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1 INTRODUCTION 

1.1 Motives for the research 

The starting point of this study took place in the Lahti Ski games at Salpausselkä 11 to 

13 March 2011. At the Lahti Ski games teachers and students of JAMK University of 

Applied Sciences (Business Administration) and Haaga-Helia University of Applied 

Sciences (Sport and Leisure Management) conducted a survey and tested a new 

enquiry method, which included wireless data transferring and touch screen devices 

(Ipads). This survey was part of JAMK Business Administration students’ project 

studies and offered a lot of experience for the researchers and practical knowledge 

about operating Ipads and the wireless technology. With this experience the 

research group was able to improve the method and practical data collection. 

During the Neste Oil Rally Finland 2011, two surveys were conducted with a team of 

over 20 people. The first survey concentrated on spectators and the other one on 

rally team members. The data was gathered in Jyväskylä Service Park area at Pavilion 

of Jyväskylä and at the harbor of Lahti and at a special stage of Jokimaa in Lahti. To 

have an access to the Service Park area in Jyväskylä the spectators had to purchase a 

rally ticket. The survey consisted of a one-page electronic questionnaire that could 

be scrolled through on an iPad touch screen. All these surveys together resulted in a 

database of 218 interviews, and at the moment, three bachelor´s theses are in the 

making. The purpose of the whole project was to study customer satisfaction in 

general and the level of willingness to recommend the event in particular. 
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1.2 Purpose of the thesis 

The Neste Oil Rally is known to be of high quality as an international motorsport 

event. Customer satisfaction surveys are required in order to maintain the excellent 

level of quality especially in Finland where rally competitions have a long and 

traditional history.  

In particular, the purpose of the thesis is: 

1. to study how people evaluate certain elements of the event  

2. how willing would they be to recommend their experience to others 

3. which services or experiences during the event might explain spectators´ 

willingness to recommend the event 

4. could the different levels of willingness to recommend be transferred to 

customer typology  

The research was executed by using quantitative research method and the results of 

study will be analyzed with statistical methods. The aim of the study is to present and 

analyze a valid sample, but direct generalizations should not be made according to 

this sample. The main use of the collected data is meant for the Neste Oil Rally 

organizer AKK Motersport Ltd. but also all other rally event organizers as well.  

The goal of the research is to evaluate the quality of the event and to clarify the main 

reasons which will have an effect when a customer is willing to recommend the 

Neste Oil Rally event. Another goal is to explain what the customer emphasizes 

according to the quality of the event with a help of willingness to recommend. The 

clientele of the event is mapped by way of creating a profile for each customer 

group. 

The purpose of all the goals mentioned above is to find an answer to the research 

problem: 
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1. What is the satisfaction level of the rally spectators with the services offered 

during the rally event? 

2. What is the level of the spectators´ willingness to recommend the event?  

3. How well a quality of different services explains the willingness to 

recommend?  

The hypotheses for the thesis are: 

1. Satisfied customers are more willing to recommend the event to their friends 

2. Dissatisfied customers are more willing to share their dissatisfaction with the 

event with their friends 

3. The gender and previous experience of rally event will have an impact on 

his/her willingness to recommend the event.  

  

1.3 Constructs 

This chapter summarizes the key concepts and constructs that are used in the study. 

Advocacy:   

Satisfied customers are more likely to ‘promote’ the company because 
satisfaction is something people talk about. – Of course dissatisfied 
customers are likely to tell more people about their dissatisfaction than 
satisfied customers tell about why they are satisfied. (Szwarc 2005, 12) 

With the concept of advocacy we, the authors refer to customer´s role as a 

messenger in his/her social network regarding the purchases and experiences this 

advocate has purchased and/or experienced. A more detailed description of this 

concept is given in chapter 2.2 Typology.  

Customer typology: The concept of typology strives to describe different customer 

types. In this study customer typology is based on the theories of Mullen Marketing 

Ecosystem and brand loyalty. A more detailed description of all elements of typology 

is given in chapter 2.2 Typology.  
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First-timer: A rally spectator who has not participated to Neste Oil Rally Finland 

before. 

Neste Oil Rally Finland: Annual WRC competition held in Jyväskylä Finland and 

organized by AKK Sports Ltd. 

Level of recommendation: The concept of level of recommendation measures the 

volume of the willingness of a spectator to recommend an event.  

Rally spectator: A person who has purchased a ticket to the Service park area in the 

Neste Oil Rally Finland 2011. 

Rally-fan: A rally spectator who has participated in Neste Oil Rally Finland more than 

once. 

Service Park: A restricted area which included the service area of rally teams and 

additional services and activities of the Neste Oil Rally Finland 2011. Entrance to the 

area was subject to a charge. 

Theoretical framework of the study:  A combination of Aaker´s brand loyalty model 

and Mullen´s Marketing Ecosystem theory which is applied in the data analysis.   

WRC: World Rally Championship. 

 

1.4 Neste Oil Rally Finland 

Neste Oil Rally Finland dates back to the 1951 when the constitutive meeting of 

Jyväskylä’s Grandprix took place at Casino of Hanko. Hangon Ajot was a showcase 

and a kind of trial competition for the drivers to get in the Monte Carlo Rally. In the 

1950s there were more rally teams in Finland, qualifying for the participating in the 

Monte Carlo Rally, than the participation restrictions allowed. Consequently, the 

visitors to Monte Carlo Rally agreed that Finland needs its own rally such as its 

paragon was. (Ralli kansainvälisen mallin mukaan 2011) 
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The first official rally was organized by the Central-Finland Division of the Autoklubi. 

The rally was first called ‘Rally of the Thousands Lakes’ but the name was soon 

changed to ‘Jyväskylä Grandprix’. The length of the rally was 1666 km and it included 

two special stages. In the 1959 the rally gained its European Championship title 

followed by the WC title in 1973. (Ralli kansainvälisen mallin mukaan 2011) 

Between the decades 1960 and 1970 the timekeeping model at the rally was 

changed. The organizer started to use data processing equipment. The same model is 

still used. In the same decade, advertising started to come along. The organizer had 

sponsors such as cigarette companies and also the rally cars got their own 

advertisements. One of the major characteristics for 1960s Finnish rally competition 

was that the race always started with a quick stage which was driven at downtown of 

city of Jyväskylä. The number of special stages increased, and the rally competition 

started to take the current shape as a competition model. The fastest driver of the 

quick stages was the winner. The only difference from what the rally is like today was 

that the method of calculating the points. That was the reason why the overall 

situation of the competition was harder than now. (Mäki 2010, 11) 

1.4.1 New Era 

The first time ‘Neste’ occurs in the title of the rally was in 1994 after sponsor ‘Neste 

Oil’ company. Since AKK Sports Ltd. started to organize the event in the 1997, the 

rally got completely new terms of reference and changed its title to ‘Neste Rally’. 

(Suurajojen aikakausi 2011) 

AKK Sports mission was to make people realize that there has happened a 

fundamental change in the concept of rally. Therefore, AKK wanted to come up with 

a new distinguishable product that was known worldwide. The most significant 

changes took place in the field of safety and the marketing of the event. The Neste 

Rally won ‘Award of Excellence’ price, due to safety arrangement, which was voted 

by registered factory teams in World Rally Championship (WRC) in the 1997. After 

two years the same price was won but now in the field of marketing. The Neste Rally 

was also chosen for the best WRC event in the 1999, 2002, 2003 and 2004. The 
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arguments for winning the best WRC event title in the years 2003 and 2004 was 

exemplary way to combine sports and commercialism. After the year 2005 the price 

for the best WRC event was no longer voted. In the 2006 The Neste Rally got its 

international and the current title ‘Neste Oil Rally Finland’. (Uuteen aikaan 2011) 

1.4.2 AKK Sporst Oy 

AKK Sports Ltd. is a marketing company owned by registered association AKK 

Motorsport in whole. The company was founded in 1993 according to the strategy 

formulated by the owner. The business-idea of the company is to regenerate and 

implement top motor sport events. Otherwise, the object of the company is to 

transfer it´s professional knowing to the member clubs of the association throughout 

collective projects. One of the significant sections of the company is to execute 

nationwide marketing communication of the projects. The biggest project of the AKK 

Sports Ltd. is to organize WRC-rally tie called Neste Oil Rally. (AKK Sports Oy 2011) 

1.4.3 Basic information about rallying 

Rally has reached a steady footprint inside the hearts of the Finns already from the 

1960´s. Then were also created a concept called “Flying Finns” and since then it has 

been continuously remained as an identical for the present day. There are several 

levels and classes in which one can take part in. Different level of races are driven as 

during the winter as summer in all over the Finland. Because the classes and cars 

vary so much between the races it is easily possible get into the rallying with 

dissimilar levels and expenses, nevertheless depending on goals of the enthusiasts. 

