where marketing existed only 

for markets, to gain profit via customers whereas public relations were devoted to earning 

favourable image and reputation to the company. It was later realized that marketing and 

public relations shared common grounds in product publicity and customer relations. In 

these fields the two worked hand in hand. (Kotler & Mindak, 1978.) 

 

Already during the 1980’s companies were challenged with increasing costs of advertising 

in the mass media. The corporations started to use the public relations to create public in-

terest on product and service launches. This orientation is called marketing public rela-

tions. (Corneliessen 2017, 19.) 

 

In figure 4, the models C and D argue that one should be a dominant function. In model C 

public relations should exist only to serve marketing of the goods. In model D, on the other 

hand marketing is a subset of PR, because the future of an organization may be depend-

ent on the reputation it has among its stakeholders. With satisfying the customers, one of 
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the key publics, marketing comes into picture. PR should overlook marketing as custom-

ers are not to be valued more than other stakeholders. (Kotler & Mindak, 1978.) 

 

Finally, it is claimed that public relations and marketing should work as a same function. 

Both functions see markets the same way, needs for market segmentation and identifying 

the market attitudes, images and perceptions. Also, they agree that management process 

consists of analysing, planning, implementing and controlling. (Kotler & Mindak, 1978.)  

 

During the past decade branded content has moved from public relations field to market-

ing field with the rise of social media. While branded content still creates favourable image 

of the corporation it also presents the product. Also sponsoring an event or cause can 

benefit both marketing and public relations. When tied to a marketing campaign it gives a 

favourable image of the company at the same time. (Corneliessen 2017, 19-20.) 

 

In addition to above mentioned benefits in branded content and sponsorship, the integra-

tion created other benefits. Favourable image of the company can be reflected to products 

and services and vice versa. Furthermore, the public relations can work in the marketing 

campaigns as a corrective operator to provide different views. (Corneliessen 2017, 22.)  

2.4.1   Reasons for Integrated Communications 

Integrated communications result from variety of reasons. Those reasons can be divided 

into three main categories: market- and environment-based drivers, communication-based 

drivers and organizational drivers. (Corneliessen 2017, 23.) 

 

Market- and environment-based drivers include the complexity of stakeholder roles. While 

stakeholders can be part of multiple stakeholder groups, the messages sent to different 

groups cannot conflict with one another. Thus, the internal communication cannot be sep-

arable from external function as the employees can also have for example a customer role 

in the company and they can easily communicate internal communication to external audi-

ences via new platforms such as social media. The last driver of this category is the trans-

parency that is greatly demanded by the publics. While trying to communicate in all fields 

as transparently as possible, the integration is valued. (Corneliessen 2017, 24.) 

 

Communication-based drivers result from the excessive amount of clutter and new media. 

While a person is hit by 13 000 commercial messages a day, very consistent messaging 

is in order for a person to remember the company. Also, while traditional mass media 
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costs have increased, the new online media offers more efficient way to reach people. 

The coherency and control over messages and structured media presence is resulted 

when integrated communication takes place. (Corneliessen 2017, 24-25.) 

 

Organizational drivers are the ones that spring from within the organization. The main 

driver is to make the company work more efficiently. To have separated units for different 

communication areas is more expensive than all them working together and to share infor-

mation and expertise which leads to more accountability. Also, the organizations can pro-

vide better strategic direction when groups are working together. Often the skills, goals 

and tasks are similar for PR, marketing and internal communication. Thus, it is sensible to 

bring them all together and harness the joint expertise. (Corneliessen 2017, 25.)  

Integrated marketing communications can be defined as “seamless program that maxim-

izes the impact on customers”. While brand is an important part of the relationship that a 

company builds with a stakeholder, the integrated marketing communication can help with 

consistent messaging of the brand values and image across channels. (Fetchko et al. 

2013, 208.) 
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Figure 5. Concept of Integrated Marketing Communications. (Fetchko et al. 2013, 208.)  

 

Integrated marketing objectives can be divided into two main categories, communicational 

objectives and behavioural objectives. These must be taken into consideration as the peo-

ple in the target market may have very different relationships with a brand. (Fetchko et al. 

2013, 214.) 

 

Communicational objectives aim to build a customer relationship. People in the target 

market may have very little experience with the brand. Communicational tactics try to 

guide the customer quickly from awareness to purchase or even loyalty. Long-time tactics 

include media advertising that serves as a reminder that for example a hockey season is 

on and it is possible to attend the games. Also, social media can be a great tool in this 

field. A company can potentially create positive brand reputation as the channel can inter-

act with the audience. Sport brands can even solidify relationships with their existing loyal 
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customers or just catch the attention of a potential new customers on social media. 

(Fetchko et al. 2013, 215.)  

 

While communicational objectives try to enhance the relationship between the brand and 

the customer, behavioural objectives try to communicate in a way that it results in reve-

nue. Sales promotions, such as delivery of free fan items or coupons, are aimed to result 

in ticket sales for example. Special events and follow-ups by the sales personnel can also 

lead to more loyalty and result later in purchase of a season ticket. Behavioural objectives 

have a limitation. One can not be sure that an effort results in certain way. Other variables 

play part in purchasing too. They include for example price and quality and customers’ 

own conditions. A sport club has greater limitation with the quality aspect because the 

sports marketers can not control the in-field performance. Thus, not only the communica-

tion can result in ticket sales in a sport organization. (Fetchko et al. 2013, 215-216.) 

 

2.4.2 Consumer Behaviour and Integrated Marketing objectives 

Integrated marketing objectives focus on customers which means that objectives refer to 

what is desired of customers to do when exposed to company communications. Consum-

ers move from thinking and feeling stages to doing stage at their own pace. Before mak-

ing the actual buying decision, customers move through hierarchy of effects, that is de-

scribed in figure 6. Brand communications can help the customers move along the hierar-

chy with coordinated strategy of messages that can effect on customers’ view on brand. 

(Fetchko et al. 2013, 217.) 
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Figure 6. The hierarchy of Effects Model. (Fetchko et al. 2013, 217.) 

 

Thinking-feeling-doing -model is slightly different for sport brands. It presents three 

stages: knowledge-affinity-action. The knowledge stage is composed of awareness and 

associations, the affinity stage of attitude and preference and finally the action stage of 

trial, purchase and loyalty. (Fetchko et al. 2013, 217) 
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Figure 7. Hierarchy Model for Sports Brands (Fetchko et al. 2013, 218) 

 

The first step on the hierarchy is to create awareness among the target market. For sports 

clubs the two tactics change places while they have seasonal product. During off-season 

they promote the season to come and during the season they focus their efforts on build-

ing awareness on specific events or games. When the communications have reached the 

awareness among their target market it is time to move along to associations. What does 

a customer actually know about the brand? This refers to brand image that the communi-

cations department has been trying to build. For example, integrated marketing communi-

cations tactics such as community involvement can make general good associations 

among public. Often these kind of support on good causes create media coverage that 

can create even more reach on audience. (Fetchko et al. 2013, 218) 

 

Feelings and emotions play a bigger role in the next stage of hierarchy: affinity. Emotional 

relationship that sports fans have with for example their favourite team make other prod-

uct provider envious. When trying to effect on the attitude towards the brand, marketers 

can use for example experimental marketing where events gather fans and sport club em-

ployees can meet and exchange thoughts. (Fetchko et al. 2013, 219) 
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Sport properties such as hockey clubs that play on major league fall into a category enter-

tainment. Thus, other entertainment fields such as movies, music, theatre, and so on are 

in competition of the same consumers as the club. A sport brand must achieve preference 

-stage with the customer by making themselves matter. By immersing the customers and 

interacting with them by events where customers can connect with the brand and its rep-

resentatives or by interaction on social media with people, the sport brand can create af-

finity that is needed for preference over the others. After the preference the customer 

moves on to product trial. This is the first time the customer will actually experience the 

product and is able to assess the value offered. Group ticket-sales and discount coupons 

are offered to attract the first-timers to attend games or to buy the product. The idea be-

hind the discount price is to get the consumer hooked and buy next time at full price. 

(Fetchko et al. 2013, 220) 

 

A prospect turns into a real customer when they hit the purchase stage the first time. The 

integrated marketing communications can still help the customer from purchase intent to 

actual purchase. The sales force can help the decision making by certain offers or ex-

tended payment plans. (Fetchko et al. 2013, 220) 

 

Finally, the customer that has climbed all the steps in the hierarchy with the help of inte-

grated marketing communications can be turned into loyal customer. Loyal customers are 

cheaper to reach than the prospects. They are also financially beneficial to organization in 

long term. Customer lifetime value (CLV) represents the estimated value of future profits 

that the company will collect from the customer. A frequent single ticket buyer can change 

into season ticket and thus create more profit for the sport property in reduced marketing 

and less games missed. Customer relations and personal selling are the integrated mar-

keting communication tools to use at this stage. The highest paying customers should be 

treated with services to maintain the customer relationship and others should be targeted 

to make them escalate their relationship and to spend more. (Fetchko et al. 2013, 221) 

 

2.5 The Changing Media Environment 

For some time now the social media and other digital communication platforms have 

shaped the world of communication. While communication used to be strictly command-

and-control formed via traditional media, now the new media has made the landscape of 
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communication more about proactive engagement and less about control. (Corneliessen 

2017, 37.) 

 

There are some fundamental differences between the traditional and the new media envi-

ronments. In the traditional media environment, the organization uses broadcasting and 

therefore spreads controlled and planned messages to many stakeholders at once via 

media that is high in cost. The crowd-casting in the new media environment offers the or-

ganization cheaper platforms. Although the new media makes all able to create and for-

ward content about the organization in a rather messy and emergent way, the stakehold-

ers become active participants instead of being passive audiences. Not all companies 

choose either or. Oftentimes organizations seek for the best mix of broadcasting and 

crowd-casting as they both can result in return to one another. The broadcasting can re-

sult to social media conversations and trigger media coverage and crowd-casting can cre-

ate off-line commitment on the company. (Corneliessen 2017, 39-40, 53.) 

 

Organizations often divide their social media presence into owned, paid and earned me-

dia. Owned media, such as company’s own websites, Facebook pages, YouTube channel 

etc. are the channels where the organization itself creates content. Paid and earned me-

dia are the channels and media through which the company tries to extract traffic to its 

owned channels or raise awareness of its own offerings. Paid media refers to media cov-

erage that requires financial investments. Earned media is the “gone viral” part of the me-

dia presence. Other broadcasters and crowd-casters create and share information on 

company which is beneficial to a company. Earned media can generate traffic to organiza-

tion’s owned channels to create revenues and it is seen very authentic and credible. How-

ever, earned media is impossible to control and can lead to negative results. (Cornelies-

sen 2017, 41-42.) 

