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Summary

Since 1994 Peeroton has been providing sports nutrition products and expert
advice to professional athletes and lifestyle users alike. In Austria they enjoy a
differentiated position by offering nutritional supplements in addition to acting as a
health manager giving support to their customers. After having crossed the border
into the German market, Peeroton has now set its sights on the Australian sports
nutrition market to enable further international growth. This master thesis deals
with the development of the positioning for Peeroton in the Australian sports food

market while focusing on the communication.

The first part of the thesis provides the theoretical base for the positioning. It starts
off with a look at launching a brand while discussing the particularities of foreign
markets as well as the sports industry. It then outlines the aspects of positioning
including the selection of a suitable strategy — taking into account models by Esch
as well as Ries and Trout — and the development of ideas. Next it focuses on the
communication as part of launching a brand and examines, among other aspects,
the different instruments and the integration of the communication as well as the

communication budget before discussing the positioning controlling.

The practical part begins with an analysis of the Australian market which then
provides a base for the primary research conducted by the author of the thesis
through a quantitative online survey. The results of the primary research are then

evaluated and illustrated.

Based on the theoretical information as well as the market analysis and the
primary research, the positioning concept for Peeroton was developed. It contains
the objectives and a positioning strategy which then lead to six different positioning
alternatives and a recommendation for one alternative that is most suitable for
Peeroton in the Australian market. This is then followed up by a communication
strategy to best implement the positioning as well as a way to oversee the

controlling of the measures in the new market.



Zusammenfassung

Seit 1994 bietet Peeroton Sportnahrung und kompetente Beratung fur sowohl
professionelle Athleten als auch erndhrungsbewusste Nutzer an. In Osterreich
genielden sie dadurch eine differnezierte Position, da sie zusatzlich zum Angebot
von Nahrungserganzungsmittel auch als Health Manager auftreten und ihren
Kunden mit Rat zur Seite stehen. Nachdem Peeroton erfolgreich in den Deutschen
Markt eingetreten ist, wurde nun das Augenmerk auf den Australischen Markt
gelegt um weiteres internationales Wachstum zu ermoglichen. Diese Masterarbeit
befasst sich mit der Entwicklung der Positionierung von Peeroton am

Australischen Sportnahrungsmarkt mit dem Fokus auf Kommunikation.

Der erste Teil dieser Arbeit befasst sich mit der theoretischen Grundlage fur die
Positionierung. Sie beginnt mit der Markteinfihrung einer Marke durch die
Erorterung der Eigenheiten eines auslandischen Marktes und der Sport Industrie,
Sie skizziert dann die Aspekte der Positionierung einschlieRlich der Auswahl einer
geeigneten Strategie - unter BerUcksichtigung von Modellen von Esch sowie Ries
und Trout - und die Entwicklung von Ideen. Des Weiteren wird der Fokus auf
Kommunikation als Teil der MarkteinfUhrung gelegt und werden unter anderem die
unterschiedlichen Instrumente und die Integration der Kommunikation, sowie ein

Kommunikationsbudget untersucht, bevor das Controlling diskutiert wird.

Der praktische Teil beginnt mit einer Analyse des Osterreichischen Marktes, die
dann den Grundstein fur die primare Marktforschung der Autorin der vorliegenden
Arbeit in der Form einer quantitativen Online Befragung formt. Die Resultate

dieser Untersuchung werden dann evaluiert und graphisch dargestellit.

Basierend auf der theoretische Information sowie der Marktanalyse und die
primaren Marktforschung, wurde das Positionierungskonzept fir Peeroton
entwickelt. Es umfasst die Ziele und eine Positionierungsstrategie, welche dann zu
sechs verschiedenen Positionierungsalternativen sowie die Empfehlung fir eine
Alternative fuhrt, die fir Peeroton flr den Australischen Markt am beste geeignet
ist. Darauf folgt die Kommunikationsstrategie sowie Controlling Mal3nahmen, um

die Positionierung optimal umzusetzen und zu Uberwachen.
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1. Introduction

The following chapter discusses the base of the present master thesis consisting
of the initial situation, the challenge on hand as well as the company- and thesis
objectives. Furthermore the frame of reference is presented to provide the reader

with a graphic overview of the thesis.

1.1 Initial Situation

More and more people want to life the healthy lifestyle, both in regard to exercise
and food intake (cf. Koenigstorfer/Baumgartner 2016, p. 125). This includes
special nutrition and so-called super foods — a trend that can be seen everywhere
from local fitness centers to famous Instagram fitness models. This has led to

sports nutrition leaving its niche position (cf. Zimmermann 2016).

Peeroton has been active in the sports food and nutritional product business since
its launch in 1994. Since then it has been able to secure the market leadership in
the respective industry within Austria (cf. Peeroton Gmbh 2016). Peeroton has
managed to do so by their previous focus on the high-performance sport scene
and professional athletes. Prominent partnerships with - among others - the
Olympic Team Austria, sports retailers Intersport and Gigasport as well as football
club SK Rapid Wien have enabled further growth across the German speaking
region (cf. Peeroton GmbH 2016).

Aside from expanding its customer base beyond top athletes to the average day-
to-day consumer, Peeroton has now decided to cross the German speaking

borders and move into the English speaking area (cf. Méseneder 16.06.2016).

For this purpose Australia has been chosen for further investigation. This is due to
its high per capita usage of nutritional products for the purpose of health and
performance in sports and its corresponding position as a growing market
regarding the sports food industry (cf. Mdseneder 16.06.2016). Currently the
sports nutrition market in Australia is worth approximately €580m and has seen an
average growth of 14% annually from 2009 to 2014 (cf. Lotter 22.03.2017).



Additionally, Australia is regarded as a market covering a broad variety of aspects
and therefore seen as an opportunity to gain knowledge for entering other English

speaking markets in the future (cf. M6seneder 17.10.2016).

There are a number of significant general differences between the home market
Austria and the foreign market Australia. For starters, the continent of Australia is
almost a 100 times the size of Austria as a country. Due to the different urban
situation in Australia, however, this does not directly translate to the size of the
population, as Australia has close to 23 million inhabitants while the Austrian
population is made up out of approximately 8.7 million residents (cf. The World

Factbook 2016). These are things that have to be kept in mind.

Regarding the distribution of the products, the main focus will be on online
distribution through a web shop. In addition, it is planned to work with a selection
of retail partners in urban centers like Sydney, Melbourne and Brisbane (cf.
Moseneder 17.10.2016).

1.2 Challenge definition

As discussed previously, Australia's sports food market promises potentially
interesting prospects for Peeroton. Nevertheless, certain challenges arise for the
Austria based company. Peeroton has to face a generally new market that differs
distinctively from Austria (cf. Méseneder 17.10.2016). This comes with the
challenge of entering an international market and having to internationalize

Peeroton as a brand.

It has to be mentioned that the Australian sports food market is categorized vastly
different than the Austrian counterpart. This leaves Peeroton with the matter of
having to rethink this aspect before entering the Australian market for this is a

communication issue that influences the way the brand will be perceived.

Another challenge is the fact that the Australian market presents an unknown
communication landscape, partially due to the lack of earlier experience. It is

Peeroton’s first endeavor towards doing business in an English speaking market.
2



Therefore, as to not artificially create further language barriers, differences
between the two markets that come from language as well as internationally
varying culture aspects have to be taken into consideration and monitored even

more closely.

Another challenge is how to present the range of products themselves. Peeroton
prides itself with high quality products including the high quality of the natural
taste. This has to be communicated among the other present brands. Also of great
importance is how to communicate the fact that all products are free of any doping
related substances - assisted by the symbol of the Olympic rings which Peeroton
has been granted for use - since this is a non-neglectable priority in the sports
world (cf. Mdseneder 16.06.2016). Additionally, as part of the communication of

the range of products, a lead product has to be selected for the communication.

1.3 Objectives

The following objectives have been formulated for the current master thesis:

1.3.1 Company objectives

— The company's objective is to sell 20,000 units in the Australian market by
the end of 2018.

— The company's second objective is to reach a brand recognition of 10%
among the selected target group by the end of 2018 and in the process

identify key factors for future activities in further English speaking markets.

1.3.2 Thesis objective

The main objective of this thesis is to develop a positioning concept for Peeroton’s

launch in the Australian sports food market with a focus on communication.
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2. Launching a brand in the sports industry in a foreign

market

Scott Goodson, best-selling author and branding expert, emphasized the
importance of branding in one, clear statement: “Branding is fundamental.
Branding is basic. Branding is essential. Building brands builds incredible value for

companies and corporations.” (Goodson 2012).

The 2015 study by Ocean Tomo involving the S&P 500 largest stock-listed US
companies illustrates the components of market value for a company based on the
shifting division of tangible and intangible assets (cf. Ocean Tomo 2015), as

displayed in figure 2:

Components of S&P 500 market value
100%
83% 68% 32% 20% 13%
80% 87%
80%
60% 68% — tangible assets
intangible assets
40% —
20% 32% —
17%
0% T T T T 1
1975 1985 1995 2005 2015

Figure 2: Components of S&P 500 market value (based on Ocean Tomo 2015)

The development since 1975 shows an increase of 70% over the past 40 years, of
which 7% of the increase occurred within the last 10 years, demonstrating the

importance of intangible assets, including brands and their value for a company.



2.1 Definitions

Brand

According to the American Marketing Association (AMA), a brand is defined as a
‘name, term, design, symbol, or any other feature that identifies one seller’'s good
or service as distinct from those of other sellers“ (American Marketing Association
n.d.). So in short, it can be said that a brand is used to distinguish the goods of
one producer from those of another (cf. Keller 2013, p. 30). Ries uses a somewhat
different approach, that will also be used as part of the current master thesis,
stating that “a brand is a singular idea or concept that you can own inside the mind
of the prospect” (Ries A./Ries L. 2002, p. 109)

Brand management

The Canadian Marketing Association (CMA) characterizes brand management as
‘the strategic development and management of differentiation through a unique
identity” (Canadian Marketing Association n.d.). The brand can by systematically
managed with a well defined strategy including a clear statement to the audiences
highlighting the brand benefits (cf. Canadian Marketing Association n.d.). Keeping
the said unique identity in mind, brand management can be described in more
detail as “the term for all the facets of design, placement, marketing, advertising,

and distribution that foster a identifying and developing brand personality
(DeVault 2016).