(Ralliautoilu 2011) 

Participation requirements are identical for the driver and the note instructor in the 

rally competition. Basic requirements are valid driver license and accomplished basic 

rally degree. In rally competition the car should be classed either nationwide or 

internationally for certain group and class. After classification, it is possible to take 

part in to a rally competition where there exists a class for the car. (Ralliautoilu 2011) 
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1.4.4 Series 

There are various levels of competitions for rally in Finland. Domestic top 

competition is FC (Finnish championships) for rally. The competition is driven in two 

classes, four-wheel drive and two-wheel drive. In addition, in connection for FC-rally 

there is competition in cup-form in four dissimilar classes. Consequently, there will 

be a possibility to drive for marks in almost every class in advance.  Aside from FC 

and Cup competitions there are own competitions for the youth, where one can 

pursue a Finnish Championship title for juniors. There are three different classes for 

juniors and beside there is organized own FC Rally for women too. (Ralliautoilu 2011) 

The biggest amount of enthusiastic for rally are driven by the nationwide classed F-

grouped cars and for the older Historic-cars allocated Historic Rally Trophy, where 

drivers compete for different trophies with several distinct stage of life cars. The 

competition driven by these series are so called ‘black races’ where drivers do not 

have possibility to make the acquaintance of the route. Otherwise these 

competitions are in spectator’s good graces. (Ralliautoilu 2011) 

1.4.5 Gravel road Grand Prix 

The biggest event organized in Finland is the annual World Championship rally called 

Neste Oil Rally. Neste Oil Rally is rounding up a breathtaking amount of rally fans 

throughout the world to follow how the top drivers get through in the gravel roads of 

Central Finland. International appreciation for the competition is huge since Neste 

Oil Rally is granted for five years to the World Championship calendar. (Ralliautoilu 

2011)  
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2 THEORETICAL FRAMEWORK 

The theoretical framework of this study includes two major concepts – the customer 

satisfaction, and customer typology. First chapter introduces the ACSI (American 

Customer Satisfaction Index) from which customer complaint is excluded because 

the nature of the study. The research doesn´t cover any customer complaints.   The 

included elements are customer expectations, perceived overall quality, perceived 

value, customer satisfaction and customer loyalty. The second chapter of theoretical 

framework introduces Aaker’s levels of brand loyalty model, customer advocacy and 

Mullen’s Marketing Ecosystem. Combining these two major concepts this study will 

get the theoretical framework of the study (hourglass shaped figure in the middle) 

which is applied to analyze the research data. Theoretical framework is presented in 

figure 1. 

 

FIGURE 1. Theoretical framework  
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2.1 Customer satisfaction 

The following chapter represents elements of customer satisfaction. According to 

ACSI, the elements of customer satisfaction are customer expectations, perceived 

overall quality, perceived value, customer satisfaction and customer loyalty. 

Customer satisfaction can be explained with a simple figure, where each point 

represents an unequal stage of a customer satisfaction model.  

 

 

FIGURE 2. ACSI American Customer Satisfaction Index Model (see original figure 

Henning, 2009) 
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2.1.1 Expectations 

Expectations of a customer formulate in various ways. Prior experiences, current 

circumstances and received information about the service or product shape our 

expectations towards service and product quality. Expectation can be varying from 

wishes to hopes. Expectations are unique for all of us. This is why satisfaction 

depends not only on the quality of the product or service but also what the customer 

expects from it. (Güngör 2007, 13) 

Expectations are part of assumption process linked to preconsumption which will 

happen during the consumption of a product. Consumer expectations have two 

sections: 

1) The chance that something will happen and 

2) an assessment of that potential phenomenon 

Expectations also can have a straight effect on satisfaction regardless of the role in 

the unconfirmed process. This can happen when consumer has only a touch of 

involvement. Under these circumstances, effort is put into either expectation or 

assessment performance, and satisfaction formation is mainly impacted by consumer 

expectations alone. To say, with a little involvement, high expectations will be 

connected straight with increased satisfaction and low expectations will be 

connected straight with increased dissatisfaction. (Babin & Harris 2011, 253-254) 

Same kind of result can be found with absolutely high involvement. Under these 

circumstances, consumers may adjust their reactions automatically. This kind of 

behavior is way of protecting themselves from the perception that they may have 

made a poor selection. Consequently, with a very low or very high involvement, 

expectations can impact satisfaction frankly. (Babin & Harris 2011, 253-254) 
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Types of expectations 

There are different types of expectations in a consumption situation brought by 

consumers: 

 Predictive expectations. Expectations that form about what a consumer thinks 

will actually occur during an experience. 

 Normative expectations. Expectations of what a consumer thinks should 

happen given past experiences with a product or service. 

 Ideal expectations. Expectations about what a consumer really wants to 

happen during an experience if everything were ideal.  

 Equitable expectations. Expectations that a consumer forms regarding what 

he or she thinks should happen given the level of work that he or she has put 

into the experience. (Babin & Harris 2011, 253-254) 

Source of expectations 

Consumers form expectations based on distinct sources. These sources can be word-

of-mouth, consumer experience, advertisement and promotions. In some situations, 

people just have different expectations towards the products and services than 

others. Hereby, personal elements distinct impact to the expectations that people 

have about the product or service. Word-of-mouth communication is a significant 

source of information. For example, if close friend of yours will tell you that a certain 

event is really amazing, then you will likely expect it to be that amazing. A personal 

experience is also a significant factor as creating expectations. If an event has been 

stunningly brilliant and you have felt it to be emotional, then you would expect the 

same kind of feeling during the next visit at the same event. Distinct promises such as 

advertisement and promotions construct consumer expectations. If an event should 

start at certain time, you expect that the event will start as planned. (Babin & Harris 

2011, 254) 

 



16 

 

 

2.1.2 Perceived overall quality 

According to Aaker (Aaker 1991, 85), perceived quality can be determined as the 

customer´s perception of the overall quality or supremacy of a service or product to 

its destined purpose, proportional to alternatives. In shortly, perceived quality is an 

observation by customer and therefore Aaker (1991, 85) has summarized the main 

concepts which differ from perceived quality:  

 Actual or objective quality – the extent to which the product or service delivers 

superior service 

 Product-based quality – the nature and quantity of ingredients, features, or 

services included 

 Manufacturing quality – conformance to specification, the “zero defect” goal 

Because perceived quality is a perception and the involvement of judgments about 

what is major to customers, perceived quality is objectively hard to explain. Basically, 

perceived quality is quantified proportional to a prospective purpose and a set of 

options. (Aaker 1991, 85) 

Perceived quality also differs from two major contexts, such as satisfaction and 

attitude. If a customer has low expectations about the performance level, he or she 

can still be satisfied. Alternatively, great level of perceived quality is not unitary with 

low expectations. The difference between attitude and perceived quality is clear 

since a positive attitude could be created because of the price level of the bad quality 

product. Vice versa, a high-quality product which is overpriced could create an 

unfavorable attitude.  

Perceived quality is an immaterial, general emotional state of the brand and 

normally it is based on underlying dimensions which include features of the 

products. A brand is attached to these features such as performance and reliability. 