 

The continuous change in social media creates some challenges to corporate communi-

cation. Because of the rather young age of new media not all rules and principles are 

clear for all practitioners of communication. It takes time for all to be comfortable with the 

use of new diffused technologies. (Corneliessen 2017, 49.) 

 

Nevertheless, social media provides great opportunities for corporate communication. In-

tegrated marketing communications, marketing and public relations, can work together on 

strategic messaging and persuasion complemented with building reputation and brand eq-

uity on social media. There they have a possibility of a two-way communication with their 
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stakeholders with a conversational voice by the organization. This can build more more 

positive image and strengthen the stakeholder relationships. In social media the communi-

cation practitioners can use carefully chosen expressions to make people create and 

share favourable footage on the organization. When the content is suggestive and emo-

tive, the action by the organization is called priming and nudging. (Corneliessen 2017, 49-

50) 

 

Because of lack of control of the conversation in social media, it can be seen as a risk for 

reputation or as co-creation tool of content. Some organizations see that their reputation is 

always re-created by the community that is actively following them. Depending on the 

newsworthy of the organization, social media can create hundreds of conversations in 

matter of minutes and can be seen hard to follow by the communication practitioners. 

However, often the success of the strategies on social media depend on the so-called 

PARC-principles. PARC includes adjectives participatory, authentic, resourceful and credi-

ble. Especially the lack of authenticity is easily pointed out on social media. Thus, the cor-

porate communicators need to take role in monitoring that the company communicates 

openly and honestly online. (Corneliessen 2017, 51-53) 

 

2.6 Stakeholder Management in Communications 

Stakeholders of a company are the individuals or groups that can affect or be affected by 

the organization or who the actions of the company are concerned. Stakeholders can mer-

gence suddenly and surprisingly. (Juholin 2013, 52.) 

 

Many companies are moving away from the neo-classical economic theory where the 

company is seen as the centre of the economy and creates benefits for the customers. In 

this input-output model the contributors are awarded with certain amount of compensation 

and the relationship is only economical. (Corneliessen 2017, 62) 
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Figure 8. Input-output model of strategic management (Corneliessen 2017, 63.) 

 

The stakeholder model presents the socio-economic theory where there is no prioritizing 

over one another and all stakeholders that have a valid stake or a relation with the com-

pany are recognized. This model presents the mutual dependencies that the organization 

and stakeholders have with one another. The stakeholder model adds more stakeholders 

into the picture as the model is far more than economic. It also takes into consideration 

the firm’s performance in social and environmental matters. (Corneliessen 2017, 62-63.) 
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Figure 9. Stakeholder model of strategic management (Corneliessen 2017, 64.) 

 

Some stakeholder groups are more vital to the existence of the company than others. The 

most important ones can be called primary stakeholders. Usually those include custom-

ers, employees, suppliers, communities and financiers. If one of these is missing the busi-

ness will be in trouble. The stakeholder view on the primary and secondary may differ 

from business to business. The secondary stakeholders are the ones in the outer circle in 

the figure 10. They belong to the larger business environment of the company as they can 

influence the business but also to the primary stakeholders. (Freeman, Jeffrey and Wicks 

2007, 50-51.) 
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Figure 10. Basic two-tier stakeholder map. (Freeman et al, 2007. 7.) 

 

When communicating with stakeholders it is important to identify them and deliver the 

right message to them. Stakeholders influence and interests on organization must be ana-

lysed. To identify the stakeholders and their stakes on the company, the analysts can use 

the stakeholder salience model or power-interest -model. (Corneliessen 2017, 66-67.) 

Both models are discussed further in the following chapters.  

 

2.6.1 Salience Model 

The salience model presents the stakeholders in the order of importance. That is based 

on attributes that are power, legitimacy and urgency or the combination of them. Accord-

ing to salience model, the company can identify the stakeholder groups that need to be 

communicated actively. The power that a stakeholder group has on the organization, the 

legitimate claim the stakeholder group has on the organization and the urgency of the 

needs of the stakeholder classify the seven different stakeholder types. (Corneliessen 

2017, 67.) 

 

Figure 11 presents the stakeholder salience model. There are three groups of stakehold-

ers that possess only one attribute, the dormant, the discretionary and the demanding. By 
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adding another attribute, legitimacy or urgency, they can improve their salience and thus 

the organization should be aware of them. The dormant stakeholders have the power but 

do not have legitimate relationship with the organization. For example, this group contains 

media and rich customers. The second group of the one attribute groups are the discre-

tionary stakeholders. They do have interactions with the organization but do not have any 

power over it. This group includes the charity receivers. The third group is the demanding 

stakeholder group which have urgent claims but lack the power or legitimacy to enforce 

them. A lonely demonstrator is one example in this third group. (Corneliessen 2017, 67-

68.) 

 

The stakeholder groups that possess two attributes are the expectant stakeholders. Domi-

nant stakeholders have the power and legitimate connection with the company to have 

great influence. Customers, employees, owners and investors are part of dominant stake-

holders as their withdrawal is their power connection. The dangerous stakeholder group 

consists of stakeholders that have urgent claims added with power. However, they do not 

have legitimate claims. This group may cause coercion or violence and can include em-

ployee sabotage or terrorism. The third group with two attributes if the dependent stake-

holder group. They have the legitimate and urgent claims but do not have the power to en-

force them. These stakeholders rely on other operators to take care of the missing power. 

For example, a dependent stakeholder can be the local community against a large com-

pany, and they need the power of media to advance their legitimate and urgent claim. 

(Corneliessen 2017, 68.) 

 

Finally, there is one stakeholder group that possesses all three attributes of power, legiti-

macy and urgency. That is the definitive stakeholder group that is the priority when they 

have a claim. As an example, the shareholders can move to this group from the dominant 

stakeholder group with active actions if they are not happy how their needs are met. (Cor-

neliessen 2017, 68-69.)  
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Figure 11. Stakeholder salience model. (Corneliessen 2017, 69.) 

 

Stakeholder salience model is used ongoing basis as the stakeholders may change their 

first classification. Based on the classification, the communication practitioners can draw 

communication strategies for each stakeholder group. Often an organization does not 

communicate on ongoing basis with the groups that have only one attribute. (Corneliessen 

2017, 69-70.) 

2.6.2 Power-Interest Model 

Another stakeholder categorizing model is the power-interest model. With this tool the or-

ganization tries to categorize the stakeholders according to the power they possess and 

how much they have or show interest on the company actions. Stakeholders are mapped 
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inside a matrix that has four boxes that represent the extent that the company must com-

municate with them. (Corneliessen 2017, 70.) 

 

 
Figure 12. The power-interest matrix. (Corneliessen 2017, 70.) 

 

The most important stakeholders that need to be communicated with constantly are in the 

D quadrant. Also, the ones located in the quadrant B need to be satisfied with frequent 

communication although they lack power to influence on the business. Stakeholders that 

have high power but lack of interest in the company need to be kept satisfied as they may 

use their power on certain matters that they might be interested in. Communication practi-

tioners need to know that stakeholders can move from quadrant to another with the 

change of interest or power. (Corneliessen 2017, 70.) 
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2.6.3 Strategies and tactics  

Communication practitioners need to formulate communication strategies after the map-

ping tools have been used. The formulation of strategies and key messages are based on 

the power and interest the stakeholders have on the company. Some stakeholders need 

to be kept informed and some listened and communicated with ongoing basis. Strategies 

can vary between disseminating information for raising awareness and active communica-

tion and incorporating the stakeholder into decision-making of the company. (Cornelies-

sen 2017, 71.) 

 

Three strategies used are informational, persuasive and dialogue strategies. In the same 

order, they move from awareness to understanding, involvement and commitment. Infor-

mational strategy uses newsletters, press releases and company website to raise aware-

ness on a subject. The persuasive strategy involves campaigns, meetings and discus-

sions with the stakeholders to create deeper understanding on a subject. This strategy in-

cluding with corporate advertising and educational campaigns is used to create favourable 

image on the company. Dialogue strategy allows the company and the stakeholders to en-

gage in conversation on the subject. This strategy involves the stakeholders into consulta-

tion or even into decision-making. Conversations can happen in social media and consul-

tation and decision-making within joint partnership when both parties have mutual interest. 

(Corneliessen 2017, 71-72.)  

 

In the informational strategy the communication flows only from organization to stake-

holder in objective manner without persuasion which makes the relationship symmetrical. 

Nor there is need for feedback. In persuasive strategy the communication aims to per-

suade the stakeholder to communicate back. This strategy is asymmetrical as the major 

part of the communication is made by the organization. The organization wants to change 

the stakeholder opinion and not to change itself. The dialogue model gives both parties 

opportunities to change information. The aim is to exchange opinions and reach mutual 

understanding. Again, with equal opportunities of conversation the model is two-way and 

symmetrical. (Corneliessen 2017, 72-73.)  
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Figure 13. Models of organization-stakeholder communication. (Cornerliessen 2017, 73.) 

 

Different media can be used in the stakeholder communication. So called rich exchange 

channels offer the stakeholder the ability to give instant feedback which is crucial for dia-

logue strategy but also to some extent to persuasive strategy. These channels can be so-

cial media, meetings and personalized documents. The rich medium allows instant feed-

back and therefore an ability for communication to be adjusted. Newspaper adverts and 

financial reports are examples of the media that cannot facilitate rich exchanges. How-

ever, these not rich media are useful for well-understood messages. (Corneliessen 2017, 

74-75.) 

2.6.4 Stakeholder and fan engagement 

Managing of stakeholders in the benefit of a company has changed in recent years to 

managing for stakeholders by which the organization tries to build long-lasting relation-

ships with its stakeholders. To benefit the both parties, the two-way symmetrical model al-

lows both to seek opportunities and competitive advantage. The new model is in line with 

previously presented dialogue strategy. By adapting its activities, the organization tries to 

exceed its stakeholder’s expectation. (Corneliessen 2017, 75.) 

 

In sport context the customer engagement is often referred to fan engagement. Customer 

engagement in sports include different kind of behaviours that lead to action. Sport-related 
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behaviour includes attendance to events, listening, reading and watching and ultimately 

purchasing. The impression-management behaviour includes for example basking in re-

flected glory and cutting off reflected failure. Loyalty programmes and season ticket pur-

chases are part of the relationship-building behaviours and finally the non-transactional 

behaviour includes social interaction and word-of-mouth. By providing a place to gather 

together the fans can together interact and engage more people without the organization 

being involved. This can be done for example through social media site. (Yoshida, Naka-

zawa, Gordon & Biscaia 2014, 402-403; Fetchko et al. 2013, 20.) 

 

2.7 Corporate Identity, Image and Reputation 

Brand is eventually that one thing that is marketed to customers. Whether it is the product 

or service that is bought, behind it all is the brand. Brand has four exclusive functions or 

parts and those are identity, image, promise and relationship. (Fetchko et al. 2013, 118.) 