Sports branding

Sports marketing — including branding — uses sports in any form to help sell
products and services. It is less about using one single strategy and more about
using the content of sports to assist branding efforts. It is not limited to
professional sports and can instead relate to any kind of sport (cf.

Hanumantharayappa 2015, p. 100).



2.2 Targets

In brand management the company’s global target can be operationalized in
economic and behaviorally scientific goals since these strongly influence each

other (cf. Esch 2014, p. 53). This relationship is shown in figure 3:

/ Global target
/ Economic targets

Behaviorally scientific targets

Figure 3: Target pyramid of brand management (based on Esch 2014, p. 54)

The global target of a company is to guarantee its long-term existence and survival
on the market through maintaining or increasing the company value. The
economic targets of brand management are more focused on the building and
increasing of the brand equity by using the brand to create positive effects on a
quantity- or price premium (cf. Esch 2014, p. 53f.). The behaviorally scientific
targets consider the reactions of the customer to an element of the marketing mix
for the brand in comparison to the reactions to the same element contributed to a
fictitious product or service. This aspect is intertwined with customer-based brand
equity, which researches the differential effect brand knowledge has on consumer
response (cf. Keller 1993, p. 2). When it comes to branding specifically within the

sports industry, certain targets are prevalent, as shown in figure 4:



Increase sales

Attract new customers

Increase consumption among existing customers
Create awareness for the sports brand

Enhance the image of the sports brand

Figure 4: Targets of branding in the sports industry (based on Irwin/Sutton/McCarthy 2008, p. 250)

2.3 Brand management in the sports industry

The sports industry is seen particularly broad. When combined with marketing, it
can be perceived from a performance point of view including events, athletes and
teams as well as businesses offering sporting goods and services. Being seen is

an essential aspect of effective sports marketing (cf. Perrin 2012).

2.3.1 Traditional marketing vs. sports marketing

There are a number of differences that can be found when comparing sports
marketing to traditional marketing. Table 1 is used to provide a quick overview of
the situation before delving into specifics of the sports industry. On the sports
marketing side, it takes both directly sports focused marketing into account as well

as sports equipment providers.

Dimension Traditional Sports

Purchasers Customers Fans

. . Identification with the brand
Adoption Loyalty with repeat purchasers that goes beyond loyalty
Promotion & One sided payment for Fans, sponsors and media in
media promotion promotion relationships
Distribution Static — more site-limited Mobile — at times more flexible
Product Adapted Globally inclined
Exchange Principally economic exchange Added social factor to the

9 paly 9 exchange

Table 1: Traditional marketing vs. sports marketing (based on Wakefield n.d.)



Likewise, the commercial distribution structure in sports differs from other
industries. It is based on three main channels, as can be seen by the examples of

Puma and Nike:

- Wholesale and retail stores
- Brand owned stores and outlets (direct-to-consumer)

- E-commerce (direct-to-consumer) (cf. Soni 2014; Puma 2015)

When it comes to sports nutrition specifically, the Foreign Trade Center Sydney
(part of the Wirtschaftskammer Austria) names food retailers, nutrition specialty
shops, fitness centers and e-commerce as the main commercial distribution
structure in Australia (cf. Lotter 22.03.2017).

2.3.2 Target groups

Brand management in the sports industry goes beyond the simple presence of a
branded logo, whether well known or not. It is also more than just a way to finance
an event, team or organization or to gain temporary brand awareness. Although
these aspects are of importance, sport branding as a whole is a way to generate
and maintain a strong customer relationship and to become part of the living
environment of the customer (cf. Adjouri/Stastny 2015, p. 97f.). The desired loyalty
results from interactions between negative external changes in the environment
and the internal level of commitment of an individual (cf. Heere/Dickson 2008, p.
227) and can be defined as the genuinely held commitment to buy again or

support a product or service again in the future (cf. Oliver 1999, p. 34).

In the sports industry a sports team e.g. can be perceived as a brand with the fans
being regarded as the customers. This way the fans’ brand loyalty is very much
similar to a customer’s brand loyalty in other industries (cf. Javani et al. 2013, p.
70 quoted from Lager 2010 p. 50). The difference is the situational loyalty. Sports
fans tend to stay loyal even if their favorite team is on a losing streak, something
that cannot necessarily be expected in said other industries (cf. Bristow/Sebastian
2001, p. 271).



The audiences in the sports industry generally have their own distinctions. Sports
are often connected to strong emotions or even passion in the way it is
approached by the consumer. This leads to irrational decisions prevailing over a
more economic focused thinking. This means that the target group displays levels
of loyalty that they might not have in other industries (cf. Schlepper 2014, p. 11).
Furthermore, the sports market itself is not only divided by a large number of
different sports and organizations, the customers differ equally. Especially relevant
is the differentiation based on active consumers of sport — participating in sports
themselves — and passive consumers of sport which are less involved up to the
level of being mere spectators (cf. Schlepper 2014, p. 9 quoted from Nufer/Buhler
2011, p. 8).

Branding companiss Sport partners)

—

Shared
Goals
Strategies
Messages

Copncinatod
CENTUTIACA0OT
Medereis

iratesrread g
exhermi farpeds

Figure 5: Relationship between branding companies and sport partners (based on Adjouri/Stastny
2015, p. 102)

Brand management can be conducted in different variations, the same counts for
the specific brand management within the sports industry. However, what stands
out is the importance of the relationship of all partners involved and the
identification with each other which is then presented to the target audience. The
relationship forms the foundation for success (cf. Adjouri/Stastny 2015, p. 101f.)

and is displayed in figure 5 once again.

2.3.3 Sponsoring in the sports industry

Sport sponsoring is the planning, implementation and monitoring of all activities

related to supplying payment, services or any kind of contribution by a company
10



towards a person or organization. It is consistently regulated contractually to
determine benefits provided by both sides to reach entrepreneurial marketing and
communication goals (cf. Bundes-Sportorganisation Osterreich n.d.). Figure 6

shows the phases of the sponsoring management process:

> Analysis and forecast
N2
> Planning

Sponsoring object

Sponsoring target group

Sponsoring targets

Sponsoring budget

Sponsoring strategy

Information

Contract components

Communicative use

¥

> Implementation
v

> Controlling

Figure 6: Sponsoring management phases (based on Bagusat 2007, p. 55)

While in sport sponsoring the main target is the increase and maintenance of
brand awareness (cf. Dudzik 2006, p. 16) there lies a focus on the following four
core areas: gaining positive image awareness, emotionalizing and popularizing the
brand, creating identification with the company and the product and generating a

service in return (cf. Brockes 2013, p. 12f.).

There are a number of different ways to conduct sport sponsoring. The structure
can differ as well as the intensity of the cooperation between all parties and the
overall appearance. Sponsoring campaigns can consist solely out of a one-time
event but also stretch into long-term projects and relationships. The same way

sports are played on different levels, the sponsoring can similarly occur on
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regional, national, international and up to global levels depending on the ultimate

targets and resources available (cf. Adjouri/Stastny 2015, p. 19).

Commonly used sport sponsoring categories are:

- Title-/Name sponsor

- Presenting sponsor

- Key sponsor

- Co-sponsor

- Supplier and outfitter

- Media partner (cf. Adjouri/Stastny 2015, p. 120)

2.3.4 Testimonials in the sports industry

Advertising with a testimonial means that the product or service is presented in a
positive manner by a credible, likeable or competent person. This can be either a
famous celebrity or a so-called ‘person like you and me’ that shows a satisfied
attitude towards the promoted good (cf. Kotler/Keller/Bliemel 2007, p. 715). A
celebrity athlete endorser is defined as a publicly recognized sports star who will
use the public recognition to help another (usually a corporate client) bolster a
certain image or sell specific goods and services. The advantage of celebrity
testimonials is the ability to ‘cut through’ the advertising clutter and to hold viewer

attention like an unknown person cannot (cf. Charbonneau/Garland 2006, p. 32).
There are a number of goals when celebrity testimonials are used. They can be

seen in figure 7, rated by percentage based on research done in 2009 on the top

500 companies that advertise as part of their daily operations in Germany:
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Goals of testimonial advertising

| | | | |
Creating attention 89%

Increasing brand awarenes 76%

Improving brand image

Creating a unique position

Creating a brand image

Increasing product investment

Increasing sales

26|%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 7: Goals of testimonial advertising (based on Olsson 2009, p. 20)

The company has to choose a testimonial out of a large number of famous
athletes to find the one that is the most suitable for the brand’s campaign. While
not being able to unequivocally asses the compatibility beforehand (cf. Schaaf
2013, p. 336), a testimonial analysis is used to make a fitting choice. The
testimonial analysis is a special form of the image analysis that tests famous sport
personalities based on the extent of their recognition, image value, credibility and
suitability for the specific brand (cf. Buhler/Nufer 2013, p. 82). Testimonials can
then be used once for an eye catcher effect or be part of a prolonged relationship

to actually have a lasting effect on the brand (cf. Kilian 2010, p. 107)

Even after a testimonial has been chosen, risks that can be dangerous for the
advertising impact remain, regardless of who the person is (cf. Schaaf 2013, p.

340). A selection of these risks is illustrated in table 2.

Athletically Privately Contractually
- Doping - Drug use - Simultaneously promoting a
- Unsportsmanlike - Tax affairs different brand

behavior - Committing a - Promoting a competitor right
- Failure/Injuries crime after the contract end date

- Contractual conflicts

- Public use of a competitor's
brand

- Publicly speaking out against
the promoted product

Table 2: Testimonial advertising risks (cf. Schaaf 2013, p. 340-344)
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2.3.5 WoM in the sports industry

Word-of-mouth is defined as a message transmitted from one person to another
instead of from one sender to many receivers. It can be paid and unpaid as well as
positive and negative. It is used as a risk reduction device in the evaluation stage
by consumers, proving its important influence on the consumer choice in the
market. The messages flow through shared interest groups, friendships or family
members in a multistage filtering and interpretation process (cf. Fisk 1969, p. 112).
From a commercial perspective, WoM is the exchange of information between

communicators and receivers about a commercial topic (cf. Nyilasy 2006, p. 167).