By identifying and appraising the underlying dimensions it is easier to understand 

perceived quality. Nevertheless, the perceived quality is a universal concept. (Aaker 

1991, 86) In many cases, perceived quality of a brand creates a crucial reason to 
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make the purchase by resulting which brands are under consideration and which 

brand will be selected. (Aaker 1991, 87) 

2.1.3 Perceived value 

The buyer makes the decision of buying something between different products or 

services based on which he/she perceives to redeem the most value. (Kotler & Keller 

2009, 53-54) 

Perceived value is the difference between possible customer´s appraisal of all the 

perks and all the costs of a product or a service and the perceived options. Kotler & 

Keller explains the total customer benefits and costs as follows:  

Total customer benefit is the perceived monetary value of the bundle of 
economic, functional, and psychological benefits customers expect from 
a given market offering because of the products, services, personnel, 
and image involved. Total customer cost is the perceived bundle of costs 
customers expect to incur in evaluating, obtaining, using, and disposing 
of the given market offering, including monetary, time, energy, and 
psychological costs. (Kotler & Keller 2009, 161) 

Basically, perceived value is based on the difference what the customer gets and 

what he or she gives. Benefits are things what the customer gets and costs are 

customer’s assumptions. As a marketer point of view, increasing the value of a 

product or a service will have an impact on customer´s choice. There are two ways 

for increasing the value of a product or a service. It can be done by raising 

economical, functional, or emotional benefits or reducing costs. (Kotler & Keller 

2009, 161) 
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Perceived value is a profitable framework that can be used in a multiple 

circumstances. Here are its consequences: 

First, the seller must assess the total customer benefit and total customer 
costs associated with each competitor´s offer in order to know how his or her 
offer rates in the buyer´s mind. Second, the seller who is at a customer-
perceived-value disadvantage has two alternatives: to increase total customer 
benefit or to decrease total customer cost. The former calls for strengthening 
or augmenting the economical, functional, and psychological benefits of the 
offering´s product, services, personnel, and image. The latter calls for reducing 
the buyer´s costs by reducing the price or cost of ownership and maintenance, 
simplifying the ordering and delivery process, or absorbing some buyer risk by 
offering a  warranty. (Kotler & Keller 2009, 163)  

2.1.4 Satisfaction 

Customer satisfaction means that when the requirements and the expectations of 

the customers are met or even better surpassed with the product or the service, the 

customer is usually satisfied. For a company it is essential that a customer is satisfied 

with a product or a service in order to do business with her/him. Dissatisfied 

customer will stop doing business with you. The high quality products or services are 

not important if they don’t work to make the customer satisfied. The customers’ 

loyalty relationship with the brand impacts on how they interpret the satisfaction or 

dissatisfaction created by the product. Customers form their expectations by hearing 

friends, associates, marketers, competitors, information and promises. For example 

marketers have to be cautious that they won’t set expectations too high or the 

customers’ expectations won’t fulfill. On the other hand, setting expectations too 

low it won’t attract enough buyers. (Gerson 1993, 5; Kotler & Keller 2009, 164-165) 

Customer satisfaction is a gentle positive feeling, which is a consequence of a 

successful purchasing experience. Other characteristics for customer satisfaction are:  

 

 Consumer satisfaction is a postconsumption phenomenon because it is a 

reaction to an outcome. 
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 Like other emotions, satisfaction results from a cognitive appraisal. Some 

refer to this appraisal as the satisfaction judgment. 

 Satisfaction is a relatively mild emotion that doesn´t create a strong 

behavioral reaction. (Babin & Harris 2011, 252) 

Other significant characteristics are expectation value, quality and attitude. After all, 

these characteristics are more than factors which effect on preconsumption level. 

(Babin & Harris 2011, 252) 

Satisfied customers are vital for the companies because they usually purchase more 

and more often. The more customers spend money on your products the more it will 

generate profits. Even better, the customers may act as an advocate and market your 

company to their family and friends. (Gerson 1993, 5) 

2.1.5 Consumer loyalty 

“The only value your company will ever create is the value that comes from the 

customers – the ones you have now and the ones you will have in the future” (Kotler 

& Keller 2009, 160) 

For all companies, strong and long-lived relationships with customers are vital for 

marketing success. According to Szwarc (2005, 10) studies show that acquiring new 

customers costs more than keeping existing ones.  Also support and service costs of 

new customers are usually higher. That is why keeping them and increasing their 

business is essential. Loyal customers are more profitable because they are more 

likely to buy additional products, often without shopping around for the best price. 

Of course dissatisfied customers are a real cost to a company, because they criticize 

the company to others – and research has shown that dissatisfied customers are 

likely to tell more people about their dissatisfaction than satisfied customers tell 

about why they are satisfied. Loyal customers are more likely to spend more and 

more often. (Szwarc 2005, 11-12) 

In order to create strong bonds with customers companies needs to take in 

consideration several things. First of all, it is essential to create superior products, 
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service and experiences for the market. It is also important to interact with 

customers by listening them to capture their stated and unstated needs or 

requirements. This is possible by making it easy for customers to express their needs, 

perceptions and complaints. Other view of point is to add financial benefits and 

social benefits for the customers in order to increase customer loyalty. (Kotler & 

Keller 2009, 178-179)  

 

2.2 Typology 

The purpose of this chapter is to explain consumer behavior with the help of 

customer advocacy and brand loyalty. Mullen’s Marketing Ecosystem and Aaker’s 

Brand Loyalty model offers the fundamental theory for this study to examine 

customers willing to recommend the event.   

2.2.1 Brand loyalty 

The brand loyalty is a crucial factor in order to have a steady customer base. It is 

often the core of a brand’s equity. It measures how strongly customers are attached 

to certain brand. Usually customers’ first purchases do not bring profits for the 

company but achieving repeat purchases changes the situation. Brand loyalty is 

tested when the brand is changing something in it for example price or some other 

feature in the product or service. Brand loyalty is strongly linked in future profits 

because high brand loyalty brings down the vulnerability of the customer base. 

(Adcock 2001, 214 & Aaker 1991, 39) 

The brand loyalty helps companies to predict sales and profit stream. Existing 

customers are more profitable than new ones since marketing costs are always 

higher in the process of acquiring new customers. Loyal customers also hinder the 

entering of new competing brands into market because changing the mind of a loyal 

customer is rather expensive and difficult. In some occasion, high brand loyalty can 

make a customer pay more for certain product or service even though competitors 
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offering are cheaper. The strong and positive brand impression left in minds of 

individuals and organizations by years of product experience and marketing is hard 

to overcome. That is why succeeded branding provides a competitive advantage for 

the firms. (Aaker 1996, 21-22; Kotler & Keller 2009, 277) 

2.2.2 Brand perception and Customer loyalty 

According to the American Marketing Association brand is defined as follows: “A 

name, term, sign, symbol, or design, or a combination of them, intended to identify 

the goods or services of one seller or group of sellers and to differentiate them from 

those of competitors.” Even brands do not usually have any physical existence they 

provide a powerful message of values and promises for consumers leading them to 

purchase or not to purchase. They will develop brand personalities in the minds of 

consumers by a number of messages. If the image of the brand is a positive it may 

become a major element in a development of a relationship between consumer and 

the supplier. Succeeded branding enables the products to stand out from the rest 

even the product would be identical with the rival ones. Brand can be considered as 

personality of the firm - even the body parts are mostly the same everyone differs 

from each other in their unique way. (Kotler & Keller 2009, 276) According to Adcock 

(2001, 208-209) Strength of the brand can be divided in to four different ways:  

 

 Brand awareness – how many potential customers ‘know’, or are familiar 

with the brand. 

 Brand beliefs – qualities attributed to a brand as perceived by potential 

customers, perhaps concerning the reliability or the efficacy of the brand. 

Such beliefs can be developed through effective promotion as much as 

through experience, use and knowledge. 

 Brand associations – this is anything that is directly or indirectly linked to the 

brand in the mind of the customer. For instance the type of people who are 

seen using an item could enhance its brand image. 
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 Brand loyalty – the critical issue is how many customers remain loyal to a 

brand, resisting incentives to change to a competitive offering. 