 

Brand identity is being presented to customers by marketers. It is anything that is charac-

teristic to a brand and distinguishes it from competitors; colours, shapes, logo and so on. 

For sports team brand identity is crucial because it helps building awareness and custom-

ers can identify with the brand identity. (Fetchko et al. 2013, 119.) 

 

Brand image is the mental associations that a customer has towards the product or ser-

vice on a company. Image has developed through usage of a product or service and of 

company advertising, design and media coverage. Brand associations however are the 

collected images of a brand that the consumer might never have used but they influence 

the brand image that one has. Sport brand images are evolved even if one is not a fan of 

that team or sport. (Fetchko et al. 2013, 119.) 

 

Often brand identity and brand image have a gap between them. Marketing must always 

try to convince people on their brand identity. Often image can be very different from iden-

tity because of old perceptions of the brand. (Fetchko et al. 2013, 119.) 

 

Brand promises are the ones that tell what value a customer can expect from bought ser-

vices and products. For sports brands it is impossible to make a promise of on-field perfor-

mance and often their promises concern community work. This is beneficial as non-cus-

tomers and casual fans can see the brand in better light. (Fetchko et al. 2013, 120-121.) 
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Although many customers are business customers for sports brands, it is eventually a hu-

man who makes the decision to purchase. Brands are often described as humans are, 

with adjectives that portray why or why not trust them. Relationship marketing focuses on 

developing and maintaining long-term relationships with customers. It is cheaper for mar-

keters to convince existing customer to renew purchase than it is to attract a new cus-

tomer to a company. Relationship marketing can also deepen the relationship with cus-

tomers. Sport brands can attract customers more with insider access and it is said to be-

come a norm when enhancing the relationships with selected premium customers. 

(Fetchko et al. 2013, 121-122.) 
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3 Communication Strategy 

This chapter is designated for the actual work that needs to be done for a good communi-

cation strategy. It pinpoints the contents of a communication strategy and moves on to cri-

sis communication and corporate social responsibility.  

3.1 Developing a Communication Strategy 

Corporate communication strategy is basically the direction of the whole organization and 

the activities that the communication staff needs to do to strengthen or maintain the repu-

tation in the eyes of the stakeholders. When the assessment of the company reputation 

has been made, the organization can see the gap between reputation and vision of how 

company wants to be seen. (Corneliessen 2017, 109-110.) 

 

Strategy formulation can vary greatly from strict top-down rational planning model with 

comprehensive and deliberate action plans to elastic bottom-up emergent plan which can 

be spontaneous and continuous. However, the following three points are to be found in all 

communication strategy making. (Corneliessen 2017, 110.) 

 

Firstly, the formation of strategy includes both planned and emergent actions. This means 

that while in strategy the objectives and visions are clearly formed into action plans and 

campaigns, there is also room for reactive and ad hoc responses to matters that arise 

suddenly. Secondly, strategy is not about specific actions. It is general guideline for the 

company that operates in an environment with its stakeholders. And thirdly, a strategy is 

long-term strategic choices that the mission and vision of the organization lead in re-

sponse to what the environments allows it to do. Thus, the strategy should be adaptive to 

the issues happening in or with the surrounding environment. (Corneliessen 2017, 110-

111.) 

 

Corporate strategy and communication strategy must always walk together. Communica-

tion strategy is in great role in explaining the strategy to internal and external stakehold-

ers. When the corporate strategy lays out the overall purpose of the organization the com-

munication strategy is the operational strategy that lays out the ways how the organization 

can meet the expectations the stakeholders have for the organization in correlation with 

the corporate strategy. Communication department can help the senior management with 

overall strategy formation with their results from the environment research results. (Cor-

neliessen 2017, 111-112.) 
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Figure 14. The link between corporate strategy and communication strategy. (Cornelies-

sen 2017, 112.) 

3.2 Strategic Messaging 

The content of communication strategy is shaped by the research results on company’s 

reputation among its stakeholders. The gap between the reputation and company’s vision 

is the foundation of the strategic intent which then turns into strategic messages. These 

try to make stakeholders to see the organization in the same way as the company has 

portrayed itself in its vision in the corporate strategy. (Corneliessen 2017, 114.) 

 

Themed messages are formed from the strategic intent. They can portray the excellence 

of the company in a specific area or introduce the basic values that the company has. The 

messages focus on emphasizing an aspect that the company wants to be associated with 

in the minds of its stakeholders. Themed messages get their content when the company 

releases blogs, adverts or news stories. A company can use different message styles with 

different stakeholders. (Corneliessen 2017, 215, 121.) 

 

Themed messages can be delivered in different styles. Five different styles are catego-

rized into functional, symbolic and industry orientation. Rational message style is the only 

style in the functional orientation in which the company makes a claim on its superiority in 

a certain field. Most importantly the message includes the information that the company’s 

for example a product is far better than competitor’s product and is used when the com-

petitor is not likely to match the excellence. The claim is followed by suitable information 

to support it and this why it is called the rational message style. (Corneliessen 2017, 116-

117.) 
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There are two categories in the symbolic orientation; symbolic association message style 

and emotional message style. The first is psychological and aims to develop an image on 

the company that stands out from the competition. It uses symbols and values repeatedly 

in the development of the associated image. Corporate values are highlighted in this mes-

sage style and can be portrayed through sponsorship of a sport or cause or through value 

statements that link the organization to general moral values and sentiments. Emotional 

message style tries to influence the stakeholders viscerally by portraying emotions and 

thus trying to get more stakeholders involved and affiliated. The communicating organiza-

tion must present its emotions authentically or the style may backfire. (Corneliessen 2017, 

117-118.) 

 

Industry orientation deals with generic and pre-emptive message styles. Generic message 

style does not differentiate a company from competitors but tries to strengthen the whole 

industry demand. Usually only the clear market leader can use this style. Pre-emptive 

message style suggests one’s superiority over competition on a whole industry level. Un-

like in rational message style, the pre-emptive style makes the company to take a position 

on the issue concerned with the industry and claim the leadership on that matter. (Cornel-

iessen 2017, 119-120.) 

3.3 Planning and Executing Communication 

After formulating the communication strategy, the company moves on into creation of 

communication programmes and campaigns. Communication programmes are broader 

concepts than communication campaigns that are usually drafted for single event or 

launch of a product to make a stakeholder to decide upon offered thing. Programmes do 

not have a beforehand planned endpoint. The programme is continued as long as there is 

a need for it and is reviewed periodically. Often a programme deals with company reputa-

tion building. (Corneliessen 2017, 122-123.) 

 

When planning communication programmes and campaigns there are additional steps to 

add after strategic intent, defining communicational objectives and defining target audi-

ences. Introduced in the figure 15 are the following steps of identify themed messages, 

develop message styles, develop media strategy and prepare the budget. (Corneliessen 

2017, 122.) 
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Figure 15. The process of planning communication programmes and campaigns. (Cornel-

iessen 2017, 122.) 

 

Nowadays it is very likely that the communication practitioners cycle back and forth be-

tween the steps of the figure 15. When communication strategies stay agile, it gives a 

chance to react quickly to changing circumstances. Planning ahead but being ready to 

change the plan is the modern way of planning communication. (Corneliessen 2017, 126.) 

 

Strategic Intent 
 
In the beginning of the planning of programmes or campaigns it is essential to refer to the 

original communication strategy of a company to identify the strategic intent. After all, the 

strategic intent lays out the change or consolidation in the stakeholder mindset about the 

company’s reputation.  (Corneliessen 2017, 123.) 
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Communication Objectives 
 
Communication programme or campaign needs specific communication objectives that 

are based on the strategic intent. Here, the communication practitioners define what is 

needed, either a change in the stakeholder’s awareness or reputational change or behav-

iour. The success of the communication programme or campaign can be measured only if 

the objectives are specific enough. Communication objectives can be defined for example 

using the SMART-list. According to it, the objectives should be specific, measurable, ac-

tionable, realistic and timely.  

 

Specific – the objectives need to specify what are the wanted changes inside 

a stakeholder group. 

 

Measurable – it is important to measure with clear indicators the results, for 

example a change in percentages, which can then tell the success of the 

programme or campaign.  

 

Achievable – the objectives should be achievable bearing in mind the current 

state of reputation within a certain stakeholder group. 

 

Realistic – the objectives should be able to meet within the budget and with 

the resources available. 

 

Timely – the objectives should be met within a time window that needs to be 

specified in advance.  

(Corneliessen 2017, 123-124.) 

 
Target Audiences 
 

After using different models to identify the most important stakeholder groups, the commu-

nication practitioners need to segment specific target audiences from stakeholder groups. 

The target audience is the selected individuals from the group and those people are in the 

focus of the programme or campaign. (Corneliessen 2017, 124.) 
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Themed Messages 
 

The decision of the core messages is done after objectives and target audiences have 

been defined. The desired image of the company is the basis for the core message. 

Themed messages can concern the company as a whole or just a detailed area of the 

business. (Corneliessen 2017, 124.) 

 

Message styles 
 
Depending on certain conditions, the company can use different message styles, intro-

duced in the chapter 3.2. Different message styles can be used simultaneously with differ-

ent target audiences. Message styles can include visual stimuli and slogans but also cer-

tain way of saying things. (Corneliessen 2017, 125.) 

 

Media Strategy 
 
When creating the media strategy for a communication programme or campaign, it is im-

portant to identify the right channels of media that can reach the target audience effec-

tively and efficiently within the budget. The decision needs to be made based on the reach 

and coverage, ability to portray the creativity of the campaign, the competitors’ media 

choices and ability to create interaction with the audience. For all campaigns and pro-

grammes the media strategy needs to be started from the scratch. The campaign manag-

ers must identify what is the best media selection for this specific campaign and not rely 

on past media selections. Also, the media selection needs to be timed within the pro-

gramme or campaign. Omnichannel approach is used when the practitioners combine the 

off-line and online media to support each other. (Corneliessen 2017, 125-126.) 

 

Budgeting 
 
Budgeting may set the practitioners to revise the previous step as most of the budget of-

ten goes to media buying. The production of the campaign and the evaluation afterwards 

take the rest of the budget. Budgeting is discussed more in detail in the following chapter. 

(Corneliessen 2017, 126.) 
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3.4 Budgeting 

A budget is an action plan in numbers that a company draws for certain time period. It re-

flects the strategy of a company. Budgeting process considers the actual designing pro-

cess of the budget, revision and remedial action planning as well as execution. While a 

budget is only a plan, budget monitoring during the budget time period is crucial. Any devi-

ation should be analysed and reported. If necessary remedial actions must be carried out. 

(Jormakka, Koivusalo, Lappalainen & Niskanen 2015,172-173.) 