WoM strategies are developed as a more informal mode, proven highly effective
for sports services. Social and digital media largely influence de WoM
communication with customer satisfaction as a prerequisite for positive WoM (cf.
Funk/Alexandris/McDonald 2016, p. 57).

Blogs

Weblogs — Blogs — as a WoM instrument are a way to create and/or spread
content in a seemingly personal way. A popular blog can reach a significant
amount of people and enables companies to monitor the audience’s reaction to
their brand and products (cf. Scott 2015, p. 80). Companies can use blogs as part
of their content strategy, to reach a specific, demographic target group and build

authority through prominence (cf. Olenski 2014).

Table 3 shows the advantages and disadvantages of blogs, as a WoM instrument

and from the perspective of a brand running its own blog:

Advantages Disadvantages
- Inexpensive to start an run - Time consuming
- Easytouse (also by your - Inneed of constantly new ideas
audience) - Results take time
- Way to direct traffic to the brand’s - The blog needs to be marketed

site
- Brand related content improves
the brand’'s search engine ranking
- Way to connect with the market

Table 3: Advantages and disadvantages of blogs (based on Duermyer 2016)
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2.3.6 Event management in the sports industry

Due to the ever changing society, markets and company communication
demands, the importance of events has continuously increased over the past
years (cf. Drengner 2006, p. 9-13). They are the focus and integral part of event
marketing which is seen as a process involving target oriented and systematic
planning, conceptional and organizational preparation, realization and revision of
an experience-oriented communication policy (cf. Zanger 2007, 3). It is considered
an independent communication instrument within the field of integrated marketing
communication (cf. Sistenich 1999, p. 61). It is crucial that it is coordinated closely
with the other instruments (cf. Forster/Kreuz 2006, p. 82).

Events have the ability to address participants multi-sensually, including, visual
and auditory senses aside, in an olfactory, gustatory and haptic manner that can
only be achieved by direct customer interaction. However, appealing to these
senses has to be done carefully and coordinated since mistakes can lead to
misunderstandings and thus negative reactions (cf. Weinberg 1992, p. 54f.). When
done correctly, events can make a brand more tangible to the customers by
bringing about actually perceptible experiences resulting in much stronger

behavioral influences (cf. Zanger 2007, p. 5). Figure 8 shows the different areas of

events:
MNon commercial events Commercial events
Events as products Events as part of the
(event marketing) communication policy
Use of events staged by Marketing events
others (sponsoring) (self-staged)
e Marksting ewont Event marketng as
0 :.:”i: s _1?| cormbened with othir InSepandent
".kj’f'l 'J"'_'" 9 COFMM LA AN CONTIT UALE AROA
concep g 1T 0" 143 ineRtruamIgnt

Figure 8: Delimitation of the term 'Event' (based on Zanger 2007, p. 5)
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While sport events differ from non-sport-related entertainment events, there a
large number of similarities throughout the process (cf. Ammon/Stotlar 2003, p.
255). Sport events can be considered a significant factor in the development of
society, not just for those in the sports industry but also for external individuals and
society as a whole (cf. Masterman 2009, p. 6). Sport and sport events are also
reported to have a positive impact on local communities and the economy on a
larger scale. This includes both smaller port events as well as world renounced

events like e.g. the Olympic Games (cf. Horne 2006, p. 110f.).

Sport events in general require the deliberation of a variety of elements. Recurring

factors that in addition influence event attendance are:

- Sport attractiveness (e.g. competitiveness, performance)

- Environmental factors (e.g. available free time, infrastructure)

- socio-demographic factors (e.g. gender, age)

- Internal or emotional factors (e.g. team identification, motivation) (cf.
Pons/Giroux/Mourali 2014, p. 23f.)

Of the previous factors, the motivational factors are considered the most influential
ones. They are described as vital determinants when it comes to understanding
sport event consumption. Another critical role is played by merchandising which is
of great importance for the consumption of the event and the partners involved (cf.
Pons/Giroux/Mourali 2014, p. 24).

2.3.7 Typical mistakes

Sport branding focuses on securing long-term positioning in the customers’
mindsets through criteria like said long-term approach, a trustworthy partnership,
coordination or goals, strategies and measures as well as a high identification
potential with the partners involved (cf. Adjouri/Stastny 2015, p. 106). Aside from
misjudging the target group, miscalculating the budget and a lack of credibility (cf.

GroRklaus 2006, p. 34) a number of mistakes are somewhat commonly made.
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Focusing on short-term goals
As brands are aimed to be long-term, so should the goals be. The long-term

goals can then be used to derive medium- and short-term goals.

One-dimensional targeting
It is important to focus not just on one single target but to define a number of

mutually dependent targets that can be realized gradually.

Individual preferences instead of systematic strategy
Decisions have to be made analytically and strategically, based solely on

potential affiliations for the company and not based on personal preferences.

Abandoning the analysis phase
Due to the long-term aspect of sport branding, decisions have to be made

after a thorough analysis phase instead of being based on short-lived trends.

Abandoning the coordination of a mutual strategy
It is important to base the relationship on trust and coordinate the strategies of

all partners from beginning to end to reach mutual goals.

Lack of coordination concerning the implementation
As with the strategy, the implementation has to be coordinated as well. This

includes actions taken individually.

Inadequate identification with the partner
Partners need to be able to identify with each other to ensure a long-term and

successful relationship and be able to manage crisis should they occur.

No monitoring

A lack of monitoring renders all partners unable to make improvements, thus
increasing difficulties in developing the partnership and reaching the goals. (cf.
Adjouri/Stastny 2015, p. 104-106)
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Avoiding such mistakes will increase the chances of successfully integrating sport
branding into the marketing activities and consequently differentiating from the
competition (cf. Schaferhoff 2016).

2.3.8 Trends

The world constantly changes politically, socially and technologically. These
disruptions also impact the sports industry, e.g. when it comes to the sources of
investment in sports, how sports content is created, how it is distributed and how
relationships between rights holders, sponsors and fans is changing. All this
results in a number of trends that are currently at the forefront of the development
of the sports industry in 2017 (cf. Nielsen 2017, p. 2).

Increased fusion of sports and entertainment
In the quest to enhance consumer experiences, entertainment elements are added
continuously to the sports industry. This includes new entertainment events build

around a sports element and greater access to athletes (cf. Nielsen 2017, p. 4).

Live sport gaining traction on social media

Due to technology, consumers have come to expect content on demand, heavily
relying on social media. Established broadcasters, right holders and social media
channels increase engagement when it comes to sports — meanwhile opening new

revenue streams (cf. Nielsen 2017, p.5).

Sports tourism
Sports tourism is an $8b industry and continues to grow. What started as a niche
market currently accounts for 14% of tourism in the US and influences the ‘classic’

sports industry to an unprecedented extent (cf. Schmieder 2015).

Social responsibility
It is increasingly more important for brands to adopt a position on societal issues
and build corporate social responsibility. What properties stand for will become

increasingly important for sponsors, fans and the media (cf. Nielsen 2017, p. 6).
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Studying of sports

With the overall increased interest in sports, the studying of sports — whether from
a physical, sociological or commercial aspect — has increased as well and
continues to influence the way educators, manufacturers, distributors and

consumers approach the subject (cf. Hallinan/Jackson 2017, p. 95-97).

2.4 Aspects of internationalizing a brand

Customers’ behaviors are changing every day resulting in new interests and
expectations. They accept and expect global brands with global positioning and
communication (cf. Spencer Stuart 2003, p.3). This results in new aspects that

have to be considered when internationalizing a brand.

2.4.1 Definition

“Internationalization of the firms is a process in which the firms gradually increase
their international involvement” (Johanson/Vahine 1977, p. 23). More detailed,
brand internationalization involves the promotion of goods and services in an
increasingly interdependent and integrated global economy and becomes more

challenging when applied globally (cf. Hosmer n.d.).

2.4.2 Targets

Companies and their brands are entrepreneurial and oftentimes perceive the world
as one market and do not want to confine themselves to one single country (cf.
Chetty/Campbell-Hunt 2004, p. 61). The large number of distinctions that come
across in the internationalization process (cf. Fletcher/Harris/Richey 2013, p. 52)
are accompanied by an equally large number of targets followed when going

international with a brand, as illustrated in table 4:
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Type of target

Target

Growth

Tap growth potentials
Increase sales
Improve profits

Market penetration

Circumvent domestic saturation
Strengthen the company’s market position
Achieve a competitive strike

Cost reduction

Save overall costs
Enable economies of scale

Process and
know-how

Make use of learning opportunities
Increase innovation know-how

Minimizing risk

Increase short-term security
Increase long-term security

Table 4: Internationalization targets
Straube/Ma/Bohn 2008, p. 8f.)

2.4.3 Chances and risks

(based on Hutchinson et al. 2007, p. 98; Biggs 2013, p. 2-4;

With a significant amount of companies seeking to increase international activities

and going beyond the respective domestic markets (cf. Moore/Fernie/Burt 2000, p.

920), certain chances and risks come along with the process. These chances and

risks go beyond the situation

in the home market (cf. Chanavat/Bodet 2009, p.

461). Especially the risks are based in the local diversity, differently developed

markets, differences in legislation and regional norms (cf. Kapferer 2008, p. 473-
475, 575), as presented in table 5.