 

Brands also simplify tracing and handling of the product and service. It also offers 

legal protection for unique features or aspects of the product for the firm. Brands 

also signal certain level of quality which induces customers to choose the product or 

service again. (Adcock 2001, 208-209) 

2.2.3 Levels of Brand Loyalty 

According to Aaker (1991, 39-41) brand loyalty can be categorized in five different 

levels of which each represents different commitment to a brand. (See the FIGURE 3. 

below) The first level – the bottom level features customers who doesn’t show any 

brand loyalty what so ever. They follow the lowest price and are ready to switch 

brand in a blink of an eye. The second level includes customers who aren’t 

dissatisfied but neither fully satisfied with the product or service. These habitual 

buyers don’t see need for changing the brand. The Level three consists of consumers 

who are satisfied and afraid of the costs that brand switching may cause. That is why 

they can be considered rather loyal consumers. The fourth level features consumers 

who are very satisfied with the brand but they aren’t able to pin point the facts on 

the product or service that make them satisfied.  These consumers are satisfied with 

the brand in a subconscious level. The first and the final level are the committed 

customers. The brand means a lot for them and they are proud for being its 

customers. It can be important for them either functionally or as an expression of 

who they are. The customers of the top level are highly willing to recommend the 

brand for the others. 
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FIGURE 3. The Loyalty Pyramid (see original figure: Aaker 1991, 40) 

2.2.4 Customer Advocacy  

Satisfied customers are more likely to ‘promote’ the company because 
satisfaction is something people talk about. – Of course dissatisfied customers 
are likely to tell more people about their dissatisfaction than satisfied 
customers tell about why they are satisfied. (Szwarc 2005, 12) 

Customer advocacy is open, honest and complete information exchange between a 

company and a customer. When practicing customer advocacy, the main focus for 

company is to fulfill the customer’s interests and needs as good as possible. In some 

cases this might mean even promoting ‘rival’ products and services. Misleading is out 

of the question because customer will learn the truth anyway. Customer will notice if 

the company isn’t honest with its actions. In order to embrace customer advocacy 

the product or service has to be good if not the best. In this case, the company will 

concentrate on product design and quality and less in promotion and advertising. 

(Urban 2005, 157) 

Customer advocacy brings reciprocal benefits for a company and a customer – the 

company will advocate customer and the customer will reciprocate with trust, 

purchases and enduring loyalty. The company represents and fulfills customer’s 
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interests and needs. Respectively, the customer purchases products and services and 

helps the company to develop them better. However, the most important feature in 

customer advocacy is that the customer will promote the company, products and 

services to others. If the customer tells others about the positive relationship with 

the company its acquisition costs of new customer’s decreases and customer 

preference for products grows. Companies that advocate for customers have more 

opportunities to sell wider range of products to more people. This might increase the 

sales because customers and their friends choose the company’s products and 

services.  Customer advocacy is a major step forward in the developing relationship 

between a company and its customer. (Urban 2005, 157) 

The ideal situation for company is when they manage to create customer advocates, 

persons who are willing to recommend the company and its products and services to 

others.  The emphasis of customer advocacy is growing all the time. Customers are 

increasing trade of information and opinions with each other via fast digital media 

such as Internet. Especially in cases when dissatisfaction is experienced, people share 

their experiences about companies´ quality of service and products. Well informed 

customers also expect more from the companies. (Kotler & Keller 2009, 161, 176, 

178)  
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2.2.5 Mullen’s Marketing Ecosystem 

Mullen is an advertising company which has created a market ecosystem above that 

demonstrates how modern customer is exposed to a variety of media marketing 

trough media use. The purpose of the Mullen Market Ecosystem (FIGURE 4 below) is 

to help companies to choose the right media. The Mullen’s Market Ecosystem is 

chosen to help demonstrating the brand loyalty and the advocacy in this study.  

 

FIGURE 4. Mullen’s Marketing Ecosystem (modified Mullen Marketing Ecosystem - 

model) 

The core of Mullen’s marketing ecosystem map is presented on figure 5.  The 

Mullen’s Marketing ecosystem theory doesn’t explain the customer types. In manner 

of speaking the theory encourage the reader to create own personal interpretation. 

That is why the five customer types are resolved in this study as follows:  
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FIGURE 5. The typology of customers in Mullen’s Marketing Ecosystem 

1. Suspect - customer type who is not satisfied to the total value of the event. 

Conveys his/her opinion strongly at the event and after it in a negative way. 

Depending on customer´s own personal experience, suspect might be a new 

customer of the event persuaded by customer type influencer. Consequently, 

failed to meet expectations will lead to disappointment. 

2. Prospect - customer type who is not satisfied to the total value of the event 

and will not convey his/her opinion as strongly as suspect at the event and 

after it. 

3. Customer - customer type who is participating to the event but doesn´t have 

any remarkable opinion of the event and therefore will not share his/her 

thoughts at the event or after it 

4. Advocate - customer type who is usually an experienced customer at the 

event and is satisfied to the total value of the event. Conveys his/her opinion 

of the event but in a limited manner. 

5. Influencer - customer type who is mostly an experienced visitor of the event 

and is really satisfied to the total value of the event. Conveys his/her opinion 
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strongly at the event and after it in a positive way. Influencer creates a 

positive visualization to others. 

2.2.6 Theoretical framework of the study 

By merging Aaker’s Loyalty Pyramid with Mullen’s Marketing Ecosystem’s typology 

the study will get its terms for the advocacy for the Neste Oil Rally Finland 2011 

event customer satisfaction research. In figure 6 below the top and the bottom 

customers are considered as influencers who promote the event either in a positive 

or in a negative manner. These types of customers are not only ready but also willing 

to share their experience with others. The grey area customers in the middle are 

balancing between being positive or negative promoters. The closer the customer 

settles in the hourglass shaped figure center the less she/he is willing to share the 

experience with others.  

 

FIGURE 6. The theoretical framework of the study (modified Mullen Marketing 

Ecosystem and Aaker´s Loyalty Pyramid - model) 

 



28 

 

 

2.2.7 Customer Involvement 

Involvement is highly attached to motivation since when one is involved with 

something; one is motivated to use time and effort in consumption process. 

Consumer involvement embodies the abundance of individual sense a consumer 

finds in courting value from a given consumption action. For example, when a 

consumer is involved in specific event category, that category is very significant to 

the consumer. Consequently, when consumer is remarkably involved on something, 

there is a bigger chance that relatively notable value can be gained as long as things 

go as planned. (Babin & Harris 2011, 85-86) 

Emotional involvement 

Emotional involvement embodies occasion of how sentimental a consumer turn into 

over some certain consumption act. Emotional involvement is highly linked to 

enduring involvement since eventually the things that consumer like will create huge 

emotional involvement. Sports fans are a great example of consumers with high 

emotional involvement. Usually this is seen as a noisy and very sentimental behavior. 

(Babin & Harris 2011, 87-88) 
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3 EMPIRICAL RESEARCH 

The purpose of this chapter is to go through the execution of the study process. It 

will demonstrate the practical work that was done on the field, the methods that 

were used and introduce of the questionnaires. This chapter also evaluates the 

study’s reliability, validity and how suitable the collected data is for solving the 

research problem. The purpose of the study is to find out how people evaluate 

certain elements of the event and how willing would they are to recommend their 

experiences with other. Furthermore, the purpose is to study which services or 

experiences during the event might explain the willingness to recommend and could 

the different levels of willingness to recommend be transferred to customer 

typology. 

 

3.1 The execution of the study and the methods 

The method of this study was quantitative. The data was collected during the Neste 

Oil Rally Finland 2011 event in 28 to 30 July 2011 at the Service Park that was located 

around to Pavilion of Jyväskylä. The data acquisition team was 25 people in total. Per 

day, 10 to 15 researchers gathered data on an average 8 hours for 3 days. The 

research team had a headquarter in the premises of JAMK at Lutakko right next to 

Service Park. The study was conducted under the supervision of Sport Business 

School Finland.  

The data was gathered by using Apple’s Ipad2- tablets. The two electronic 

questionnaires were designed by using Webropol Online survey system – one in 

Finnish and another one in English (see the appendix 1). The only difference with 

these questionnaires was language and question number six. This question was 

about address in the Finnish questionnaire and the nationality in the English version. 

The interviewees answered questions about their perceptions of the services of 
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event. The questionnaires included 23 questions from which five were open-ended 

questions. All the questions were fit in on one page that could be scrolled through. 

The first questions explored respondent´s background like gender, age, education 

and professional status. The next section collected information for example about 

interviewee´s possible former participation to event, for how long they are going to 

stay, where they are going to stay overnight and where they have found information 

about the event. The interviewees were able to rate different services at the rally 

event with multiple choice and open questions. The multiple section was designed 

using Licert Scale from one to five with ‘cannot say’ as one option. 