 

Budgeting for communication is often called a program budget. It defines the way how the 

programme is funded and how much money can be spent. The allocated funds are based 

on cost effectiveness. A good budgeting process takes into consideration the organiza-

tional goals, the employees, resources and provides feedback. First the organization sets 

the objectives and analyses resources that can be used. Then the budget committee ne-

gotiates on estimated budget components and then coordinates and reviews them. Fi-

nally, they provide the final budget and distribute it onward. (Siegel & Schim 2008.) 

 

Brand communications often have four different methods for setting the budget. Those are 

affordability, percentage of sales, return on investment and objective and task. Affordabil-

ity-method merely assesses how much money can be spent on the campaign. It however 

limits the view of brand communications ability to grow business. The other expense-

based budgeting method is percentage of sales which considers previous time periods ex-

penditures and revenues. Based on those and the projected sales for the following peri-

ods that budget for communications is simple to make. This method also lacks the idea of 

communication’s business strengthening abilities. (Fetchko et al. 2013, 233.) 

 

The following two methods do not see the communication as an expense to control but ra-

ther as what it can create. Return on investment -method calculates the revenues minus 

the costs of goods sold divided by the money spent on communication, including any 

costs dealing with the communication programme or campaign. Return on investment 

measurement is not always possible as some tactics cannot be measured right after the 

campaign. Objective and task -method first defines the objectives of the communication 

programme and then the tactics needed to reach the objectives. Only after that the budget 

could be drawn and that would be the whole cost of creating and placing messages. 

(Fetchko et al. 2013, 234-235.)  
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When forming the budget, it is important to know what resources are available for commu-

nication. The intangible resources are people and their communication skills and 

knowledge, the tangible are money and technic. Most important resource for communica-

tion team is the actual knowledge on communication and the skills to use. Skills can be for 

example writing, performing, project management, strategic planning and leading. 

Knowledge if often forgotten from the resources because it seems too basic. In communi-

cation perspective it is highly important to have knowledge on the company or the busi-

ness the company is in. Also, knowledge on special area might be crucial in a communi-

cation team. Communication technology is often associated with digital communication 

such as email, instant messengers or internet. However, it considers also the basic office 

technology such as camera, fax, computers, phones etc. Without working technology, it is 

difficult to succeed in communication. Money involves with all resources mentioned above 

as it defines what resources are available and to what extent. (Juholin 2013, 118-120.) 

 

Especially in organizations that offer services, people can be very expensive resource. 

Staff expenses can form a large part of the whole budget. In the case of budgeting the 

workforce, all incidental costs must be considered. Some example costs are holiday sal-

ary and social security contributions. (Lindfors & Syvänperä 2010, 32.)   

 

Organizations should bear in mind when budgeting that correcting mistakes is often more 

expensive than the original costs. The most expensive resource, the qualified communica-

tors, are often hired only after communication crisis. (Argenti 2016, 34.) 

3.5 Research and Measurement 

Research and evaluation should always be part of the planning process of all communica-

tion programmes and campaigns. Research is a vital part during all stages of communica-

tion programme or campaign which include planning, execution and evaluation. (Cornel-

iessen 2017, 133, 135.) 

 

The five stages of research in communication campaign are audit, objectives, planning 

and execution, measurement and evaluation and results. (Corneliessen 2017, 134.) The 

following figure and chapter explain the cycle in detail.  
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Figure 16. Research and evaluation as part of communication campaigns. (Corneliessen 

2017, 134.) 

 

Audit stage consists of analysing existing data and identifying the issues. After that the 

company can set benchmarks. This stage offers the data on which the practitioners can 

lean their campaign. The following stage called objectives creates a possibility for the or-

ganization to set actual objectives for the campaign based on the audit stage. These ob-

jectives should follow the general objectives of the company. Objectives take a look on dif-

ferent stakeholder groups and timescale. Preferred change in awareness, attitudes and 

behaviours of stakeholders are listed in the objectives also. Possible pre-testing research 

on messages, choice of media and tactics are part of the third stage, the planning and ex-

ecution stage which involves with designing and executing the actual campaign. The 

fourth stage deals with continuous research as this phase monitors the campaign results 

during and after the campaign. During the campaign some adjustments can be made to 

reach the preferred results. The fifth and final stage is post-campaign research and evalu-

ation of the results. This is the base for the new cycle as potential learning points are 

found here and transferred to the next audit-stage. (Corneliessen 2017, 135-136.)  
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3.6 Media Relations 

News media can influence on person’s perception on company. If not fully shape it, media 

has the power to bring to light some topics for public to think about. This can affect on the 

reputation of a company. Repetency of a topic can make a certain subject salient for peo-

ple. Media content can be shaped by the communication practitioners with the style and 

information on press releases and campaigns. Also, interaction between media and practi-

tioners have an impact on news coverage. (Corneliessen 2017, 157-158, 160.) 

 

Communicators and journalists work together on news coverage. Although the relation-

ship is not always warm, they are interdependent. Companies need the journalists for me-

dia coverage and journalists need the communicators to receive information. News stories 

framing occurs in two phases. First, the communication practitioner offers the topic to be 

published and after that makes sure that the topic is framed in company preference. This 

means that the news is presented in the way a company wants it to be told. Communica-

tors and journalist may have to negotiate on the matter, and this emphasizes the interde-

pendency between them. (Corneliessen 2017, 160-162.) 

3.7 Crisis Communication 

A crisis has different kind of definitions. A crisis is a happening that requires attention im-

mediately from the organization because of its public pressure or danger. It can be drawn 

from environmental effects or from human error or intended damage. A crisis can be tan-

gible or intangible and it often affects organization financially. (Corneliessen 2017, 212; 

Argenti 2016, 255) 

 

A crisis can be also defined by the threats it produces either to public safety, finance or 

reputation. Safety issues can be damages to body or loss of lives. Financial losses are re-

sult of disrupted operations, loss of market share or customers and possible lawsuits fol-

lowing the crisis. (Coombs 2007, 3.) 

 

Crises and uncommon situations can be classified by different factors. Those include the 

organization type, character, action and environment and by suddenness, internality or ex-

ternality, tangibility or intangibility. (Juholin 2013, 374.)  
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The overall objective of crisis communication and management is to use control over all 

activities in a way that stakeholders feel their concerns are cared for. This requires the or-

ganization to draw plans for crises and to communication of crises. Simultaneously, the 

communication needs to take care on the organization’s reputation but in a way that does 

not seem like the only focus point. Firstly, the communication practitioners need to release 

information about the crisis to media and contact those affected by the crisis. Only after 

this it is the time for reputational communication. Information flow during crisis is very im-

portant. Second important step in crisis communication is to own the responsibility. Com-

municating with the stakeholders about the company actions and responsibilities can be a 

way to minimize the reputational damage. (Corneliessen 2017, 211-212, 216.) 

 

Releasing of the information for the first time can be called the initial crisis response. 

There are three rules for first responses, be quick, be accurate and be consistent. The first 

response should be given during the first hour after the crisis has initiated. This gives the 

organization a possibility to tell its view on the matter at hand. Accuracy of information is 

challenged especially during crisis and response rush. Mistakes on information may leave 

the organization seem inconsistent. Accuracy and consistency can be achieved with com-

pany speaking with one voice. The crisis communicators must deliver information so that 

the persons interviewed can use the same information and key points. (Coombs 2007, 6.) 

 

There are some elements that a crisis communication plan should include. Those are pre-

sented in the table below.  

 

Table 2.  Crisis Communication Plan Elements. (Juholin 2013, 374) 

Content Examples 
Anticipation  

1. Crisis types             accidents, violence, staff crisis, management and other 

internal crises, reputational, trustworthiness, technology, 

financial, industry or worldwide crises.  

2. Communication princi-

ples 

own initiative, quickness, honesty, accountability, human-

ity 

3. Focus groups and stake-

holders (can be different 

for each crisis) 

staff, customers, owners, relatives, authorities, trade un-

ions, municipality, municipals, citizens, parish, stock mar-

ket, media 
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4. Publicity and forums internal publicity, online publicity (open and restricted), 

media publicity, customer publicity, specialist publicity, 

peer publicity, international publicity 

5. Responsibilities classi-

fied to different people and 

groups 

top management, management, foremen, specialists, 

communications, marketing, HR, ICT, people included in 

the crisis group 

6. Partners in different cri-

ses  

authorities, police, rescue authorities, hospital 

Action  

7. Process phase by phase from crisis detection to induction, continuation and after-

care 

8. Means and procedures briefing, info, internet, interviews, spaces, technology 

Support material  

9. Materials availability, who oversees updating 

 

3.8 Corporate Social Responsibility (CSR) 

Corporate social responsibility, often also called corporate responsibility, deals with a 

company’s involvement socially instead of company’s profit gain. Corporate social respon-

sibility makes lives better for employees and their families and for the whole community 

around the company. Strategically a company tries to make its negative social and envi-

ronmental footprint smaller. The strategic moves can be for example a more sustainable 

supply chain, higher salaries for employees or monetary and specialist input donations to 

charity. When a company creates a corporate social responsibility strategy, it looks be-

yond a short-term financial profit. Its aim is in the long-term success and can enhance the 

corporation’s success. The strategy should be one step ahead and identify the possible 

social effects of company’s value chain. Thus, the company can be ready for possible 

problems and possibilities when the corporate and social lives interlock. (Argenti 2016, 

114-116.) 

 

Social responsibility can be categorized into four areas. The economic, legal, ethical and 

discretionary responsibilities embody all responsibilities the company has towards society. 

All businesses have the economical responsibility and that can be merely product produc-

tion and selling. Legal responsibilities lie in the following laws and regulations. Ethical re-

sponsibilities cover the previously mentioned actions, but also actions that are ethical and 
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beyond laws. Discretionary responsibilities are rather expectations than responsibilities as 

they are voluntary. These include donations in money and in expertise. (Carroll 1979, 3-

4.) 

 

HPK Liiga Ltd states in its corporate strategy responsibility as one of its core values and 

being a good corporate citizen as a success factor. HPK wants to be one of the business 

life vitalities for Tavastia proper region. As one of the top three recognized brands in the 

city of Hämeenlinna, HPK sees this as its responsibility. HPK recognized other two im-

portant brands, the Häme Castle and Aulanko national park, in its opening videos in sea-

sons 2014-2015 and 2017-2018 (HPK 2018; HPK 2017; HPKHameenlinna 2018; Hämeen 

Sanomat 2017; Hämeenlinnan kaupunki 2014, 11.) 