Chances

Risks

New potential customers
position

Opportunity of improving
- ROI

Spreading risk

knowledge

New target group enables a new

Potentially larger profit margin

Increasing the company’s broad

Improving competitiveness

(Involuntarily) importing the
domestic culture of the home
market

Committing cultural offense in the
new market

Communication misunderstandings
based in cultural differences
Costly legal misunderstandings
Putting the company’s intellectual
property at risk

efficiency

Table 5: Internationalization chances and risks (based on Freeman 2016; Export Victoria 2016, p.
4; Export Start Guide 2015, p. 8; Bothma n.d.; New Zealand Trade & Enterprise n.d.; Business

Victoria 2016)
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2.4.4 Cultural aspects

It is common to advertise brands slightly too drastically different from one country
to another. This is because the perception of the audience also differs from
country to country, making it important to revisit the way a brand is positioned
when entering a new, foreign market (cf. Lobker 2011). These differences are part
of each respective culture, or in this case, a clash of cultures (cf.
Wall/Minocha/Rees 2015, p. 171). For this reason it is important to understand
what culture is and what it is constituted of. Geert Hofstede, an expert on cross-
cultural differences, argues that culture is the “collective programming of the mind

which distinguishes the members of one group from another” (Hill 2011, p. 89).

Other factors that contribute to culture and the differences therefrom are values,
meaning abstract ideas about what a society believes to be not only good and
right but also desirable, and norms which make up the social rules and guidelines
describing appropriate behavior among a group. Additionally, there are a variety of

factors that determine a culture (cf. Hill 20011, p. 91), as displayed in figure 9:

Religion
i
v
Social s Political
Structure e, L Philosophy
- ¥ ¥ "
Language - e Economic
. Philisophy
L
Education

Figure 9: The determinants of culture (based on Hill 2011, p. 91)

The increasing interest in the consequences for marketing and advertising on a
global scale that occur from dealing with different cultures has resulted in a wide

variety of studies and models. The most commonly used is the Hofstede Model
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which works with a set of factors to describe the sociocultural environment (cf. De
Mooij, Hofstede 2010, p. 85):

Power Distance

The concept of power distance is the measure of interpersonal power or influence
between a superior and a subordinate as perceived by the less powerful of the two
(cf. Hofstede 2001, p. 83). The dimension expresses up to which degree the less
powerful members of a society as a whole accept and even expect unequal power
distribution as well as how a society handles inequality among its people. A large
degree of power distance comes with the acceptance of a hierarchical order while
low power distance results in trying to equalize the distribution of power and

demanding justification for inequalities (cf. Hofstede n.d.).

Individualism vs. Collectivism

Individualism portrays the relationship between an individual and the collective
group that dominates in a society with strong implications for the behavior (cf.
Hofstede 2001, p. 209). Individualism, as side of this dimension, is defined by a
preference for a social framework which expects individuals to take care of
themselves and their immediate families. Collectivism, on the other hand,
represents a framework in which individuals can expect their relatives or other
members of their distinct group to take care of them in exchange for loyalty (cf.
Hofstede n.d.).

Uncertainty Avoidance

Uncertainty avoidance expresses up to what level members of a specific society
feel uncomfortable with uncertainty and avoidance (cf. Hofstede n.d.). In societies
that show high uncertainty avoidance, members try to make life as predictable and
controllable as possible (cf. MindTools/Waifisz 2016). This includes strong codes
of behavior and intolerance towards unusual ideas. Low scoring societies maintain

an attitude in which practice overrules principles (cf. Hofstede).

Masculinity vs. Femininity
Masculinity vs. femininity discusses the distribution of values among gender roles
(cf. Hofstede 2011, p. 12). As part of this dimension, masculinity stands for a

preference for achievement, heroism, assertiveness and material rewards
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resulting in an overall preference for competitiveness. Femininity at the other end
of the scale promotes cooperation, modesty, caring for others and general quality

of life, making it more consensus-oriented (cf. Hofstede n.d.).

While Hofstede’s model of cultural dimensions has been a tool for analyzing
markets concerning their prevailing culture, a number of aspects have to be
treated with more care. It has to be kept in mind that the averages of a country do
not directly relate to the individuals and that there are exceptions to the model
applied to the general population. Furthermore, the data on which the model relies
is collected by a questionnaire which influences the outcome, depending on how
the individuals decide to answer the given questions. The date also does not
continuously reflect the fact that culture can change over time (cf. Clearly Cultural
n.d.). How culture can change is seen differently, as some deem that the rising
global consumer culture results in a more and more homogeneous global market
while others believe that globalization in fact increases heterogeneity due to the
attempts to conserve local cultures (cf. Akaka/Alden 2010, p. 39 quoted from:
Levitt 1983, n.p.; Jackson 2004, n.p.).

Three main implications stem from the spectrum of cultural differences:

- The need to develop cross-cultural literacy so that cultural differences are
not only recognized but also understood regarding what they mean for
international business

- The need for a clear connection between culture and the potential for a
national competitive advantage

- The need for a connection between culture and ethics in decision making
(cf. Hill 2011, p. 113)

2.5 Internationalization strategies

While defined differently across technical literature, it can be agreed on that
internationalization strategies are long-term, specific action plans made to reach a
company’s goals on foreign markets. The main focus generally lies on how the
range of markets and products have to be worked with to generate the most
beneficial results (cf. Meffert 1994, p. 270). When it comes to developing a

strategy to go abroad it is useful to distinguish between the forms of expansion
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based on the company’s resources, capabilities and existing international position
(cf. Lynch 2014).

2.5.1 International strategy

Companies that decide to apply a strictly international strategy are importers and
exporters and have no direct investment outside of the country the company is
based in (cf. Iwan 2010). The goal is to secure the successfully continued
consistence of the company on the home market by making use of profitable
foreign business. The choice of market or segment can be based either on
product differentiation possibilities or on cost advantages (cf. Meffert 1994, p.
270f.).

All core activities continue to be taken care of at the headquarters. In selected
markets small adaptations to meet the local needs might be carried out along tight
restrictions if necessary. Foreign business is controlled from the home market.
This strategy makes sense when a company has an explicit set of core
competences that foreign competitors do not have at their disposal and the
pressure regarding local adaptation as well as costs are not particularly strong (cf.
Niehoff/Reitz 2001, p. 79f.).

2.5.2 Multinational strategy

Unlike the international strategy, a multinational strategy is characterized by the
organization having investments in the form of various locations and facilities in
multiple countries. Each of these locations functions on its own, essentially as an
independent entity (cf. Miele 2011). It has been argued that a multinational
company is in a transitional state towards ultimately becoming a global company
(cf. Huebsch n.d.).

Within multinational strategies there is a particular focus on adapting the products
and services offered to each local market individually (cf. lwan 2010). This focus
also supports the target of reaching quality leadership over the local competitors.

When entering the market at first, joint ventures can assist with the market entry,
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creating a national image and gaining acceptance from the local government, the

target audience and the other players on the market (cf. Meffert 1994, p. 271).

2.5.3 Global strategy

Similar to a multinational company, a company following a global strategy also
operates locations in a number of different countries. However, the different
locations all work much more centralized with one company culture and processes
that are controlled from the home market (cf. Miele 2011). Image and brand in all
markets are coordinated by one global strategy with an emphasis on volume, cost
management and overall efficiency (cf. Iwan 2010). Despite this centralization,

some local variation exists (cf. Lynch 2014).

Throughout all this, the goal behind a global strategy is the international
competitiveness through the integration of all company activities in one large
system. This includes the before mentioned cost management by exploiting cost
advantages through mass production and the distribution of tasks and

specialization among the different locations (cf. Meffert 1994, p. 271).

2.5.4 Mixed strategy

The international marketing environment is complex and promotes diversity in
many areas, such as the physical environment, different political and legal
systems, culture, conditions regarding product use and economic development.
This can lead to the need for a mixed strategy as one particular strategy might not

be perfectly suited on its own (cf. Singh 2016).

The aim when using a mixed strategy frequently is to achieve the ideal balance
between the cost advantages that can be obtained by standardization and the
effect-related advantages that come with the adaptation of the brand concept in
the individual markets (cf. Zentes/Morschett 2002, p. 181). One specific example
would be to make use of the advantages that come with the integration of activities
as part of a global strategy and the aspects of local adaptation of a multinational
strategy (cf. Gerlach 2001, p. 41).
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2.56.5 Selection of internationalization strategies

When selecting the appropriate internationalization strategy, a number of factors
come into play, including how the different strategies interact. Figure 10 presents

the four main types of internationalization strategies as seen by Meffert:
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Figure 10: Main types of internationalization strategies (based on Meffert 1994, p.272)

The selection of the internationalization strategy is based on three main pillars: the
products and services offered, the eligible channels of distribution and the
available resources. After evaluating these factors it is essential to examine
potential trade barriers. Even if these do not disqualify trade to that market right
away, they might still influence the choice of strategy. With this in mind, high
import duties e.g. would potentially justify manufacturing on location if it would end
up being more efficient and help to stay competitive on the selected market — if the

accessible resources allow doing so (cf. Niehoff/Reitz 2001, p. 78).

It is generally important to consider the possible advantages a certain strategy
could provide, like trade agreements in place that would allow trade in further
countries. Ultimately when deciding whether to export or to invest core factors are
the transport and logistics costs that would arise as well as the fluctuation of the

currency exchange rates (cf. Niehoff/Reitz 2001, p. 78).
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3. International brand positioning

The proclaimed fathers of positioning, Jack Trout and Al Ries, once described the
concept of positioning as followed: “Positioning is a concept that has changed the
nature of advertising, a concept so simple, people have difficulty understanding
how powerful it is.” (Ries/Trout 2001, p. 2).

Some marketing scholars have referred to positioning as the fifth P in the
marketing mix, next to the commonly used product, price, promotion and place.
Ultimately, though, positioning comes down to what’s in the mind of the audience.
To reach a significant place in the target customers’ minds — whether locally or on
a global scale — a sequence of steps is followed as part of the formulation of an
organization’s positioning (cf. Kotabe/Helsen 2010, p. 236). The sequence is

presented in figure 11:

Developing a

- : . 4 ; Monitoring
o Determining Developing Screening marketing mix o
ldc?;tr']fy'ent%\}ge current potential and selecting strategy to e atﬂjeu S
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perceptions themes alternative positioning P trat 9
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Figure 11: Positioning formulation steps (based on Kotabe/Helsen 2010, p. 236)

Generally no product or service is superior to all its competitors in every relevant
area. It is the position — taken on through proper strategizing — and the images in
the customers’ minds related to a company that make it stand out. The closer the
product or service measures up to the target group’s perception, the higher the

chance of an act of purchase (cf. GroRklaus 2006, p. 22f.).
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3.1 Positioning definition

Positioning is a topic discussed oftentimes and numerous definitions have
emerged over the years. Rainer GroRRklaus defines it as the reflection of the
impression consumers receive or have received of products and services. He
states that positioning, if done emotionally and comprehensibly for the target

group, can be the key to success (cf. Grol3klaus 2006, p. 22).