This study examined the respondent’s willingness to recommend the experienced 

event in the Service Park. The questionnaire also included question: “Would you 

recommend this event to your friends?". Options for answering the question were on 

Licert scale from one to five, where one stood for absolutely not and five stood for 

absolutely yes –option. 

To ensure the success of the questionnaire same techniques and methods were used 

in Lahti Ski games at Salpausselkä 11 to 13 March 2011. During the survey the study 

group was able to make observations and findings re operating tablets and the 

system. The experience was analyzed and the improvements were made for the 

Neste Oil Rally Finland 2011 survey. The most significant yet simple finding was to 

make one-page questionnaire to speed up and increase the reliability of data 

transmitting. Lahti Ski games at Salpausselkä also gave practical experience for the 

researchers to execute this kind of survey at the very least. 

 

3.2 The reliability and validity of the study  

The purpose of this study is to produce as trustworthy information as possible. In this 

chapter the trustworthiness of the quantitative survey is valued by using terms of 
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reliability and validity. Reliability contains stability and consistency. Validity is divided 

to external and internal validity. (Kananen 2011, 118) 

Reliability 

The meaning of reliability is a consistency of research result.  Reliability doesn´t 

guarantee validity. The reliability of the indicator might produce the same results in 

repeated measurements even the indicator is wrong. Reliability includes two 

components: stability and consistency. “Stability means that the measure remains 

stable over time and consistency that it measures the same thing.” (Kananen 2011, 

126) Stability measures the indicators consistency in time.  By repeating 

measurements the stability can be increased. The exactly same study cannot be 

done, but the further study is possible to execute at the Neste Oil Rally 2012 event. A 

possible further study measures the stability of this thesis. 

The survey itself might have an effect on respondent’s behavior. People start to pay 

special attention to the issues embraced by the survey. (Kananen 2011, 126) For 

example, by asking questions about the atmosphere of the event the respondent 

might have been ´corrupted´ by the survey. Consequently, the respondent starts to 

over observe his/her experience which might differ from ´real experience´. 

Consistency means that the components of the indicator measure the same thing. In 

this study consistency is covered by measuring evaluation of event aspects and the 

willingness to recommend the event. (Kananen 2011, 125 – 126) 

Validity 

Validity is ensured by using correct research method, correct indicator and by 

measuring correct factors. Internal validity stands for the accurate cause and effect 

relationship.  In this study, the internal validity is examined by studying customer 

satisfaction of the event and willingness to recommend. External validity is probably 

the most important subclass of validity because it values the generalisability of the 

results that study has produced. Generalization requires that the findings are also 

accurate in other similar situations. In addition, research frame has to answer 

perfectly the group in which the generalization is targeted. In a quantitative study 
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only proportion of the population will be selected for a sample to represent the 

whole population. (Kananen 2010, 129)  This study cannot be generalized since there 

was no data about the whole number of spectators´ at the Service Park area and 

their background variables.  

Other practical notices of reliability and validity 

The study was conducted by using Ipad2 –tablets which enabled easily guided but 

private enquiry experience. Ipad2’s touch screen based interface made filling easy for 

interviewees. Most of the time, interviewees were able to do filling private without 

guidance considering operating the tablet. This is why interviewees were able to 

answer the questions without being stalked. This also made possible for researchers 

to concentrate clarifying the questions for interviewees and motivate them if 

needed. However, even the interviewers had the same instructions to execute the 

survey it is possible that there were little differences in practice. Some interviewers 

may have succeeded to motivate interviewees better than the others.  

The electronic based research method (Webropol) eliminates human errors on data 

processing. Due this technique no manual data transfer from questionnaire to 

database was done and it was updated in real-time. 
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4 RESULTS AND FINDINGS 

4.1 Introduction 

This chapter includes four different data analyzing subtitles – background variables, 

customer satisfaction, levels of recommendation, and correlation between customer 

satisfaction and level of recommendation. Background section describes briefly the 

demographics of the respondents. In the second, the values given by the 

respondents for event aspects are examined. In the third, the respondents’ levels of 

recommendation are studied. The fourth subtitle strives to discover correlation 

between customer satisfaction and level of recommendation. In the end of the study, 

other findings are introduced.  

In addition to general data analyzing, the study result chapter include four different 

groups; women, men, first-timers and rally-fans. The respondents who haven’t taken 

apart Neste Oil Rally Finland before are called first-timers. Rally-fans are a group of 

respondents who have participated Neste Oil Rally Finland more than once. The 

groups mentioned above are created to have a possibility to compare different 

respondents.  

 

4.2 Background variables 

The total amount of responses of this study was 220.  The following table 

demonstrates the distribution of the population by gender, age, attendance and 

educational background. The purpose of this is to give reader an overview of the 

spectators of the Neste Oil Rally Finland 2011 event. 
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TABLE 1. The ratio of different respondent group 

 
n % 

  
n % 

Women 93 42,3 % 
 

Firt-timers 49 22 % 
Men 125 56,8 % 

 
Rally-fans 164 74,5 % 

Missing 2 0,9 % 
 

Missing 7 3,2 % 
Total 220 100.0% 

 
Total 220 100.0% 

 

As the table 1 shows men and women respondents were quite evenly divided. 93 

women will form the ‘women’ respondents and 125 men the ‘men’ respondents. A 

clear majority of spectators had participated Neste Oil Rally Finland at least once 

before. 49 respondents (22%) participated the event for the first time. 74.5% of the 

respondents had participated the event at least once before. 

TABLE 2. The participation history (rally-fans) (n=170) 

 

 

43.5% of the rally-fans had taken part in the event more than 8 times. The second 

biggest group was 2 to 4 times with a 25.9% share. 17.6% of rally-fans had 

participated for 5 to 8 times and 12.9% once before. 

As seen in the table 1 (n=164) and table 2 (n=170) the n differs with an amount of 6 

responses. This might be a result of misinterpretation of the question. 
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TABLE 3. Age distribution (all respondents) (n=215) 

 

The age structure above demonstrates that 25 to 34 years old was the most common 

age group of the interviewees with 24.7% of share. The second and third common 

age groups were 35 to 44 years old with 23.3% share and 18 to 24 years old with 

21.9% share. The youngest group under 18 years old was 14.9% and the 45 to 59 

years old 13%. The eldest group over 59 years old represented 2.3% of the 

interviewees. 
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TABLE 4. Educational background (all respondents) (n=218) 

 

The educational background divided the respondents in seven categories as seen in 

the table 4. The most common category for education was vocational school with 

significant 26.1%. The next five education levels were divided as follows: university 

with 16.1%, vocational school, high school and elementary school all have 14.2% 

share and last the technical school with 11.5%. The smallest group, ‘other’, that 

included answers such as a student and an engineer had 3.5% of the respondents. 

 

4.3 Customer satisfaction – evaluating services 

In this survey customer satisfaction was studied with a question number 19: How 

would you rate the different aspects of the event? The question number 19 

contained 12 different aspects such as the atmosphere of the event and safety of the 
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event. There also was an optional part ´Other, what? ´in which respondents were 

able to grade aspects that were missing in the pre-made options (see appendix 1).  

The Licert Scale of value was from one to five with ´cannot say´ as one option. Value 

one stood for poor and value five for excellent. 

The following table demonstrates the responses of all respondents on question 

number 19; how would you rate the different aspects of the event? The three 

aspects with the highest and with the lowest average values were chosen for a closer 

examination. If two different aspects shared together the same average value the 

selection was done by summing shares of value 4 and 5. In the phase of data analysis 

the ´cannot say´ answer was excluded from the all customer satisfaction tables 

because the answer in question offers no information for the customer satisfaction 

study. However, excluding the ´cannot say´ answer option had an influence on 

average values and the number of responses in each aspect. 