 

Corporate citizenship refers to same things as citizenship for a person. It guarantees 

rights and duties for both. Some of these are legally mandated but many are mainly ex-

pected from a citizen, corporate and person. Often being a good corporate citizen focuses 

on making donations to community but not on corporate’s own employees. For example, 

low wages in a big corporation can be seen as bad influence on society. (Corneliessen 

2017, 254-255) 

 

The corporate social responsibility model consists of ongoing process of scanning and 

monitoring, conducting research, creating the initiative, communicating the initiative and 

evaluation and feedback. When representing meaningful initiatives, strategic corporate so-

cial responsibility should enable the company to reach for business objectives with stake-

holders. (Coombs & Holladay 2012, 47.) 
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Figure 17. Corporate Social Responsibility Process Model. (Coombs & Holladay 2012, 

47.) 

 

The corporate social responsibility process starts with monitoring and scanning of emerg-

ing social and environmental factors that might affect the stakeholder perceptions on the 

company. Because of change in the issues and perceptions, this stage of the model is 

continuous. Formative research phase collects the information and assesses it. After re-

search the company can select which corporate social responsibility concerns are im-

portant enough to transform into initiatives. Preferably together with stakeholders the com-

pany makes the decision on which corporate social responsibility initiative to advance. At 

this point, the corporation forms concrete actions. It is important to remember that not all 

stakeholders will be satisfied with the decision as stakeholder priorities are not alike. 

When a corporation hits the communication stage of the model, it is time to let the internal 

and external stakeholder to know more about the initiative. It also concerns the selection 

of media and formulation of content. The communication stage is discussed deeper later 

in the thesis. The final stage, evaluation and feedback, the corporation evaluates its pro-

cess and outcomes. This stage is a start of a new circle as it gives a lot of material for 

scanning and monitoring phase. (Coombs & Holladay 2012, 48-49.) 
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3.8.1 Sport Social Responsibility 

Sport social responsibility is a sport oriented corporate social responsibility. Nowadays it is 

acknowledged that not only the team and spectators are affected by the activities of a 

sport corporation, but the environmental and social issues concern the sport objects also. 

(Hopwood, Kitchin & Skinner 2010, 69-70.) 

 

Profit seeking sport enterprises are like any other companies when it comes to social re-

sponsibility. The economic, legal, ethical and discretionary responsibilities embody all re-

sponsibilities the company has towards society. Professional sport teams aim for profit 

and often benefit the community around it. HPK Liiga Ltd produces 5 Million Euros to its 

operating area in salaries, taxes, services and products bought and in other payments to 

local operators. Overall during its home games, visitors use over 800 000€ and HPK at-

tracts 35 000 spectators to Hämeenlinna from other cities. (Hopwood, Kitchin & Skinner 

2010, 72; Rasku et al 2016, 12.) 

 

Legal responsibilities are involved in sport industry also. In addition to normal business 

laws, there are multimillion agreements in media contracts and player contracts to con-

sider. Also, anti-trust laws need to be obeyed to guarantee fair competition in sport. If one 

person breaks the anti-trust law in gambling or illegal substance usage, it reflects to whole 

team and enterprise. The same applies to ethical responsibilities. If a representative on a 

sport organization is seen to behave unethically, it concerns the whole organization’s rep-

utation. Sport businesses can benefit on their socially engaging marketing programmes 

such as environmental friendliness. A great opportunity for sports teams presents itself in 

discretionary responsibilities. Donations made in tickets or event organizing deal with the 

community that the team operates in and needs in order to succeed financially. 

(Hopwood, Kitchin & Skinner 2010, 72-75, 78.) 

 

As many consumers expect businesses to support causes and charities, also the star 

players and their role model statuses are likely to cause more expectations. Many sport 

properties use youth-programmes to attract new consumers in years to come when they 

associate the childhood memories to certain sport object. However, not only prospect 

sales can be the cause for corporate social responsibility, the initiative must be linked to 

corporation’s mission. (Fetchko et al. 2013, 68.) 
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Consumer behaviour is affected with businesses attitudes towards environmental issues 

and their impact on the environment. Green marketing is a practise where a business pro-

motes their take on production, distribution and promotion of environment friendly prod-

ucts. This promotion has two goals: to protect the environment, the intrinsic benefit and to 

enhance the brand image, the extrinsic benefit. Although there is a fine line between these 

two, when practised well, the sport organization can guide the community to environmen-

talism. While sport brands cannot only minimize their carbon footprint, they can also en-

courage their customers to adopt green habit. (Fetchko et al. 2013, 68, 70.) 

 

The vast amount, 63%, of the Liiga carbon footprint comes from the private motoring by 

customers arriving to games. The rest is formed from electricity usage (27%) mainly in 

arenas and hockey teams travel emissions (9%). The rest is formed form other employee 

travels, garbage and ice maintenance. (Hepo-oja 2018, 56.) 

 

To tackle this private motoring effect on environment, Liiga introduced the carpool chal-

lenge. It encourages people to arrive to games with a car that is full of people. The chal-

lenge pleads to people with a promise that together we can make sure that future genera-

tions have a possibility to play pond hockey. (Liiga 2019.) 

3.8.2 Communicating the Corporate Social Initiative 

When the corporate social responsibility initiative is created and ready to be communi-

cated, the company must target both the internal and the external stakeholders. Especially 

the employees of the company can be very beneficial to the communication of the initia-

tive. All stakeholders that are affected or might be interested in the initiative or overall cor-

porate social responsibility actions of the company must be taken into consideration when 

deciding the target audience. Communicators must bear in mind that not all stakeholders 

want the same information on the initiative as their connection point to the company vary. 

While investors require the information on the returns of investments, the local community 

want to know the effects of the initiative on their everyday lives. (Coombs & Holladay 

2012, 109-110.) 

 

Based on the formative research phase of the corporate social responsibility process 

model, a company has information on the stakeholders and their preferences on the infor-

mation. Thus, the company can create a plan which pinpoints the selection of target audi-

ences, media choices and primary messages. (Coombs & Holladay 2012, 110.) 
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Often the lack of awareness on the corporate social responsibility initiatives is the biggest 

limitation to consumers to join in. There is fine line of creating awareness and selling the 

initiative. Thus, the right messages on right media to the right stakeholders are the key 

points on success in the communication. Corporate social responsibility communication 

focuses mainly on the facts and not so much on the company involvement on the matter. 

While the corporate social responsibility initiatives should be part of different communica-

tion tactics, it should nevertheless be always the dominative message. Consumers tend to 

notice negative corporate social responsibility information better than the positive infor-

mation and therefore managers of corporate social responsibility aware on possible prob-

lems of their campaigns. With wrong type of message and delivery, the corporation might 

seem more interested on their own bettered image that the actual involvement in the so-

cial responsibility campaign and issue. Also costs of communicating the corporate social 

responsibility can be hurtful for the corporation. Excessive amounts of money spent on ad-

vertising on the involvement of the company can boomerang the effect. It can be viewed 

by the public that corporation wants to portray themselves more than the support their cor-

porate social responsibility initiative. (Bhattacharya & Sen 2004, 23; Coombs & Holladay 

2012, 112-113) 

 

There are controlled and uncontrolled tactics for public relations of the corporate social re-

sponsibility campaigns. The uncontrolled tactics include a third-party participation on the 

delivery of messages. For example, a media can ignore the media release or write a story 

based on the media release. These third-party involvements have positive effects on cam-

paigns because it saves money and the corporation is not seen as an intensive promoter. 

And also, the corporation gains corporate social responsibility credibility from other 

sources than only from itself. The downsides are the possible ignorance or the false repre-

sentation of the message which can intentional or unintentional. Social media can provide 

opportunities for organizations when identifying the most important matters for stakehold-

ers, their reactions on existing campaigns and communicating with them as a whole on 

corporate social responsibility. As stakeholders can create and share their created impres-

sions on corporate’s campaign, social media is also an uncontrolled tactic. The controlled 

tactics are used when the company itself creates the message, selects the channel and 

delivers the message. Sometimes it can be advertising on media or on-store presence 

and advertising or simply website information distribution. (Coombs & Holladay 2012, 117-

121.) 
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The internal stakeholders, the employees play big role in success of a corporate social re-

sponsibility. When the corporate social responsibility initiative is meaningful to the employ-

ees, they can communicate beneficially with the external stakeholders on it. They are also 

the main channel of information for their close-ones. Employees participation on corporate 

social responsibility work can make them and their sphere of influence devoted supporters 

of the initiatives. Thus, it is important to see the staff as important receivers of information. 

(Coombs & Holladay 2012, 122-123.) 

  

The external stakeholders can disseminate the corporate social responsibility and dimin-

ish the possible over promotional view on the corporation by sharing the information on 

their channels. Also, the word-of-mouth promotion on initiatives is created by the external 

stakeholders especially in social media. (Coombs & Holladay 2012, 123-124.) 
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4 Research 

The objective of this research was to create basis for HPK Liiga Ltd communication strat-

egy. After research analysis it is possible to form the communication strategy.  

 

The research started with literature review and moved on to research on stakeholders, 

channel choices and reputation. Also, internal groupwork and interviews were used during 

the research. The author has vast amount of expertise on the research matters because 

of long career in HPK.  

 

Both primary and secondary data were used in the research. Primary data is the data that 

the researcher collects themselves. Secondary data is existing data that has been col-

lected by other researchers. (Wilson 2014, 151; 181.) 

 

The author selected both qualitative and quantitative research methods for this thesis. 

Quantitative research provides numerical and statistical description of the research object. 

On the other hand, the qualitative method provides deeper understanding on the re-

searched matter. (Jyväskylän yliopisto, 2010.) 

 

Quantitative research was conducted as a sample survey via Webropol and qualitative re-

searches as groupwork and interviews. These two ways of data collection complement 

each other as both external and internal analysis are to be used in strategy formulation.  

 

These methods can be seen either as a mixed methods or mono methods. As they are 

part of the same research, they can be called mixed methods. However, as the methods 

are not selected for the same research problem, they can be viewed as individual mono 

methods. The selection of these two is described next. 

 

Methodological choice of mixed methods uses both methods, quantitative and qualitative 

data collection. Concurred mixed method allows the researcher to use qualitative and 

quantitative research methods at the same time and combine the results to get richer re-

sponse.  (Saunders, Lewis & Thornhill 2015, 169-170.) 

 

Mono method quantitative study is a design that uses questionnaire to collect information. 

The data is measured numerically and is possible to generalize. Mono method qualitative 
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study uses interviews to collect data. This data is measured by the quality it delivers.  

(Saunders, Lewis & Thornhill 2015, 166, 168.)  

 

For interviews it is important to keep in mind, what is researched and to choose the inter-

viewees based on their expertise on the matter. The interviewee must have personal ex-

perience on the matter. (Vilkka 2017.) Interview was selected as the method for this re-

search to gain information on positioning the stakeholders correctly in the stakeholder 

analysis.  

 

 

 
Figure 18. Methodological choice. (Saunders et al 2015, 167.) 