Trout and Ries, have formulated a more detailed way to describe positioning which
also creates the base for the current master thesis: “Positioning starts with a
product. A piece of merchandise, a service, a company, an institution, or perhaps
even a person. Perhaps yourself. But positioning is not what you do to the product.

Positioning is what you do to the mind of the prospect.” (Ries/Trout 2001, p. 2)

Changes made are not necessarily changes to the product itself. Instead these are
cosmetic changes done to secure the desired position in the prospects’ minds and
getting heard in an over communicated society (Ries/Trout 2001, p. 2).

Positioning a brand internationally or in a new, foreign market requires a different
approach to the positioning. The global consumer culture is seen as a collection of
common signs (e.g. brands) that are understood by a significant number of
consumers in markets around the world. This global consumer culture and the
perceived brand ‘globalness’ represent the two most important structures in
international advertising and positioning (cf. Akaka/Alden 2010 p. 37).

While it can be argued that there are signs of the social and cultural differences
becoming less of a barrier, it is important to realize that the globalization of brands
does not achieve the same as a homogenization of cultures. Even those brands
with strong global presence have to adapt their positioning strategies across
national country boundaries. The company has got to consider how it will position
itself in different international markets in a way that will enable adding value to the
brand (cf. Doole/Lowe 2008, p. 8, 29).
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3.2 Positioning targets

As Christoph Burmann once described the target of positioning: The key to

building a strong brand lies in the brand positioning (cf. Burmann 2008, p. 14).

According to Philip Kotler, the end result of positioning is meant to be the
successful creation of a market-focused value proposition which will give the target

market a compelling reason to buy the offered product (cf. Kotler 2001).

Concrete positioning targets can depend on emotional or objective (cognitive)
product characteristics and entail the long-term involvement of the target group
(Esch 2005, p. 138). The term ‘involvement’ describes the level of perceived
personal importance and/or interest of an individual evoked by a stimulus, e.g. a
product (cf. Antil 1984, p. 204). High involvement insinuates interest on the
consumer’s side regarding the product category and implies that decisions are
made based one active research. On the contrary, low involvement occurs with a
lack of interest while decisions are made more passively (cf. Haedrich, Tomczak,
Kaetzke 2003, p. 57). Based on these assertions, figure 12 shows the four types

by Esch on which positioning targets are based:

high low
Features: Features:
- Needs existent and non trivial - Needs existent and non trivial
- High information interest - Low information interest
_“g, mixed experience-oriented
£ positioning positioning
Target: Target:
Appeal to emotional needs and Differentiate from competition by
deliver information on specific engaging emaotionally
characteristics
Features: Features:
- Needs trivial - Needs trivial
- High information interest - Low information interest
% objective-oriented increase brand awareness
= positioning (topicality)
Target: Target:
Focus on the rational needs and offer | Concentrate on overall brand
differentiated, objective information awareness, in part through repetition

Figure 12: Norm targets of positioning (based on Esch 2005, p. 139)
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Aside from the four types displayed, two main targets in positioning are to come as
close as possible to the ideals of the consumers or a strong market segment
(market positioning target) and to achieve differentiation from the positioning of the
competition as distinctly as possible (differentiation target) (cf.
Trommsdorff/Asan/Becker 2004, p. 546).

3.3 Active and reactive positioning

The position of a brand is influenced by a diverse set of factors. One way of
differentiating existing positioning situations, is by looking at both the active and

reactive positioning approach (cf. Haedrich/Tomczak/Kaetzke 2003, p. 46-52).

3.3.1 Reactive positioning

Reactive positioning is also coined as the so-called ‘classic positioning’ and is
based on the assumption that customers choose the products and services of
which the perceived characteristics best correspond with their articulated
expectations (cf. Haedrich/Tomczak/Kaetzke 2003, p. 47). The reaction to the

explicit customers’ needs is presented again in figure 13:
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Figure 13: Reactive positioning (based on Tomczak/Kuf3/Reinecke 2014, p. 161)

The classic positioning consists of four core elements: characteristics, positioning
of brands, positioning of customers and distances between the brand and
customer positions. When it comes to the latter, the brand that is able to strategize
its position in a way that the distance to the ideals of the customers is the shortest
— compared to other brands on the market — will most likely be preferred. Reactive
positioning differs between two directions to go for positioning strategies: it is
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attempted to either adapt the offered brands to the customers’ expectations or to
adapt the expectations to the brands. The focus of the procedure is to react to the
explicitly articulated needs of the customers in regard to a product category (cf.
/ITomczak/Kaetzke 2003, p. 48-52).

3.3.2 Active positioning

Despite the usability of reactive positioning, it does not suffice anymore in many
markets. Oftentimes it is not enough to base the positioning strategy and the initial
choice thereof on the directly articulated needs of the customers. It becomes
necessary to determine the latent customer wishes and to act accordingly (cf.
Haedrich/Tomczak/Kaetzke 2003, p. 52), as illustrated in figure 14:
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Figure 14: Reactive positioning (based on Tomczak/Kul}/Reinecke 2014, p. 161)

Active positioning needs the chosen strategy to position the brand based on
characteristics that the customer is not aware of but are significant for his or her
purchasing decision. Active positioning works with two starting points, outside-in
approach (based on customer needs) or the inside-out approach (based on a
company’s capabilities and innovations), that have to be considered (cf.
Haedrich/Tomczak/Kaetzke 2003, p. 53-56).

3.3.3 Selection

Choosing between an active and reactive positioning strategy requires some
effort. In the process of establishing a business or presence in a new area,
reactive positioning can be used to take advantage of already available

information and reaching customers as inexpensively as possible (cf. Patrick n.d.).
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When expanding the customer base and searching for new opportunities, active
positioning can helpful. Ultimately, an individually adapted combination of both

types will enable continual results (cf. Patrick n.d.).

3.4 Brand positioning strategy by Esch

A successful positioning strategy is driven by factors like the core competence or
capabilities of a company (cf. Fuch/Diamantopoulos 2010, p. 1765). Esch
additionally divides strategies based on potential courses of action separated into
the old positioning area and the new positioning area (cf. Esch 2014, p. 138). The

courses of action can be reduced to three positioning strategies:

1. Retention of the brand position
2. Repositioning of the brand through
— an adaptation strategy and/or an influence strategy in the old positioning
area or
— an extension strategy in the new positioning area.
3. New positioning of the brand (cf. Esch 2014, p. 138)

Figure 15 visualizes the different positioning areas graphically:
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Figure 15: Positioning strategies by Esch (based on Esch 2005, p. 144)
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3.4.1 Retention of the brand position

It is advised to retain the brand’s present positioning under two conditions: the
brand position has to essentially cover the ideal perception of the relevant target
group and that ideal perception is not yet occupied by another brand. Retention, in
this case, does not mean that successful marketing measures cannot or are not
supposed to change. However, these adaptations have to be in accordance with

current trends and within the existing brand image (cf. Esch 2014, p. 139).

Small adaptations are also important to maintain and strengthen the brand

awareness among the audience (cf. Haedrich, Tomczak, Kaetzke 2003, p. 62f.).

3.4.2 Repositioning of the brand

The decision to reposition a brand makes sense when the existing brand position
is too far away from what consumers perceive as ideal. No matter how it is done,
repositioning is defined by keeping part of the positioning while adding one or
more other factors. The adaptation or influence strategies can be implemented
when the center of the previous positioning as well as present aims are to be kept
intact (cf. Esch 2014, p. 139).

In case of an adaptation, the brand position is adjusted to resemble the ideals of
the target group while the influence strategy focuses on changing the target
group’s ideals to resemble the company’s current position (cf. Weber/Kabst/Baum
2015, p. 210). An extension strategy can offer a viable option, if the adaptation
strategy would result in a me-too strategy due to the occupation by another brand
or if the influence strategy would lead to a budget overrun. An extension ideally
involves choosing a positioning characteristic that has been fruitful in the past and
adding a new positioning characteristic relevant to the target group. This is also
suitable when two different brands try to occupy the same image area (cf. Esch
2014, p. 139f.).
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3.4.3 New positioning of the brand

A new positioning is appropriate when the ideals of the target group are too
divergent from the existing position to be changed by mere adaptations. A large
number of other brands strongly present in the existing positioning area might also

make the move to a new positioning area necessary (cf. Esch 2014, p. 140f.).

Since earlier investments have not been rewarding, a completely new positioning
including new positioning characteristics and addressing a new target audience is
required (cf. Esch 2014, p. 140f.).

3.5 Marketing Warfare by Trout and Ries

Marketing warfare, which was developed by Trout and Ries, is an attempt to apply
classic military thinking to known marketing problems (cf. Ries/Trout 1986, p. 77).
The four types presented in figure 16 are the basic forms of marketing warfare.
They each have a specific purpose and can be adopted based on the existing
needs (cf. Powers 2015).

Defensive Warfare Offensive Warfare
Defansiva |'|'|-é’|fk&1:l'll=‘| wartana is for market leadars Offensive markenng warfara 15 for No. 2 companies
Flanking Warfare Guerrilla Warfare
- - -
\ /A -\

Flankirg markealing warfars is for smaller companies Guerrilla markealing warfare is for local or regional companias

Figure 16: Marketing Warfare - The Strategic Square (based on Ries/Trout 2006, p. 49f.)