TABLE 5. The ratio of different aspects (all respondents) 

 
1 2 3 4 5 n 

Average 
value 

 
          

  Atmosphere at the event 1 % 2 % 15 % 41 % 40 % 213 4,2 
General appearance of the event 0 % 3 % 14 % 57 % 26 % 215 4,1 
Safety of the event 1 % 1 % 5 % 36 % 57 % 207 4,5 
Entry to the area 0 % 4 % 21 % 35 % 39 % 213 4,1 
Moving around in the area 0 % 2 % 18 % 43 % 36 % 214 4,1 
Specatator direction in the area 1 % 7 % 20 % 42 % 31 % 196 4,0 
Number of restaurants in the area 1 % 5 % 24 % 38 % 31 % 185 3,9 
Selection of products of the restaurants in the area 0 % 8 % 26 % 39 % 28 % 172 3,9 
Amount of related events/entertainment in the area 5 % 11 % 18 % 44 % 23 % 186 3,7 
Quality of related events/entertainment in the area 4 % 12 % 20 % 34 % 30 % 180 3,8 
Number of toilets in the area 2 % 7 % 20 % 41 % 31 % 178 3,9 
Cleanliness of toilets in the area 3 % 5 % 20 % 38 % 34 % 167 4,0 

 

According to all respondents, the three aspects with the highest average value scores 

were safety of the event (4.5), atmosphere at the event (4.2) and general appearance 

of the event (4.1). The three aspects with the lowest average value scores were 

amount of related events / entertainment in the area (3.7), quality of related events 
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/ entertainment in the area (3.8) and selection of products of the restaurants in the 

area (3.9). 

In overall, any significant frailty between grades couldn’t found excluded safety of 

the event which got value 5 answers 57% from 207 responses. Five aspects, which 

were number of the restaurants in the area, selection of products of the restaurants 

in the area, amount of related events / entertainment in the area, quality of related 

events / entertainment in the area, and number of toilets in the area, were graded 

under 4 average value. All the remaining average values were rather high and even. 

The difference between the highest (safety of the event) and the lowest (amount of 

related events / entertainment in the area) average value score was 0.8. 

The table 6 demonstrates difference and similarity between men and women re 

values given for different event aspects. Again, the three aspects with the highest 

average score (green) and the three aspects with the lowest score (red) from each 

sex were taken in a closer look. 

TABLE 6. The top and the lowest three event aspects (women and men) 

 
1 2 3 4 5 n 

Average 
value 

Women               
Safety of the event 0 % 1 % 6 % 47 % 47 % 88 4,4 
Moving around in the area 0 % 3 % 12 % 47 % 37 % 89 4,2 
Atmosphere at the event 1 % 1 % 13 % 48 % 36 % 89 4,2 
Quality of related events / entertainment in the area 3 % 13 % 24 % 32 % 29 % 72 3,7 
Amount of related events / entertainment in the area 4 % 12 % 20 % 41 % 23 % 74 3,7 
Selection of products of the restaurants in the area 0 % 12 % 28 % 33 % 28 % 69 3,8 
Men               
Safety of the event 2 % 1 % 5 % 28 % 64 % 117 4,5 
General appearance of the event 1 % 1 % 13 % 53 % 33 % 123 4,2 
Atmosphere at the event 1 % 3 % 17 % 35 % 43 % 122 4,2 
Amount of related events / entertainment in the area 6 % 10 % 15 % 45 % 23 % 110 3,7 
Quality of related events / entertainment in the area 5 % 11 % 18 % 36 % 31 % 108 3,8 
Selection of products of the restaurants in the area 0 % 5 % 25 % 42 % 28 % 102 3,9 

 

The three aspects with the highest average values according to women were safety 

of the event (4.4), moving around in the area (4.2) and atmosphere at the event 
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(4.2). The three aspects with the lowest average values were amount of related 

events / entertainment in the area (3.7), quality of related events / entertainment in 

the area (3.7) and number of restaurants in the area (3.8).  

Men valued the top three aspects as follows: safety of the event (4.5), general 

appearance at the event (4.2) and atmosphere at the event (4.2). The three aspects 

with the lowest score were instead amount of related events / entertainment in the 

area (3.7), quality of related events / entertainment in the area (3.8) and selection of 

products of the restaurants in the area (3.9). 

Both genders valued high two same aspects; safety of the event and atmosphere at 

the event. Among men, safety of the event stood out with a 64% share of value 5 

answers. On the other hand, both genders also graded three same aspects with the 

lowest average values. In overall there was no significant difference in valuation 

between women and men. The table 7 shows the top and low three event aspects 

among first-timer respondents and rally-fan respondents. 

TABLE 7. The top and the lowest three event aspects (first-timers and rally fans) 

 
1 2 3 4 5 n 

Average 
value 

First-timers               
Safety of the event 0 0 % 4 % 33 % 63 % 46 4,6 
Entry to the area 0 0 % 13 % 48 % 39 % 46 4,3 
General appearance of the event 0 4 % 12 % 47 % 37 % 49 4,2 
Amount of related events / entertainment in the area 0 19 % 19 % 32 % 30 % 37 3,7 
Quality of related events / entertainment in the area 0 18 % 13 % 26 % 42 % 38 3,9 
Spectator direction in the area 0 5 % 24 % 42 % 29 % 38 3,9 
Rally fans               
Safety of the event 1 % 1 % 6 % 38 % 54 % 159 4,4 
Atmosphere at the event 1 % 2 % 14 % 43 % 39 % 164 4,2 
Moving around in the area 1 % 1 % 18 % 43 % 37 % 165 4,1 
Amount of related events / entertainment in the area 7 % 9 % 18 % 47 % 20 % 147 3,6 
Quality of related events / entertainment in the area 5 % 10 % 22 % 37 % 26 % 140 3,7 
Selection of products of the restaurants in the area 0 % 9 % 28 % 39 % 25 % 134 3,8 

 

The three aspects with the highest average values among first-timers were safety of 

the event (4.6), entry to the area (4.3) and general appearance of the event (4.2). 
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The three aspects with the lowest average values were amount of related events / 

entertainment in the area (3.7), quality of related events / entertainment in the area 

(3.9) and spectator direction in the area (3.9). 

Rally-fans graded the three event aspects with the highest average values as follows: 

safety of the event (4.4), atmosphere at the event (4.2) and moving around in the 

area (4.1). The three with the lowest average values were amount of related events / 

entertainment in the area (3.6), quality of related events / entertainment in the area 

(3.7) and selection of products of the restaurants in the area (3.8). 

In both study groups safety of the event had the biggest share of value 5 answer; 

among first-timer study group 63% and among rally-fans 54%. The aspects that got 

the lowest average values in both study groups were related to additional activity 

(amount and quality of related events / entertainment in the area).  

The all study groups shared the same two event aspects with the lowest average 

values – amount of related events / entertainment in the area and quality of related 

events / entertainment in the area.  Also selection of the restaurants aspect was 

found in all study groups the top three lowest average values of events aspects 

excluded first-timer study group. 

 

4.4 Level of Recommendation 

In this study level of recommendation was studied with the survey question number 

23: Would you recommend this event to your friends? The scale for answer was one 

to five in which one stands for ‘Absolutely not’ and five ‘Yes, absolutely’ (see 

appendix 1).  As seen below, the value that the respondent gave for 

recommendation was interpreted using customer typology by Mullen and Aaker. 
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FIGURE 7. Theoretical framework of the study and level of recommendation 

The respondents were profiled into 5 groups by examining their given values for 

recommending the event. 

 

 Value for recommendation 1 – Suspect 

 Value for recommendation 2 – Prospect 

 Value for recommendation 3 – Customer 

 Value for recommendation 4 – Advocate 

 Value for recommendation 5 – Influencer 

 

Due to strongly positive experience the data was strongly biased.  Because of lack of 

grades 1 and 2 the responses were divided only into three groups for the analysis; 

scale 5 responses, scale 4 responses and scale 3 + 2 + 1 responses. As the table 8 
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below shows scale one and two answers remained only for a total of 1.4% of all 

responses. Scale three answers gained 11.5% of all responses, scale four answer 

22.1% of all responds and the scale 5 answer significant 65% of all responses. 

TABLE 8. Willingness to recommend the event (all respondents) 

Absolutely not 1 2 3 4 5 
Yes, 

absolutely n 
Average 

value 
All respondents 0,5 % 0,9 % 11,5 % 22,1 % 65,0 %   217 4,5 
Women 1,1 % 1,1 % 11,0 % 28,6 % 58,2 %   91 4,4 
Men 0,0 % 8,0 % 12,1 % 16,9 % 70,2 %   124 4,6 
First-timers 2,0 % 2,0 % 20,4 % 20,4 % 55,1 %   49 4,2 
Rally-fans 0,0 % 6,0 % 9,0 % 22,9 % 67,5 %   166 4,6 

 

The difference between women and men concerning willingness to recommend the 

event to friends was minor. Men gave 12% more scale 5 answers than women. 