 

Sample survey represents quantitative research methods. When the universe is very large 

or information is needed quickly, sample survey is selected. Sample is a miniature of the 

whole group and should present the results of the whole group. (Heikkilä 2014.) A sample 

survey was used in this research to gain information on media channel selection and rep-

utation.  
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Figure 19. Sample Survey. (Heikkilä 2014.) 

 

The Webropol research questionnaire link was published on HPK web page as an article 

on March 24th, 2019. Afterwards, the article was published on HPK Facebook and Twitter. 

HPK newsletter introduced the article with the link on March 26th, 2019. HPK partners 

were asked to answer in their ticket pre-reservation email on March 31st, 2019.  

 

The questionnaire was conducted in Finnish as HPK mainly operates in Finnish. Also, the 

response rate might have been a lot lower if English was used in the questionnaire. In ad-

dition, misinterpretation was lower as native language of the operating area was used. 

 

Altogether 589 responses were collected via Webropol survey. The largest respondent 

group was single ticket buyers (51%) followed by season ticket holders (27%). HPK Fan 

association members and shareholders were represented with 5% shares each. Partners 

were represented with 2% of the respondents. 

 

The qualitative studies were made in cooperation with the author, the CEO Antti Toivanen 

and sales manager Sami Matinkari.  

 

4.1 Research questions 

A research question should be clearly defined before starting the research. Research 

question is ultimately the centre of the research. (Saunders et al 2015, 43.) 
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The focus of this study is to find out the best possible communication strategy solution for 

HPK Liiga Ltd which offers hockey entertainment in the field of sport and entertainment. 

With no previous strategic communication models, the strategy work started from zero.  

 

The main research problem of this study is: 

What are the best strategic ways to manage communication in HPK Liiga Ltd, which 

hockey team plays in the Finnish Elite League? 

 

There are sub-problems that need to be solved as a part of the study. 

1. Who are the stakeholders of HPK Liiga Ltd? 
 

2. How salient is each stakeholder group? 
 

3. How do the stakeholder groups position in the power-interest model? 
 

4. On which media channel the respondents gain information on HPK? 
 
5. Which media channel they would prefer to gain information on HPK? 

 
6. What reputation HPK has among its stakeholders? 

 

These research questions provide the information that is needed to write the communica-

tion strategy for HPK Liiga Ltd.  
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5 Key Findings of the Study 

There are several different fields that need to be covered when creating a communica-

tions strategy. As HPK Liiga Ltd. has never had a proper communications strategy, a large 

amount of analysis was required, both internal and external.  

 

These analyses consist of current state of communications analysis, media channel as-

sessment, stakeholder management, strategic messaging styles and crisis communication 

in addition with corporate social responsibility revision. These all mentioned areas need to 

be linked to the corporate strategy that HPK Liiga Ltd. has renewed recently.   

5.1 Internal analysis of communications 

A SWOT analysis was drafted the highlight the current state of communications in HPK 

Liiga Ltd. 

 

Table 3. HPK Liiga Ltd. SWOT-analysis for communications 

Strengths Weaknesses 
Consistency through all channels 

Reliability 

Colours of the team (orange, black, white) 

90 years history of HPK 

Devoted personnel 

Willingness to learn more 

Interview abilities of staff 

Resources (time, money, personnel, 

equipment, quality pictures) 

Skills in graphic design and editing 

Lack of extra material off-ice 

Targeted communication 

Lack of overall strategic goals 

Lack of research, evaluation and docu-

mentation 

Old arena facilities & equipment 

Opportunities Threats 
Telia contract and cooperation 

Liiga App – HPK App 2019 

New strategy to rely on 

Extra voluntary staff for season 2019-2020 

Anniversary season 2019-2020 

Ticket partner online communication 

New homepage development partner 

Crisis among staff, bad publicity; tabloids, 

social media etc. 

Disaster season 

Dropping out of Elite League (if it is 

opened) 

Financial challenges in Finland in business 

sector and in personal sector 
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New led screens to home arena Local business competitiveness 

Decrease of population in Hämeenlinna  

 

 

HPK Liiga Ltd. has for ten years had a marketing and communications coordinator that 

handles both, the marketing and public relations of HPK. While one person oversees 

events, advertising, messaging, charity activities, social responsibility programmes and in-

ternal communication, the core message stays the same for all audiences. Also, the style 

of the company voice is coherent. This provides the evidence, HPK uses integrated com-

munications. Team colours, history and devoted personnel create strengths that cannot 

be overlooked or created if they do not exist. Staff abilities to give interviews naturally and 

spontaneously and willingness to learn more are strengths to rely on.  

 

HPK has identified its weaknesses and some of them have already been addressed. New 

staff, material and application will diminish the weaknesses. Also, with this thesis, the 

weaknesses of research and strategic goals will be tackled. Targeted communication and 

development of skills needed should be addressed next.  

 

Opportunities are great for HPK in the upcoming year. As it is the 90th anniversary season 

of HPK, it provides more resources and themes for communications. New media partner 

Telia has worked with Elite League now for a year and has learned the basics and can 

now move on to development. New strategy, ticket partner communication, new partner in 

home page development and new led screens will provide opportunities to utilize.   

 

Crises developed by the media are a huge threat in sport business, as the players are fa-

mous. More recently the social media platforms have created crises and only then have 

spread to traditional media. Ice hockey threats, such as disaster season and possible 

dropping out of the Elite League in future, create great threat for communications also. Fi-

nancial challenges of businesses and private people can make communications harder as 

money to use for purchase may not exist. Also, local businesses need to be competitive 

enough in larger scale. Is it possible for Hämeenlinna to attract companies and new resi-

dents to Hämeenlinna area?  

 

HPK Liiga Ltd. has pinpointed the communicational weaknesses that it needs to over-

come. That can be made through new opportunities that have arose during the last year. It 

is clear, that the SWOT analysis will look far better if it is made again next year at the 
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same time. While threats will not disappear, it is crucial to prepare for the worst in commu-

nication.  

5.2 Stakeholder analysis 

Stakeholder analysis was made in cooperation with HPK office staff and Webropol ques-

tionnaire. Salient model was the first tool that was used. The most salient stakeholders for 

HPK Liiga Ltd. are the main sponsors, Finnish Elite League, the Police and HPK regis-

tered association which is the biggest shareholder of HPK Liiga Ltd. Also, 11 biggest 

shareholders and players are definitive stakeholders.  

 

Below is a table of all HPK stakeholders grouped together by their salience. 

 

Table 4. HPK Liiga Ltd. stakeholder salience model.  

DEFINITIVE STAKEHOLDERS 
Main sponsors 

Police 

Finnish Elite League 

HPK registered association (main shareholder) 

Top 11 biggest shareholders (together over 70% of shares) 

HPK players 

 

DOMINANT DEPENDENT DANGEROUS 
Season ticket holders HPK Kannattajat (fan asso-

ciation) 

Regional State Administra-

tive Agency 

Shareholders Distant fans Rescue officials 

Staff   

Sponsors   

City & municipality   

VIP-service users   

Single-ticket buyers   
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DORMANT DISCRETIONARY DEMANDING 
Media Charity receivers Single feedback givers 

 Lunch restaurant custom-

ers 

People who discredit in 

purpose 

 Kultaklubi (small sponsors) Visitor team fans 

 Telia TV -spectators  

 Hockey game officials  

 HPK Junior hockey associ-

ation 

 

  

The power-interest matrix can be used to fulfil the assessment of stakeholders. In this 

model, the level of interest is added to the equation. While sports brands often enjoy affin-

ity advantage and high level on interest compared to normal businesses, the power-inter-

est model is more important than the salience model used earlier. However, the salience 

model is a good start for stakeholder analysis and should be done before power-interest 

matrix.   

 

The normal four boxes of the power-interest matrix represent the level of communication 

that is needed for each group. The levels are minimal effort for those who lack power and 

interest, keep informed for groups with interest but no power, keep satisfied for groups of 

high in power but low in interest and finally key players that have high interest and high 

power.  

 

Table 5. HPK Liiga Ltd. stakeholder power-interest matrix. 

MINIMAL EFFORT 
(low power, low interest) 

KEEP INFORMED 
(low power, high interest) 

Telia TV-spectators 

Single feedback givers 

Visitor team fans 

People who discredit in purpose 

Charity receivers 

Shareholders 

Distant fans 

Lunch restaurant customers 

Kultaklubi (small sponsors) 

Hockey game officials 

HPK Junior hockey association 

KEEP SATISFIED 
(high power, low interest) 

KEY PLAYERS 
(high power, high interest) 

Regional State Administrative Agency Main sponsors 
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Rescue officials 

Police 

Finnish Elite League 

City / municipality 

Media 

HPK Kannattajat (fan association) 

Season ticket holders 

Single-ticket buyers 

Sponsors 

VIP-service users 

Players 

Staff 

Top 11 biggest shareholders (together 

over 70% of shares)  

HPK registered association (main share-

holder) 

 

 

When comparing the two analysis results, one stakeholder group moves from having no 

power to having power. HPK’s registered fan association HPK Kannattajat has very large 

interest on HPK in general. In salience model they were not evaluated to have power on 

the company because of their small number of members. However, their interest on the 

hockey club is so profound that they need to be classified as key players. Also, as HPK 

fan association is a relatively new association and growing all the time, they will eventually 

gain more power. HPK Liiga Ltd. needs to be ready for this change in power.  

 

To understand the stakeholder roles, the questionnaire study presented a question on the 

primary and sub-stakeholder groups of respondents. Altogether 589 responses were col-

lected via Webropol survey.  

 

The largest respondent group was single ticket buyers (51%) followed by season ticket 

holders (27%). HPK Fan association members and shareholders were represented with 

5% shares each. Partners were represented with 2% of the respondents. These were the 

five customer groups that were large enough to be taken into consideration in this study.  
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Figure 20. The respondents’ primary stakeholder group.  

 

As explained, stakeholders can change their power but also belong to another stakeholder 

group at the same time. This is the case for HPK Liiga Ltd. also. 66% of HPK fan associa-

tion members stated that they are season ticket holders and 41% single ticket buyers. 

None of them claimed to be partners but 28% are shareholders.  

 

Season ticket holders answered that 10% of them are fan members, 33% of them also 

single ticket buyers, 7% partners and 24% shareholders. Single ticket buyers were loyal 

lunch restaurant users with 39% and shareholders with 10% but did not stand out in any 

other group. Season ticket holders and single ticker buyers were the only ones who 

claimed to be partners of HPK.  

 

Large number of partners are season ticket holders (63%). Also 13% of them stated to be-

long the fan association. 38% of the partners are single ticket buyers and 50% sharehold-

ers. Also, 38% of partners use HPK VIP-services. Partners are also involved with junior 

hockey as they represented junior parents and junior coaches with 13% but also media 

with 13%.  