Due to Peeroton’s current position and available resources, only the guerilla
warfare strategy or subsequently the flanking warfare strategy will be considered
and will be discussed in greater detail. The defensive warfare strategy and the

offensive warfare strategy will only be referred to in short.
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3.5.1 Defensive warfare

Tactics within defensive warfare concentrate on shifting consumer perception
closer to the company’s own brand and away from the competition (cf. Powers
2015). The goal of the defensive marketing warfare is to reach the so-called
‘marketing peace’, after which the competitive situation is reduce to infrequent
guerrilla attacks (cf. Ries/Trout 2006, p. 65).

Defensive warfare is a strategy that is only suitable for the market leader, both in
the market economic sense as well as in the customers’ minds. Only these
companies have the resources to play in defense and block attacking companies
before they are able to establish themselves in the leader's category (cf.
Ries/Trout 2006, p. 55, 58).

3.5.2 Offensive warfare

Offensive marketing warfare discusses attacking the competition where they are
most vulnerable instead of challenging the market leader head on (cf. Haresewych
2015). No. 2 or No. 3 companies that try to attack the leader from all sides at once
generally lose the previously gained territory in the long run since they do not have
the resources to fight the leader for an extended period of time. Attacking with the
‘full line’ is something only leaders can afford (cf. Ries/Trout 2006, p. 72f.).

When attacking the leader it is most important to consider the strength of its
current position, focusing the attention to the company that is under attack instead
of the attacker. Only that way it is possible to find a weakness in said strength to
attack the defender (cf. Ries/Trout 2006, p. 70).

3.5.3 Guerilla warfare

Guerrilla is a unique form of warfare and works with a set of tactical advantages
that enable a small company to flourish among larger enterprises (Ries/Trout
2006, p. 101). While guerrilla does not depend on the size of the enterprises, it is
especially beneficial for smaller companies since it can help increase sales by

using smart and creative tactics instead of working with a large budget (Wagner
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n.d.). It is generally accomplished by ambush-, stealth- or viral marketing efforts
(cf. Powers 2015). When it comes to guerrilla marketing warfare, the following are

the three main principles:

Guerrilla principle No. 1: “Find a segment of the market small enough to defend”
(Ries/Trout 2006, p. 101).

Guerilla warfare does not change the fact that bigger companies usually have the
resources to beat the smaller company. Instead, it is tried to reduce the size of the
battleground to inconvenience the competition and achieve superiority of force.
This way a niche or segment is found that can be defended against the market
leader (cf. Ries/Trout 2006, p. 101f.).

Guerrilla principle No. 2: “No matter how successful you become, never act like
the leader” (Ries/Trout 2006, p. 105).

‘Guerrilla companies’ operate differently than much bigger companies, both
regarding organization and timing. It is essential not to imitate larger companies,
e.g. regarding employees: In traditionally large companies, more than half of the
employees solely provide services to other employees who are in direct contact
with the customer and the competition. Guerrillas need to exploit this situation and
organize in a way that a higher number of employees directly interact with the
other player on the market. This leaner structure additionally provides more

flexibility when sudden changes occur (cf. Ries/Trout 2006, p. 105-107).

Guerrilla principle No. 3: “Be prepared to bug out at a moment’s notice”
(Ries/Trout 2006, p. 107).

Guerrilla warfare disapproves of lingering onto unsuccessful products or services.
A guerrilla player generally does not have the resources to waste time on a battle
that cannot be won and instead needs to relocate resources. This is where the
previously mentioned flexibility and lean structure differentiates a company
applying guerrilla from bigger companies and also enables easier adaptation to
new positions after another one has been abandoned (cf. Ries/Trout 2006, p.

107%.).
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3.5.4 Flanking warfare

Flanking aims to displace a competitor in a peripheral market and capture an
underserved market segment (cf. Marketing-Schools 2012). It is made up of three

principles:

Flanking principle No. 1: “A good flanking move must be made into an uncontested
area” (Ries/Trout 2006, p. 84).

Flanking is a warfare strategy that is not meant for attacking established products.
Additionally, it also does not necessarily need a new product that is unlike
anything ever seen on the market. Nonetheless, a certain aspect of newness is
required to create and subsequently maintain a new category since this is what the
success is reliant on. This lack of an existing market makes heightened foresight
imperative (cf. Ries/Trout 2006, p. 84f.).

Flanking principle No. 2: “Tactical surprise ought to be an important element of the
plan” (Ries/Trout 2006, p. 86).

A flanking attack is a surprise attack by nature. The more unexpected the intruder
arrives on the playing field, the longer it takes the leader to react and recover. This
does mean that extensive test-marketing or too much public research can alert the
competition and undermine the initially planned flanking strategy (cf. Ries/Trout
2006, p. 86).

Flanking principle No. 3: “The pursuit is just as critical as the attack itself”
(Ries/Trout 2006, p. 87).

One frequent mistake made by companies applying flanking warfare is to move
resources elsewhere after the first marketing targets have been achieved. Instead
of spending these resources on strategic errors, companies should focus on
reinforcing what was successful to prevent the competition from swooping in (cf.
Ries/Trout 2006, p. 87f.).

37



3.6 Strategy selection

A large variety of types of positioning can be found on the market, whether
national or international. The success of each of these types depends on their
continuity and how they were selected in the first place (cf. GroRklaus 2006, p.
36). Aside from considerations like the designated budget, the pricing strategy, the
existing distribution strategy, flexibility, trend analyses and the general realization
possibilities (cf. GroRklaus 1982, p. 183), the choice of strategy is based on a

number of factors:

1. The market potential
The positioning strategy has to be relatable to the market volume while the

targeted segment has to make the selected positioning efficient.

2. The image
The positioning strategy has to suit the company and its presentation to the
target group. Otherwise the positioning seems implausible and might end up

making the company look untrustworthy and potentially even incompetent.

3. The distinguishability
The defined positioning strategy has to assist the company in creating a
retentive, creative and above all believable distinguishability in comparison to

the competition.

4. The product use/-benefit/-value
People are for a large part almost exclusively approachable through emotions.
The emotions that are transferred with the strategy have to raise the product

value above the price the target group is willing to pay.

5. The continuity
The chosen strategy should enable the brand to be sustainable over a long
period of time and not repeatedly be subject to short-term changes. At the
same time it must be able to react to changes in the market without losing its

core meaning (cf. GroRRklaus 2006, p. 32f.)
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With these criteria in mind, the potential strategies are evaluated. Table 6 shows a

variety of options categorized based on different approaches:

Evaluation based on the environmental circumstances and needed resources
- Checklists
- Strategy profile method
Evaluation based on the interdependency of strategies and the consequences
- Benefit analysis / Scoring model
- Analytic Hierarchy Process (AHP)
- Life cycle analysis / Life cycle costing
- Portfolio analysis
- Learning curve analysis
- Par-Report (PIMS — Profit Impact of Market Strategy)
Evaluation based on the quantitative degree of target achievement
- Net Present Value Method (NPV)
- Capital Asset Pricing Model (CAPM)
- Simulations models

Table 6: Strategy selection tools (based on Meffert/Burmann/Kirchgeorg 2012, p. 336)

Aside from the before mentioned criteria, it is worth taking a closer look at Ries
and Trout’'s specific factors when choosing a strategy of the marketing warfare
square. Knowing which warfare strategy to apply is one of the most important
strategic decisions to be made. As hinted at in chapter 3.5, the selection is based
on two particular factors: the company’s position in the market in relation to the
competitors and the resources available. This is why a market leader has no
choice but to play defense while a company with a smaller market share and less
resources has to find an alternative to offensive warfare (cf. Ries/Trout 2006, p.
49-54.).

3.7 Positioning idea

You cannot beat a market leader with better products, only with a better idea (cf.
Brandtner 2008, p. 50).

As Al and Laura Ries once said, “The biggest, most powerful world-class brands
start from little ideas” (Ries A./Ries L. 2004, p. 267). The question is, how to
develop these ideas that are at the start of every developmental process (cf.
Hotler/Keller/Bliemel 2007, p. 447). The first phase of the planning process when

introducing a new brand is to find new ideas and evaluate them (cf.
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Haedrich/Tomczak/Kaetzke 2003, p. 102). When developing new ideas, however,
it is necessary to not just randomly start speculating. Instead it is helpful to use a
set framework to think in specific dimensions and answer relevant questions to
extend the idea from the initial thought to the final product (cf. Balasubramanian
2012).

3.7.1 Requirements

A company can collect information for new ideas from both internal and external
sources and used in a range of methods (cf. Haedrich/Tomczak/Kaetzke 2003, p.
102f. quoted from Murphy 1990, p. 29). Generally, ideas for new positioning

content can come from different areas in the business context:

- the target groups’ wishes, needs, purchasing criteria and lifestyles (cf. Néthel
1999, p. 28)

- analysis of the competitors’ range of goods/services (cf. Esch 2014, p. 148)

- information from sellers and retailers (cf. Kotler/Keller/Bliemel 2007, p. 448)

- strengths, capabilities and characteristics of the own company or brand (cf.
Bausback 2007, p. 92)

- technology development on the market (cf. Kreutzer 2013, p. 222)

Classic positioning ideas based on price, quality or service aspects are commonly
already occupied by existing competition on the market. Due to this, occupying a
unique position for a brand in these areas is particularly difficult (cf. Bausback
2007, p. 92). Thus, while there are a variety of ways and ideas to set a company
or its products apart, companies are required to base their idea development on
finding the detail that differentiates them from the competition and use it to set up
a significant benefit for the customer base (cf. Trout/Rivkin 2008, p. 78). The
following requirements, presented in figure 17 are to be kept in mind when

developing a positioning idea:
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Does it differentiate the brand from its competition?

Will it match the cutomers' perceptions of the brand?

Does it enable further growth?

Can it identify the brand's unique value to the customers?

Are the benefits (USP) carved out explicitly?

Does it focus on the core customers?

Is it both memorable and motivating?

Is it consistent in all areas of the business?

Is it simple to understand?

Is it hard to copy?

Is it credible and not misleading?

Is it positioned for long-term success?