However, women gave 11.7% more scale 4 answers. Women also gave few scale 1 

and 2 answers when men gave none for scale 1. By adding women and men’s scale 

number 4 and 5 answers the result was 86.8% for women and 87.1% for men. 

Comparing first-timers and rally-fans a slightly more significant frailty was found 

concerning the recommendation. When the sums for first-timers scale 4 and 5 

answers were75.5% for rally-fans it were 90.4%. According to table 8 rally-fans were 

clearly more willing to recommend the even to their friends. The major different was 

on scale 3 answer in which rally-fans share was 9.0% and first-timers 20.4%. 

Comparing scale 5 responses with scale 3+2+1 responses a significant difference was 

found in an education background. When the scale 3+2+1 responses majority were 

formed by respondents with an education background from primary school (25%), 

upper secondary school (25%) and university (21.4%) the scale 5 responses clear 

majority had vocational school background (32.9%). The clear majority (80.6%) of 

scale 5 responses had participated Neste Oil Rally Finland before. The same share for 

scale 3+2+1 responses were 57.1%. There were no considerable differences in other 

background variables such as age or gender structure between scale 5 responses and 

scale 3+2+1 responses. 
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The only significant differences between scale 5 and 4 responses were their gender 

structure and participation history to the event. When scale 5 responses were 62.1% 

men the same figure for scale 4 responses were 44.7%.  51.8% of scale 5 responses 

were participated the event more the eight times. 

 

4.5 Correlation between customer satisfaction and levels of 

recommendation 

This chapter explores the correlations between customer satisfaction regarding 

services and levels of recommendation. The mathematical formula used is Pearson´s 

correlation. This correlation is used to find out if there the link between customer 

satisfaction and levels of recommendation exists.  

The most commonly used measure of dependence between two quantities is the 

Pearson’s product-moment correlation coefficient also known as Pearson’s 

correlation (r). It is obtained by dividing the covariance of the two variables by the 

product of their standard deviations.  

The most used representational correlation theory is Pearson´s correlation 

coefficient (r).  Correlation coefficient can be calculated with a formula:  

 

 

FIGURE 8. Pearson´s correlation coefficient formula 

The value between correlation coefficient changes between -1…+1. There is no linear 

dependency when the correlation coefficient is zero between variables. Respectively, 
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with values (+/-) 1 the variables have absolute positive/negative linear dependency. 

With the absolute linear dependency the values of variables are on the same line in 

the dispersion figure. Usually the correlation coefficient between variables deviates 

from zero. This can happen by coincidence. With a help of correlation coefficient it is 

possible to measure a statistical significance. The usage of correlation coefficient is 

also connected to a couple statistical minefields:  

 The correlation coefficient doesn´t automatically provide information about  

causal relationship between the variables 

 If there is a non-linear dependency between variables the number of WHAT 

will be underrated.  (Korrelaatio 2012) 

The correlation of the event aspects 

By comparing and cross-tabulating the answers between recommendation and the 

question numbers 37-48 (see appendix 1) which concern the quality of the event, the 

study shows the most important parts related to advocacy. 

The following table demonstrates the correlation among all respondents. It 

represents all the aspects that were in the questionnaire. In the table 9 the aspects 

were in a ranking order. In this study, the higher correlation coefficient, the more it 

will effect on the willingness to recommend the event to friends. For example, in the 

table 9 atmosphere of the event (0.48) was seen as the most significant aspect what 

comes to willingness to recommend the event. 
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TABLE 9. Correlation coefficient of event aspects (all respondents) 

All Correlation coefficient 
37. Atmosphere of the event (n=213) 0,48 
38. General appearance of the event (n=215) 0,42 
46. Quality of related events/entertainment in the area (n=180) 0,34 
42. Spectator direction in the area (n=196) 0,30 
41. Moving around in the area (n=214) 0,29 
45. Amount of related events/entertainment in the area (n=186) 0,23 
47. Number of toilets in the area (n=178) 0,21 
40. Entry to the area (n=213) 0,18 
44. Selections of the products of the restaurants in the area (n=172) 0,18 
39. Safety of the event (n=207) 0,17 
43. Number of the restaurants in the area (n=185) 0,14 
48. Cleaniless of toilets in the area (n=167) 0,14 

 

The table 9 above shows that the attributes that related the most strongly to the 

willingness to recommend were atmosphere of the event (0.48), general appearance 

of the event (0.42) and quality of related events / entertainment in the area (0.34). 

The table 10 and 11 below presents the four groups’ correlation coefficients which 

were gathered together for a comparison. Tables show three most and less 

correlative attributes with willingness to recommend the event from each group. 

TABLE 10.  Three most and less correlative coefficient event aspects (women and 

men) 

Women Correlation coefficient 
41. Moving around in the area (n=89) 0,44 
37. Atmosphere at the event (n=89) 0,38 
47. Number of toilets in the area (n=70) 0,35 
44. Selection of products of the restaurants in the area (n=69) 0,14 
43. Number of restaurants in the area (n=72) 0,10 
48. Cleanliness of toilets in the area (n=62) 0,07 

Men Correlation coefficient 
37. Atmosphere at the event (n=122) 0,56 
38. General appearance of the event (n=123) 0,46 
46. Quality of related events / entertainment in the area (n=108) 0,36 
43. Number of restaurants in the area (n=112) 0,16 
39. Safety of the event (n=117) 0,14 
47. Number of toilets in the area (n=107) 0,13 
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As the table 10 shows women appreciated the easiness of moving around the area 

(0.44) and the atmosphere at the event (0.38).  Number of toilets in the area (0.35) 

was also seen valuable among women respondents. The three aspects with the 

lowest correlation coefficient were selection of products of the restaurants in the 

area (0.14), number of restaurants in the area (0.10) and cleanliness of toilets in the 

area (0.07). As a conclusion the table 9 and 10 both showed that the all respondent 

group and women respondents had the atmosphere at the event as one of the top 

three aspects.  

According to willingness to recommend men respondents’ top three aspects were 

the atmosphere of the event (0.56), general appearance of the event (0.46) and 

quality of related events / entertainment in the area (0.36).  The three aspects with 

the lowest correlation coefficient were number of the restaurants in the area (0.16), 

safety of the event (0.14) and number of the toilets in the area (0.13). Men 

respondents and the all respondents both had exactly the same top three aspects. 

The table 10 shows the number of toilets in the area aspect was valued the third 

highest among women but the very lowest among men. 

TABLE 11. Three most and less correlative coefficient event aspects (first-timers and 

rally-fans) 

First-timers Correlation coefficient 
38. General appearance of the event (n=49) 0,58 
37. Atmosphere at the event (n=47) 0,55 
39. Safety of the event (n=46) 0,46 
43. Number of restaurants in the area (n=36) 0,21 
48. Cleanliness of toilets in the area (n=39) 0,20 
45. Amount of related events / entertainment in the area (n=37) 0,04 

Rally-fans Correlation coefficient 
37. Atmosphere at the event (n=164) 0,47 
46. Quality of related events / entertainment in the area (n=140) 0,39 
38. General appearance of the event (n=164) 0,38 
43. Number of restaurants in the area (n=147) 0,15 
48. Cleanliness of toilets in the area (n=126) 0,13 
39. Safety of the event (n=159) 0,11 

 



47 

 

 

The table 11 shows that first-timers graded the general appearance of the event 

(0.58), the atmosphere at the event (0.55) and safety of event (0.46) as to be top 

three aspects. The three aspects with the lowest correlation coefficient were number 

of restaurants in the area (0.21), cleanliness of toilets in the area (0.20) and amount 

of related events / entertainment in the area (0.04).  General appearance the event 

and the atmosphere of the event were found in the all respondents and first-timers 

respondents as a top three aspects. However, first-timers respondents valued safety 

of the event more than the all respondents.   

According to willingness to recommend rally-fan respondents top three aspects were 

the atmosphere at the event (0.47), quality of related events / entertainment in the 

area (0.39) and general appearance of the event (0.38). The three aspects with the 

lowest correlation coefficient were number of the restaurants in the area (0.15), 

cleanliness of toilets in the area (0.13) and safety of the event (0.11). The top aspects 

among all respondents and rally-fan respondents were the same but in a different 

order. The table 11 shows safety of the event aspect was valued the third highest 

among first-timers but the very lowest among rally-fans. 