 

Shareholders of HPK Liiga Ltd. primary group was the largest single ticket buyer group 

with 77%. 15% of them are season ticket holders and 12% HPK fan association members.  
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All stakeholder groups claimed to be lunch restaurant customers, shareholders with the 

lowest number of 12% and partners with the highest, 50% attendance.  

 

 
Figure 21. Respondents other stakeholder groups they belong to in addition to the primary 

group.  

 

HPK Liiga Ltd. stakeholder groups overlap greatly. Not single group answered that they 

do not belong to any other group. This means that HPK communication must be con-

sistent on all its channels as one person will get different targeted messages from HPK.  

 

The stakeholder analysis provides the basis for targeted communication. In the next sub-

chapter, media channel analysis is presented. After that, the author moves on to HPK rep-

utation and the strategic goals that have been drawn from the new business strategy of 

HPK Liiga Ltd. Also, communicational objectives to reach the goals are introduced.  

 

5.3 Media channel analysis 

Media channel analysis is crucial for communication strategy. The first and preferred 

media channels were studied in the questionnaire. It must be remembered, that over half 

of the respondents were single ticket buyers. However, most of the attendees of HPK 

home games buy their tickets single. In the regular season 2018-2019, 1600 season 

tickets were sold and average attendance was 3845.  
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Most of the respondents stated that their first channel of HPK news was HPK Facebook. 

Over half of the partners received the news first through HPK Facebook post. Also 43% of 

the singe ticket purchasers and 41% of fan members answered Facebook as their first 

channel of information.  

 

HPK web pages were the second largest answer on the first channel followed by Insta-

gram. Also, Jatkoaika hockey site’s chat room was an important channel for news.  

 

 
Figure 22. The first channel that HPK news was received from among the respondents.  

 

Facebook was also very important on HPK game events. It was the largest first channel 

choice for HPK fan association members, season ticket holders and single ticket buyers. 

Partners and shareholders however got their information on HPK web pages rather than 

on Facebook, which they chose as a first channel in the news dissemination.  

 

HPK home page was very important channel on HPK game event news. Among share-

holders and partners, it was the main choice for first channel. Also, season ticket holders 

saw it almost as important as Facebook. HPK fan association members and single ticket 

buyers favoured HPK home page less than Facebook.  
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Other channels were not often selected as first channel of information. Among partners, 

local newspaper Hämeen Sanomat, TV and acquaintance rose over 10%. Also, among 

single ticket buyers Instagram was selected with the value of 10%.  

 

 
Figure 23. The first channel that information on HPK game events was received from 

among the respondents.  

 

Although first channel for news and game events was Facebook, the preferred media 

channel was HPK home page. All stakeholder groups selected HPK home page with over 

65% and it was more than for other channels. Facebook, Instagram and newsletter were 

the next preferred. In this question a new channel, Snapchat, was introduced. It was not 

however selected very much.   

 

All news considering HPK needs to be found on HPK web page first. Quickly after that 

news need to be disseminated to HPK social media channels FB, IG and Twitter. Also 

email dissemination in encouraged. Local newspapers need to be notified on new matters 

and news right after own channels have published the content.  

 

WhatsApp group is something to consider about in the future as it was selected in the 

channel preference study by 20% of all stakeholders regardless of the group they pre-

sented. 
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Figure 24. The preferred channels among the respondents.  

 

5.4 Reputation 

Together with stakeholder and media channel analysis, the reputational evaluation was 

asked from the respondents. The questions represented several adjectives in two sets, 

the short list and the long list. Short list represented the most important attributes and the 

long list was added to carry out a larger reputational image. Also, HPK has previous repu-

tation studies that can be compared to the long list. The scale was 1-7 with 1 being do not 

agree at all and 7 totally agree.  

 

HPK values are Communal, Committed, Responsible and Bold. In HPK strategy the val-

ues are presented as attributes that HPK employee portrays. Commitment is hard for out-

sider to evaluate and thus, only the three remaining characters were listed on the short list 

in HPK reputation question. Also, other desired characters were listed in the short list.  

 

HPK was evaluated as communal, entertaining and respectful to tradition. Also, responsi-

bility was a character that describes HPK well. The lowest figure on values HPK scored on 

boldness. That was the second lowest with only modern below it. Modern is not listed in 

HPK values 
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As stated many times before, the affinity advantage may change the perception of a cus-

tomer. The figure 24 shows that HPK partners were not as satisfied with HPK reputation 

as other respondent groups. The only character they were as pleased as other groups 

with HPK was communality.  Although partners represented only 2% of the respondents, 

this is something HPK needs to study further.  

 

 
Figure 25. HPK reputation, short list of adjectives.  

 

The long list reputation question presented the best values on positive characteristics of 

important, interesting and Tavastian. The lowest positive characteristics were forerunner, 

modern and social followed by bold and honest. Negative characteristics resulted in low 

numbers as desired. However, old-fashioned was evaluated with the score of 3,24 which 

is almost a middle score.   

 

0

1

2

3

4

5

6

7

Respectful for
tradition

Quality Entertaining Modern Bold Responsible Communal

HPK reputation

HPK Fan members Season ticket holders Single ticket buyers

Partners Shareholders Average



 

 

66 

 

 

 
Figure 26. HPK reputation, long list of adjectives. 
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When requesting an evaluation from external stakeholders of HPK Liiga Ltd., the re-

searcher must bear in mind that respondents evaluate different parts of the company. The 

evaluation might be based on hockey performance, customer service or taste of food. Not 

all respondents can form a full picture of HPK Liiga Ltd. performance. However, as reputa-

tion is slowly built with all images of the company, reputation is accurate on overall perfor-

mance of HPK, on-ice and off-ice. Studies on image of certain areas of HPK services and 

products are highly recommended as the business field is very wide for HPK.  

 

HPK studied its reputation previously in 2015. Oranssi alue -research collected plenty of 

intel on customers of HPK including HPK’s reputation. The long list was almost the same 

as in this study. Only old-fashioned was added in the new long list.  

 

Positive change was consistent in all attributes. The greatest improvements on reputation 

were made in attributes skilful, entertaining, interesting and powerful. All negative attrib-

utes decreased in reputation except for passive, which stayed the same.  
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Figure 27.  HPK reputation, long list of adjectives, comparison 2015 and 2019. 
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5.5 Strategic intent and objectives 

As stated many times in the literature review, communication strategy must be the ex-

plaining tool of the whole business strategy. HPK Liiga Ltd. presented its new business 

strategy in the fall of 2018. The business strategy can be found as an appendix of this the-

sis in Finnish and it is translated below.  

 

HPK Liiga Ltd. strategy (translated to English) 

 

Mission – to create high-quality ice hockey experiences in Tavastia proper. 

Vision – to be among the most respected and successful Elite League teams every year. 

 

Values – Communal, Committed, Responsible, Bold 

 

Success factors 
Staff – responsible employer who enables development and success of its skilled work-

ers. 

Partners – by development and bold modernization HPK stays as interesting partner. 

HPK-commune – most attracting commune in Tavastia proper, who surprises with joy 

and actions that create pride. 

Sport – professionally led, success-oriented and effectively and innovatively resources 

utilizing. 

Finance – solvent company and profitable business. Business versatility to create more 

solvency.  

Good Corporate Citizen – respected commune by the people of Tavastia proper and 

most famous brand in the county. 

 

After analysing HPK reputation and clarifying the business strategy of HPK, a strategic 

goal setting is in order. The table below presents the goals and objectives for HPK com-

munications for the 90th anniversary season 2019-2020. 

 

Table 6. HPK Liiga Ltd. 90th anniversary season strategic goals and communicational ob-

jectives.  

Strategic Goal Communicational objective 
Creation of high-quality ice hockey experi-

ences 

- raise awareness of each match 
- raise awareness of special themes 

of matches 
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- introducing new themes and 
strengthening of old ones 

- use of ticket-partner selling paths 
on social media 

- attract new customers that have 
not yet experienced hockey game 
in Ritari-arena 

- gathering feedback on events 
- gathering constant feedback on 

communication 
Strengthening of brand associations - telling stories of goodwill cam-

paigns and CSR programmes 
- presenting partner stories on home 

pages 
- taking part of nationwide CSR 

campaigns  
- gathering feedback on CSR pro-

gramme conspicuousness 
- study of HPK sponsors identifica-

tion 
- creation of different kind of angles 

for player interviews 
- 90th anniversary season celebra-

tions with history themes 
Creation of respect and loyalty - target audience communication 

such as partner messages, season 
ticket holder messages, share-
holder messages etc.  

- pre-announcements and pre-sales 
to specific groups that matter on 
each case 

- gathering feedback on importance 
of pre-possibilities for groups 

Bold actions – bold communication - development of graphic design and 
editing capabilities, staff education 

- finding a new photographer for 
matches 

- full utilization of Telia videos 
- presentation of new HPK App and 

exclusive material for App users 
 

To reach these strategic goals HPK Liiga Ltd. chooses the symbolic orientation of themed 

messages. Because the sports brands often enjoy the affinity advantage, symbolic associ-

ation and emotional message styles should be used in HPK communication.  

 

As strategic goals are mostly based on mission and values, HPK should try to develop the 

company image towards desired image and reputation that are presented in HPK values. 

Bold actions and thus bold communication on the other hand rely on emotional message 

style that portrays images and tries to get stakeholder more involved. Emotions from 
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home games and other events are easily portrayed by pictures that present a success fac-

tor for HPK Liiga Ltd.  

 

With the communicational objectives HPK Liiga Ltd. can reach the strategic goals. Alt-

hough there are rather many objectives listed in the table 6, HPK has already taken some 

actions listed. With strengthening of actions and deepening of expertise HPK should be 

able to make the changes needed in communication.  

 

5.6 Crisis communication 

The previous crisis communication plan of HPK was created in 2008. Many things have 

changed since then. For example, the rise of social media and development of internet 

has made news dissemination a lot faster and the channels reach more people.  

 

HPK Liiga Ltd. crises can deal with unsuccessful season or bad behaviour of its repre-

sentative or staff member. As stated in the literature review, fast actions are in place to 

cover the lost ground. This can deal with sponsors withdrawing or ticket buyers disappear-

ing.  

 

Unsuccess crisis plan 
 

In case of unsuccessful season, HPK organizes a press conference where it invites the 

most important press representatives. The facts are stated and unsuccess acknowledged 

publicly. The presentation of new views should take place, if there is a possibility for that. 

The conference is recorded and published afterwards or played live on online media. Also, 

press release stating the facts is sent to press and published on home pages.  

 

The statements for press are made by the CEO and the sport manager. Also, the head 

coach is often interviewed on sport success. HPK president is available for interviews.  