Figure 17: Positioning idea requirements (based on Gro3klaus 2006, p. 235f.; Jeffrey/Bueno 2014)

3.7.2 Development models

A number of models are available for developing ideas. In the following, a

selection will be described in more detail:
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3.7.21 Unique selling proposition

Based on Rosser Reeves, one of the pioneers of modern-day marketing in the

1960s, Trout and Rivkin advise a three-part description of the USP:

1. Advertisements have to make a proposition to the consumer. It has to be
direct, telling the audience to buy the product to then receive a specific
benefit.

2. The proposition must be unique, one that the competition either cannot
duplicate or in general does not offer. The uniqueness cannot be claimed
otherwise in the particular field of advertising.

3. The proposition must be strong in a way that it will attract new customers to
the product or brand. (cf. Trout/Rivkin 2008, p. 19f.)

When developing a USP, it is important to not just concentrate on the uniqueness
but also on the actual value of it for the target audience (cf. Kotler/Keller/Bliemel
2007, p. 378).

3.7.2.2 Two dimensional positioning map

Another way to develop positioning ideas is to further determine where the
company stands compared to the competition and the ideal position as perceived
by the target group. The two dimensional positioning map offers a model to assess
the situation (cf. Fuchs/Unger 2014, p. 76f.), presented in figure 18, in this

particular case with a focus on quality and price:
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Figure 18: Two dimensional positioning map (based on Fuchs/Unger 2014, p. 77;
Bendle 2013)

The two dimensional positioning map displays both the own company position as
well as the positions of the competitors. The closer the idea — and consequently —
the intended brand is to the ideal position, the bigger the chance that the brand will
be able to achieve a top of mind position with the target audience (cf. Fuchs/Unger
2014, p. 76f.).

3.7.2.3 Differentiation model by Trout

The past decades have been met with a strong and continuous proliferation of the
choices offered to customers. This leaves enterprises with the difficultly of
attracting a growing customer base to their products in the midst of the large
variety of options (cf. Trout/Rivkin 2008, p. 1f.). The choice between multiple
options is based on differences, whether direct or indirect (cf. Trout/Rivkin 2008, p.
22). Trout names nine main ways to achieve differentiation and attain a favorable

position among the competition:

1. Being the first
Trout and Rivkin propose the idea that minds don’t like change. This means
that getting into the consumers’ minds with a new idea will lead to a
substantial advantage. Among other reasons, this advantage also stems from

the chance of the name becoming generic.
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Attribute ownership
Being known for a certain attribute, thus “owning it’, can make a product
unique in the consumers’ minds. Trout and Rivkin go as far as calling it the

likely number one way to differentiate.

Leadership
Leadership is seen as the most powerful way to differentiate a brand. After all
it is the most direct way to establish credentials on the market. As a leader, the

position held in the minds becomes one of the strongest selling points.

Heritage

Differentiation based on the aspect of heritage is an idea reinforced by
psychological attributes. Having been around for a long period of time gives
the impression that a company knows what it is doing. However, it can also
backfire and make a brand seem out of touch with the current market and its

consumers.

Market specialty

People or brands focused on a specific product or activity are oftentimes
perceived as experts in their field. This means that they are given knowledge
or experience — regardless of whether it is deserved or not — that will attract

customers.

Preference
The so-called ‘principle of social proof’ describes how something is determined
as good when other people think so as well. Legitimately differentiating

something as favorable can thus result in a strong position for a brand.

How a product is made

Having a ‘magic ingredient’, e.g. technologically, can be a significant
differentiation factor. It might not even be important for the consumers to
understand what makes it so refined, as long as it is perceived as special and

beneficial.
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8. Being the latest
Especially in technology, a certain mindset has been established. Consumers
are always waiting for the newer and better generation of a product. It might
not be better but as it is considered as such, the factor ‘newness’ turns into the

most important asset.

9. Hotness
Being hot means being different. Word-of-mouth and other kinds of third-party
credentials are powerful tools to create the status of being hot, giving the
impression that a product or service is desirable at that moment — because,
similar to the concept of ‘preference’, if it is hot, it is generally seen as good.
(cf. Trout/Rivkin 2008, p. 93-180)

3.7.3 Selection and evaluation of positioning ideas
After having developed new positioning ideas, it is important to evaluate and select

them before going on to the implementation phase. One possibility to do so is
offered by the so-called ‘funnel approach’ (cf. Kreutzer 2013, p. 232), as illustrated

in figure 19:
assessment level ‘funnel approach’ assessment method
) - e 8 new ideas « checklist with ‘must’-
pre-seleclioniscreening + B crileria

T = ==« scoring moded

fine-selection
| » break even analysis

« pay-off caloulation

« capital value analysis
T « leasibility sludy

« acceplance/marked test

set of relevant ideas for
implementation

Figure 19: funnel approach for the evaluation and selection of ideas (based on Kreutzer
2013, p. 232)

The first level deals with the pre-selection of ideas, also called ‘screening’.

Individual ideas are evaluated with the help of a checklist of must have — criteria to
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see if they fulfill the demands that are indispensible for the company (cf.

Vahs/Burmester 2005, p. 185). Such demands can be as followed:

- compatibility with the company targets

- coherence with the company image

- time-to-market (time until the idea is ready for the market)
- costin relation in accordance with the budget

- availability of the necessary technology (cf. Kreutzer 2013, p. 232)

Ideas that have passed the screening then go on to the fine-selection where more
quantitative methods are used (cf. Kreutzer 2013, p. 235), like among others the

following, described in short:

- Break-even analysis: method of cost oriented pricing where, based on a given
price, the sales volume is calculated at which all costs are covered (cf. Kotler
et al. 2016, p. 539)

- Pay-off calculation: statistic investment calculation that compares the time it
takes to regain the investments through profits (cf. Welt der BWL n.d.)

- Capital value analysis: identifies the timing and amount of payments done over
the entirety of the planned marketing period of the idea/innovation (cf.
Vahs/Burmester 2005, p. 212f.)

- Feasibility study: tests the realization potential of an idea (cf. Kreutzer 2013, p.
237)

- Acceptance/market test: examines if the audience has any present or potential

intentions in regard to the idea (cf. Berndt 1995, p. 108)

Depending on the newness/uniqueness of the idea, further tests can be conducted
(cf. Kreutzer 2013, p. 237).

3.8 Positioning implementation

Every brand has a position, explicitly articulated or not, meaning that at times the
position is influenced unconsciously. Nevertheless, the brand positioning needs to
be a committed management decision, defining the targeted position for the brand

on the relevant markets (cf. Baumgarth 2014, p. 210). Ultimately, the target group
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needs to be addressed in a simple and consistent manner (cf. Ries/Trout 2001, p.
7f.). There are a number of requirements to realizing the positioning in such a

desired way which can be summarized in the following questions:

- Is the positioning concept — implemented through the individual marketing
instruments — perceived by the target group as intended?

- Does the implementation of the positioning assist in clearly differentiating the
brand from the competition?

- Are the marketing instruments coordinated concerning the positioning to

generate the needed synergy effects? (cf. Esch 2005, p. 152f.)

3.8.1 The positioning planning process

One tool to assist with a structured implementation of the positioning is the
positioning planning process by Grof3klaus, as illustrated in figure 20:

Monitoring the market Information
- Monitoring positioning success and - Collecting, selecting, evaluating and
feedback % compressing information

Legal and product-technical screening
of the competition

T N2

Implementation Concept and planning
- Implementation of the positioning and - Conducting customer segmentation and
copy strategy selection
- Testing of the implementation - Defining marketing targets
- Agency search and selection - Developing marketing strategies
- Collaboration with the agency é Developing positioning strategies and

pre-selection

Paositioning and USP test

Selection of positioning and USP
- Developing and evaluating copy

strategy

Figure 20: The positioning planning process (based on Grof3klaus 2006, p. 60)

It is largely based on the daily marketing planning and thus works with similar
stages: Portrayal of the actual- and targeted situation, planning and conception
(targets and strategy), implementation (measures) and monitoring. The main

activities are divided into subtasks (cf. Grol3klaus 2006, p. 59).
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1. The information phase

Information from secondary resources is collected, analyzed and evaluated.

2. The conception phase
The phase starts with a motivational-psychological segmentation of the

potential customers, continuing with the different targets and strategies.

3. The implementation phase

The selected strategies and measures are used to address the target group.

4. The market monitoring phase
In this phase it is analyzed how well the positioning did on the targeted market.
Ensuing situations that require further action restart at the information phase.
(cf. Grol3klaus 2006, p. 59).

3.8.2 Positioning an existing brand in a foreign market

International brand management is generally about the transfer of brands to
foreign markets. One main decision in this process is deciding if the consumer
benefit and the brand positioning can be assigned to the individual markets or if
they have to be adapted, changing certain brand associations but keeping the
brand core (cf. Haedrich/Tomczak/Kaetzke 2003, p. 143-147). This leaves the

following options:

- Transfer with a universal positioning

- Creating country clusters with similar needs and competitor-structures

- Adapting the positioning based on country-specific requirements (cf.
Haedrich/Tomczak/Kaetzke 2003, p. 147)

Leading with a specific aspect
When developing the positioning for a brand in a new market, it is also possible to

incorporate certain aspects as core pieces of the strategy when fitting for the new
market. A brand’s positioning can be centered around a certain product with lead
product positioning, like 7UP did in the 1970s when it focused heavily on its

“Uncola” (cf. Sutter 2016a, p. 1). Alternatively, positioning can also be built around
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a tightly set target group (cf. Sutter 2016b, p. 3). The selected distribution channel
also has the ability to influence the ways consumers see a brand (cf. VanAuken
2012).

3.8.3 Gaps in the positioning implementation

A solid implementation of the positioning strategy can be a challenge in practice. It
is, however, crucial since only what is perceived by the customers, actually
contributes to the positioning. To make a distinction between the aspects of what
is implemented and how it is exactly perceived, the strategic triangles of

positioning can give an overview (cf. Esch 2014, p. 212), as illustrated in figure 21:
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Figure 21: Strategic triangles of positioning (based on Esch 2014, p. 212)

Distinguishing between the concept level and the realization level is substantial for
the effective implementation. Verbal concepts cannot always be realized as
planned and the different phases offer reference point for a strategy audit (cf. Esch
2014, p. 213).