As a conclusion, the atmosphere at the event was found in every group’s one of the 

top three aspects. Vice versa, the number of restaurants in the area was graded in 

each respondent group to be one of the three lowest aspects.   

 

4.6 Other Findings 

This section goes through the answers of open questions which are examined in 

groups of women, men, first-timers and rally fans. The main issues are posed.  

Women 

Over two thirds of women respondents had participated to Neste Oil Rally Finland 

before and approximately a quarter of women respondents over eight times. The 
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atmosphere and friends were the main reasons to take a part in the event. 

Commonly the atmosphere and arrangements of the event were seen as the two 

best aspects. Women didn´t mention remarkable issues of dissatisfaction with the 

event excluding the general appearance of the event which was mentioned more 

than few times. 

Men 

Over half of men respondents had participated to Neste Oil Rally Finland over eight 

times and only seven of them (7/98) once. Presumably men were very satisfied with 

the event since four fifths are going to participate in to the Neste Oil Rally Finland 

2012 as well. Motives for the participation were the atmosphere of the event and 

the rally itself.  There was no distinguishable aspect that caused dissatisfaction 

among men. However, the tamed atmosphere compared prior event was mentioned 

few times. 

First-timers 

Majority of the first-timers were between 18-24 years of age (20/47). As a marketing 

point of view it was interesting that 24/47 were got information about the event 

from their friends. Over half of the first-timers participated to the event influenced 

by their friends. Supposedly it was obvious that majority of the first-timers were 

satisfied to the whole event since 25/49 are going to participate to the Neste Oil 

Rally 2012 as well. In general, first-timers were satisfied of the whole event. 

Especially words such as atmosphere, cleanliness and arrangement were facts which 

stood out in open questions. Additional services and so called intermediate day 

during the event (Jyväskylä) were mentioned as minor weaknesses of the event. 

Other notable issues didn´t appear.  

Rally fans 

Almost over half of rally-fan respondents (74/161) were visited at Neste Oil Rally 

Finland event over eight times. Almost the same numbers of respondents were 

visited (73/161) from two to eight times at Neste Oil Rally Finland. Remarkable notice 
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was that almost every rally-fan will participate to the Neste Oil Rally Finland event in 

2012 as well. The majority of rally-fans considered the atmosphere and 

arrangements of the rally event were seen as the most satisfied aspects of the event. 

According to rally-fan respondents, there was not significant weakness at the event. 

Summary 

Based on the answers of open questions the atmosphere of the event was clearly the 

main cause of satisfaction in all four groups. Another general aspect was the 

arrangements of event. The shared cause of minor dissatisfaction was additional 

entertainment and services.  
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5 CONCLUSION 

5.1 Customer satisfaction 

The spectator’s event experience comprises from several different factors. These 

factors occur already before the actual event, during the event and also after the 

event. This study examined aspects during the event. These aspects evaluated 

services, arrangements and atmosphere. 

Safety of the event was seen as the most satisfied aspect on the event. Neste Oil 

Rally Finland has been known as one of the safest rally events. In the year 1997 Neste 

Oil Rally Finland won ‘Award of Excellence’ price which was given particularly due to 

excellent safety arrangements. This was also seen in the tables 5, 6 and 7 in which 

safety of the event was graded for the best aspect among each respondent group. 

Atmosphere of the event was seen similarly among groups of women, men and rally-

fans.  However, the atmosphere wasn’t graded in the top three among first-timers. 

Supposedly, the reasons for this might be the fact that the event was organized in 

two cities (Jyväskylä and Lahti). The so called intermediate day might had an 

influence on the atmosphere and could cause a situation where expectations among 

first-timers and the actual experience didn’t met as strongly as with other 

respondents groups. 

The reason for low amount of responses on aspects that concern for example quality 

and sufficiency of toilets might spring from the fact that several respondents didn´t 

use them at all. Same assumption can be applied on the other additional services 

with the lower amount of responses such as number of restaurants, selection of 

products of the restaurants, and amount / quality of the restaurants. In addition, 

according to the results of customer satisfaction, additional services and 

entertainment got relatively low average values. This might be explained by a 

corruption of the study. In other words, spectators’ didn´t pay attention on quality of 

services and the entertainment unless it wasn´t closely reviewed. These kinds of 
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aspects were easily left without evaluation in a rich event experience. In general, 

spectators were attending to experience the whole event. 

 

5.2 Level of recommendation 

The willingness of recommendation can be interpreted as a testimony of satisfaction. 

Low level of willingness to recommend indicates dissatisfaction. Satisfaction was the 

result of spectator’s expectations and the actual experience at the event. If the 

spectator shares her/his experience to others it means that she/he represents one or 

other edge of recommendation (see figure 6.) 

By clarifying the aspects that really matter according to spectators enable the 

organizer to improve the event. The most significant aspects can be found by 

examining the level of recommendation. The total quality of the event doesn’t 

improve if wrong aspects are taken into consideration. For example, if number of the 

toilets in the area aspect get a low grade in the satisfaction survey it won’t 

necessarily have notable influence on spectators’ total experience at the rally event.  

According to table 8 (recommendation) first-timers recommend the event clearly less 

than rally-fans. Especially, the amount of scale 4 answers differed between first-

timers and rally-fans. This might be a result of different expectations. Because of the 

strong event marketing and hype, first-timer respondents might have exaggerated 

expectation. The experience might be fairly less satisfied for first-timers than rally-

fans who knew what to expect. 
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5.3 Correlation between customer satisfaction and levels of 

recommendation 

According to correlation coefficient and customer satisfaction results the 

atmosphere at the event was clearly the core aspect of the Neste Oil Rally Finland 

2011. Also general appearance of the event and quality of related events in the area 

were significant aspects related to willingness to recommend. The Neste Oil Rally 

Finland was surely social and international event where spectators gathered to enjoy 

themselves. This was strongly seen in the results of correlation coefficient. The actual 

rallying was just a part of the total experience in a huge event. 

Men seemed to appreciate social aspects during the event. These aspects are a little 

more abstracts than the ones women seem to appreciate. The quality of these 

aspects mainly build up from the spectator´s own personal view. On the other hand, 

women appreciated the functionality and fluency of the event such as moving 

around in the area and number of toilets in the area.  These aspects were more 

tangible.  

Remarkable notice was that first-timers valued the safety of the event much more 

than rally-fans. The reason for this might be that rally is a fast and eventful sport. For 

a first-timer it was important to feel safe in this kind of environment. Alternatively, 

rally-fans might be used to seek the excitement of speed in the rally event.  

According to customer satisfaction results, atmosphere of the event and general 

appearance of the event were in a good level. Furthermore, these aspects were also 

the most important aspects according to the willingness to recommend. This kind of 

desired combination is crucial in order to organize a high quality event. Instead, 

quality of related events / entertainment in the area got the second lowest average 

value on the customer satisfaction results but was the third highest aspect on 

correlation coefficient results.  It is worth a mention that safety of the event was 

valued really high on customer satisfaction results but it didn´t have that much 
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importance for spectator´s total experience. However, it goes without saying that 

safety of the event is an aspect which must always been taken seriously.   

 

5.4 Future research 

In the future, this study can be exploited by rally organizers when there is a need to 

pinpoint the most important aspects for spectators´. Furthermore, later studies 

should expound how the most significant aspects can be developed.  This thesis 

reveals the importance of different aspects relative to the total quality of the event.  

Future research may increase the stability if the study results are consistent with this 

study. Alternatively, by executing regular surveys the quality of the event can be 

maintained and developed. For example, conducting surveys outside the Service Park 

area enables to examine richer research subjects.   

Types of future researches could be very dissimilar. For example, qualitative study 

could be executed along special stages. This could provide interesting information 

about spectators´ who will experience the rally only at the special stages.’ True’ rally-

fans could be examined and profiled in this manner. Respondent groups used in this 

research could be studied by conducting qualitative survey in order to get more 

precise spectator profiles.  
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APPENDICE 

Appendix 1. Questionnaire in Neste Oil Rally 2011 
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