 

While the regular season lasts for six months, it is possible that HPK needs to answer the 

questions on unsuccess during the season. If there is a chance to recover from the unsuc-

cess, the HPK representatives should try to build trust on recovery. Also, mistakes made 

should be acknowledged if possible. These decisions on comments deal with team har-

mony, staff hiring and overall image of HPK. 
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Bad behaviour crisis plan 
 

HPK players and key representatives are public figures in Finland. Their actions online 

and off-line are monitored by the public and media. In case of bad behaviour, the news 

spread fast.  

 

If a staff member realizes their own behaviour, they should immediately contact their su-

pervisor. The supervisor contacts either the CEO or the sport manager who then distribute 

the information to communication practitioner if they consider it to be useful.  

 

If the behaviour is presented to supervisor or communication practitioner by other people, 

they seek for immediate meeting with the CEO or the sport manager who then make deci-

sions on how to continue. The staff member in question is called to revise and explain the 

behaviour.  

 

In case of a public matter, the staff member apologises and claims responsibility for their 

actions publicly. HPK Liiga Ltd. issues a statement on behaviour in the right manner. Ei-

ther a press release or a press conference is organized after considering the gravity of the 

behaviour. All statements are disseminated on HPK channels also.  

 

Immediate actions are needed because of the fast dissemination of news. To ensure right 

facts, HPK Liiga Ltd. must take a stand within mere minutes or hours. The statements are 

made by the CEO, the sport manager or the head coach, depending on the setting where 

the behaviour has taken place.  

 

5.7 Corporate social responsibility revision 

HPK Liiga Ltd. takes part in numerous corporate social responsibility programmes. Those 

include programmes designed by others and HPK’s own programmes. Some of the pro-

grammes are continuous and take place yearly and some are single programmes.  

 

HPK does not communicate its corporate social responsibility programmes very well. 

Some of the programmes HPK organises are not communicated at all. When communica-

tion of the corporate social responsibility programmes fails, there is no possibility to reach 

goodwill or business objectives.  
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On table 7 the author presents two social responsibility programmes. These two differ 

greatly as one of them is communicated and the other is not. In both cases, in addition of 

doing good deed, HPK seeks for better image and either new customers or more sales. 

As it is stated in the table, programmes are similar but differ in the communication section 

and thus, effect in great feedback or in no feedback at all. Business objectives are also 

fully met only in the veterans’ case. This results from the level of communication.  

 

Table 7. HPK corporate social responsibility programmes for veterans and 7th grade stu-

dents.  

Veterans – raising money for veterans’ 
well-being locally 

7th grade students – emphasizing good 
lifestyle choices  

Scan and monitor: 
Veterans’ wellbeing has been highlighted 

because of Finland 100 years celebrations 

and crises in the healthcare centres 

Scan and monitor: 
Children gaining weight, not exercising 

and not sleeping enough especially at their 

teens 

Formative research: 
- Strategy: good corporate citizen 

- Better image in the eyes of sponsors, 

customers, city, municipality, state and 

non-customers 

- Business objectives: sell more tickets to 

a special veterans’ game and advance 

future negotiations with sponsors 

Formative research: 
- Strategy: good corporate citizen 

- Better image in the eyes of sponsors, 

customers, city, municipality, state and 

(local) non-customers 

- Business objectives: new touchpoint for  

non-customers, both children and parents, 

bringing children to trial-phase with free 

ticket and renewal or increasement of 

Hämeenlinna City sponsor agreement 

Creating CSR initiative: 
- In cooperation with the Finnish Defence 

Forces HPK designs a one period special 

game jersey  

- Jerseys are auctioned after game to 

raise funds for local veterans’ wellbeing 

Creating CSR initiative: 
- In cooperation with the city of Hämeen-

linna HPK plans a tour of all schools with 

the nutrition-exercise-rest -theme 

- 7th grade students are selected as audi-

ence (13-14 years old) 

Communicating CSR initiative: 
- across all channels “HPK for veterans” 

- own, earned and paid media 

Communicating CSR initiative: 
- communication only internally in HPK 

and internally in schools 

Evaluation and feedback: Evaluation and feedback: 
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- HPK received massive positive feedback 

on the initiative and after the game and 

auction 

- Many sponsors were delighted to see 

HPK involvement  

- Agreement to repeat with the Finnish De-

fence Forces 

- HPK receives the only feedback from the 

city in the form of renewal of the sponsor 

agreement 

- Trial entries to arena are not recorded 

and thus HPK does not know if students 

attended the game 

 

HPK Liiga Ltd. takes part in numerous corporate social responsibility campaigns yearly. 

Below is a list of campaigns differentiated by the communication actions. 

 

Well communicated campaigns that resulted in good feedback and reach of business ob-

jectives during season 2018-2019 were 

- Veterans’ benefit game and jersey auction 
- Children’s cancer fundraising game 
- Recycling themed KIERTO-game 
- Tenhun Peli – game and fundraising for severely injured junior player 

 

Campaigns that were not communicated well and resulted in no feedback nor meeting of 

the business objectives during season 2018-2019 were 

- School tour with nutrition-exercise-rest -theme 
- Icehearts -partnership (social work tool with children that need support) 
- Ronald McDonald -event participation 
- School visits 
- Children’s summer camp visits 
- The common responsibility campaign 
- Carpool challenge 
- Christmas tree -fundraising (Christmas presents for children of low-income fami-

lies) 
 

Although a corporation must be careful with communication of the corporate social re-

sponsibility programme, HPK should present its involvement on campaigns. While some 

business and image improvement could result, the focus in communication should be on 

the matter that the campaign is created for. As HPK thrives to be a good corporate citizen, 

participating and disseminating information on social matters is beneficial for this strategic 

goal.  
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6 Discussion 

HPK Liiga Ltd. operates in sport entertainment business, precisely in hockey entertain-

ment business. Communication is one of the most important fields of operations in sport 

entertainment as it is very much dependent on people participation and relationship. As 

there has not been a written communications strategy, the need for this study was essen-

tial for future communications.  

 

Along the study the theoretical background was presented in the literature review and it 

provided the ground for the research. The research was made by quantitative and qualita-

tive methods that gave a precise overview on stakeholders and their perceptions on HPK 

communications and reputation. Also, with the qualitative methods HPK received a crisis 

plan and overall evaluation of the current state of communications. All results were dis-

played in the previous main chapter. The key findings of the study were analysed and 

transformed into HPK Liiga Ltd. communication strategy that is found as an appendix to 

this study.  

 

Overall, HPK’s current state of communication is filled with weaknesses. However, the op-

portunities that it has for the 90th anniversary season play a large role in the future suc-

cess of communications. If the opportunities are utilized, the communications have good 

chances to overcome almost all weaknesses.  

 

The stakeholder analysis of HPK Liiga Ltd. is important. As many stakeholders belong to 

several stakeholder groups, communicators must bear in mind the consistency throughout 

all channels. Also, targeted communication must be taken into agenda as some groups 

prefer some channels over others.  

 

Channel choices are different for stakeholder groups. While Facebook plays a big role in 

the messaging to stakeholders, they prefer to get the information on HPK home page 

online. Emphasis on meaningful and rightly timed content must take place on HPK web 

pages. Covering all social media platforms is certainly not enough for the stakeholders.  

 

HPK reputation has developed over time to rather good. However, HPK is still seen as 

old-fashioned. New and bold actions must take place also in communications to better the 

image. Partners were the least pleased with HPK reputation. The values that HPK pre-

sents as characteristics were not authenticated by partners. They did not see HPK as 
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modern, bold and quality as others did. This is a bad sign as one of the main sources of 

revenue is the partner contracts.  

 

A long list of communicational objectives was set in the quantitative study part to find out 

the overall reputation of HPK in the eyes of different stakeholder groups. Relying on the 

new business strategy, HPK set strategic intent and communicational objectives for 90th 

anniversary season. As the season is filled with different themes, it is essential to have 

objectives that are specific, measurable, achievable, realistic and timed right, followed by 

repeated research of this study. 

 

Corporate social responsibility revision provided the information that the CSR pro-

grammes are not communicated effectively in HPK. The comparison of two major corpo-

rate social responsibility campaigns showed that communication is the key to help HPK 

reach the business objectives and bettered image. During the anniversary season HPK 

has plenty of corporate social responsibility campaigns and it should communicate them 

more openly. Thus, HPK can meet the objectives set for those campaigns.  

 

Crises are devastating and public in the entertainment business. As HPK has employees 

that are considered as nationwide stars and celebrities, it is essential to have a crisis plan 

that sets out the responsibilities and actions that are needed if a crisis takes place.  

 

Overall, the analysis that was made with this study for HPK communication was important. 

It portrayed many factors that need to be considered when entering to new season. More 

precise plans can be drawn now that there is a communication strategy. And also, it is 

possible to succeed in communication as there is a business strategy to rely on.  

 

6.1 Quality of the research 

Altogether 589 responses were collected via Webropol survey. The largest respondent 

group was single ticket buyers (51%) followed by season ticket holders (27%). HPK Fan 

association members and shareholders were represented with 5% shares each. Partners 

were represented with 2% of the respondents. These were the five customer groups that 

were large enough to be taken into consideration in this study.  

 

When it comes to sampling and generalization, it is clear, that single ticket buyers and 

season ticket holders were presented well in the research. Fan association members, 
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shareholder and partners were presented with so small percentages that additional study 

in recommended for those stakeholder groups.  

 

Hockey seasons are never alike. The affinity advantage that sport entities have over nor-

mal businesses, changes views in researches also. Performance of the team shapes the 

respondents’ views on matters. The 2019 research was conducted when the team was 

entering playoffs and thus respondents are likely to be happy on performance. This may 

affect positively to the responses. Secondary data that was used in reputation research 

was collected four years ago, when the team did not make it to the playoffs. All character-

istics were less positive in the 2015 survey.  

 

Reliability provides the proof that the same research and its results could be repeated by 

another researcher. (Saunders et al. 2012, 192.) 

Reliability is good on this research. Although some deviation is demonstrated in for exam-

ple the reputation long list, the big picture stays the same for HPK reputation. This com-

parison of primary and secondary data prove that reliability is good.  

 

When it comes to research ethics, the author sees that the ethical principles were fol-

lowed. The researcher can reach good quality of research by acting openly and truthfully 

and by promoting accuracy. The research participants should be treated with trust and re-

spect and with promise of privacy. (Sauders et al. 2012, 231.) All of these guidelines were 

followed during the research.  

6.2 Reflections on learning 

This research gave the author deeper understanding on corporate communication. It 

opened eyes for some weaknesses that HPK communication faces. Also, the study on 

stakeholders and their primary and secondary groups helped the whole organization to 

understand the stakeholder perceptions and actions on HPK Liiga Ltd.  

 

This research also underlined the importance of meaningful research in HPK. As the au-

thor is marketing and communication manager and responsible of market researches in 

HPK, this was a needed push to the right direction. Many more research topics have al-

ready been listed and the work on research shall continue.  
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