3.8.4 Problem areas when implementing positioning

When implementing a brand, there are a number of problems that can be identified

across the board:
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- Development of positioning concepts as a direct reaction to the present market
situation instead of working towards long-term perspectives

- Concentration on only a few — already known — positioning characteristics,
neglecting the latent needs of the target audience

- Basing long-term positioning decisions on short-term changes of needs

- Unsuitable measuring methods resulting in distorted results

- Deriving the wrong recommendations for action from the presented actual
situation

- Neglect of embedding of the positioning decisions on top management level

- Unilateral adherence of objective positioning characteristics leading to a lack
of emotional characteristics where needed

- Unnecessarily self imposed restrictions that can lead to branch-stereotype
positioning alternatives and — as a result — interchangeability with the
competition (cf. Haedrich/Tomczak/Kaetzke 2003, p. 74-76; Esch 2005, p.
148-152; Esch 2014, p. 224)

The latter of the problem areas is crucial in giving a brand an independent position
on the targeted market since the implementation decides if the brand is seen as
unique or interchangeable. The clearly recognizable appearance of the brand
shapes its image (cf. Esch 2014, p. 228). The resulting scenarios based on the
interchangeability and uniqueness of both the initial concept and the

implementation are displayed in figure 22:

. Positioning implementation
Uniqueness

of the brand

interchangeable | unique

unique Missed chance The champions
Positioning
concept| >
interchangeable | The superfluous | The optimizers | [he winners
build clear

brand images

+
The losers get
lost in the crowd

Figure 22: Classification of interchangeable and unique positioning (based on Esch 2014, p. 224)
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3.8.5 Creating a core message

Core messages substantiate and differentiate a company’s guiding principles. The
compilation of messages, structured according to target groups, then contains its

central position towards the audience (cf. Bruhn 2015, p. 121).

The impact of a message depends not only on the content but also on its creative
presentation. They can aim for a rational or emotional positioning directed at the
target group, depending on characteristics. A purely rational or purely emotional
approach is the extreme and can be rare in practice. Generally, the message
contains emotional and informative elements (cf. Kotler/Keller/Bliemel 2007, p.
712f.). It is substantial to generate a meaningful message that can speak for itself
(cf. Kilian 2009, p. 42). When created with the specific target consumers in mind,
the core message can put the company in a unique position in relation to the
competition and help form a distinctive picture of the company (cf. Bruhn 2015, p.
120f.).

4. Communication in the process of launching a brand

As once stated by Jack Trout, successful positioning can get particularly difficult in
a market with various strong competitors. Due to this reason, it is essential to
implement a powerful communications program to be able to tell a story, since this
is what marketing is about — good story telling (cf. Trout 2015).

Successful communication is driven by a purpose. What must change and how it
should be reached. The communication strategy identifies how the target group’s

attention needs to be captured and what message to convey (cf. UN Women n.d.).
4.1 Communication definition

Communication carries through all aspects of both the personal and professional
environments. It is important to have positive relationships and to be able to

uphold these. The ability to communicate a specific message and for it to be
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understood are fundamental in today’s world. Even with the rapid progress of

technology, the core principles last (cf. Krizan et al. 2008, p. 2).

Communication is generating the messages a company would like both the
internal and external audiences to receive (cf. Singer 2013). In more detail,
“marketing communications are the means by which companies attempt to inform,
persuade, and remind consumers — directly or indirectly — about the brands they
sell” (Keller 2013, p. 218). It represents the voice of the brand and a way to build

close relationships with consumers (cf. Keller 2013, p. 218).

4.2 Communication targets

Before designing the communication measures, it is imperative to set the targets
for the brand communication. After all, the performance of the brand
communication is based on how well the communication instruments are able to
reach the set targets (cf. Esch 2014, p. 193). The communication targets can at
times be indistinguishable from the overall objectives. However, it is more common
for the targets to vary concerning the different target groups that need to be
reached (cf. UN Women n.d.). When formulating individual targets, the starting
point is always the strategic positioning of the company (cf. Bruhn/Esch/Langer
2009, p. 24).

Core communication goals are
— the creation of brand awareness and

— the creation and increase of the brand image (cf. Esch 2014, p. 193).

The creation of brand awareness attempts to make a brand a subject of
discussion. Ideally it should enable the brand to become Top of Mind. Even if that
goal cannot be reached right away, it should at least turn into one of the noticed
and accepted alternatives (cf. Esch 2014, p. 193). If it is determined that the
customers’ choice of brand is made at the point of sale, the goal is to establish
passive brand awareness. If the choice is made earlier on in the process, the
company should aim for active brand awareness. It is important to know whether

passive, active or even both approaches are needed (cf. Rossiter/Percy 2005, p.
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637). Furthermore, the building of the brand needs to be followed up by the target
of maintaining the brand awareness (cf. Esch 2014, p. 195).

Creating and strengthening the brand image is based on a number of aspects. The
type of image to be realized requires specific communication instruments when it
is e.g. on a more emotional spectrum (cf. Esch 2014, p. 196 quoted from: Nickel
2007, n.p.; Zanger/Sistenisch, 1998, n.p.). The attitude of the target group towards
the brand also plays a significant role. Strengthening the image will have to be
treated differently, based on whether the attitude is positive, negative or neutral.
Furthermore the involvement with a product or service influences how the
communication needs to be conducted. Low involvement reacts better to
entertaining content while high involvement relies on sufficient information. A
prerequisite for maintaining and increasing the image is that the brand is known

among the audience in the first place (cf. Esch 2014, p. 196).

4.3 Target group

For a long period of time, every marketing communications strategy was
considered a combination of activities in the communications mix. However,
communications is an audience-centered activity — an aspect regularly overlooked.
The strategy should primarily be guided by the nature and specifics of the
audience, resulting in the importance of a well defined target group (cf. Fill 2006,
p. 90).

Identifying the target group starts with the identification of all consumers that can
potentially be addressed and that are relevant for reaching the communication
targets. This includes a core target group as well as additional complementary
target groups if required. After the initial identification, the target groups have to be
characterized in more detail based on specific variables (cf. Bruhn 2015, p. 204).
This characterization is necessary due to the different communication needs that
come with different audiences (cf. Fill 2006, p. 90). Table 7 shows examples for

different target group characteristics in consumer markets:
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Demographic variables Socioeconomic variables
- age - profession
- gender - education
- marital status - income
- number of children - purchasing power
- residence - social status
Behavioral variables Psychographic variables
- price behavior - general personality
- use of media characteristics
- communication behavior - usage expectations
- choice of shopping location - motives
- choice/quantity of products - purchase intentions

Table 7: Target group characteristics in consumer markets (based on Steffenhagen 2008, p. 42)

After having identified specific characteristics, the most efficient instruments to
reach the particular target group have to be defined. This is done by comparing
the specific characteristics with the different communication instruments (cf. Bruhn
2015, p. 205).

4.4 Communication instruments

Communication instruments are used to teach consumers about the products or
services offered as well as what the company and brand stand for. Furthermore, it
allows companies to create experiences that can contribute to establishing the
brand in the mind of the consumers and to form a brand image (cf. Keller 2009, p.
141). It also has the ability to increase sales and ultimately affect the overall

shareholder value for the company (cf. Luo/Donthu 2006, p. 70).

4.4.1 Instruments

The communication channels assist the company in informing, influencing and
reminding their customers — whether directly or indirectly — about the products and
services offered. They offer ways to reach the target customers, establish a

dialogue and subsequently build a relationship (cf. Keller 2009, p.141).

The marketing communication mix consists of eight main channels for
communication and can be divided into the categories mass media and personal,

as seen in table 8:
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Advertising

any paid form of non-personal presentation and promotion of ideas, goods or services
by an identified sponsor

Sales promotion

a variety of short-term incentives to encourage trial or purchase of a product or service
Events and experiences

company-sponsored activities and programs designed to create daily or special brand-
related interactions

Public relations and publicity

a variety of programs designed to promote or protect a company’s image or its
individual products

Direct marketing

use of mail, telephone, fax, email or Internet to communicate directly with or solicit
response or dialogue from specific customers and prospects

Interactive marketing

online activities and programs designed to engage customers or prospects and directly
or indirectly raise awareness, improve image or elicit sales of products and services
Word-of-mouth marketing

people-to-people oral, written or electronic communications which relate to the merits
or experiences of purchasing or using products or services

Personal selling

face-to-face interaction with one or more prospective purchasers for the purpose of
making presentations, answering questions and procuring orders

Above-
the-line

Below-
the-line

Table 8: Major modes of communication instruments (based on Keller 2009, p. 141; Perrin 2015)

The instruments are divided into above-the-line communication and below-the-line
communication. Above-the-line instruments are tailored to reach a mass audience
and to repeat communication. Furthermore, it assists in building brand awareness.
Below-the-line instruments specifically target individual customers to initiate direct
contact. It is meant to build relationships and brand trust and drives individual
responses (cf. Perrin 2015). While above-the-line is seen as the classic
communication, below-the-line is dominated by what is seen as a lack of these
classic advertising forms and thus creates a different approach to the target
audience (cf. Peattie/Peattie 1995, p. 22).

Table 9 shows some of the more common options for communicating to the target

group within the before mentioned modes:
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Media advertising

Place advertising

Point of purchase advertising

™

Radio
Newspaper
Magazines

Billboards and posters
Movies, airlines and lounges
Product placement

Point of purchase

Shelf talkers

Aisle markers
Shopping cart ads
In-stare radio or TV

Direct response advertising

Trade promotions

Events and sponsorship

Mail

Telephone
Broadcast media
Print media
Computer-related
Media-related

Trade deals/buying
allowances

Point of purchase displays
Push money

Contests and dealer
incentives

Training programs
Trade shows
Cooperative advertising

Sports

Arts
Entertainment
Fairs and festivals
Cause-related

Interactive Consumer promotions Mobile

Websites Samples SMS messages

E-mails Coupons MMS Messages

Banner ads Premiums Ads

Rich media ads Refunds and rebates Location based services
Search Contests and sweepstakes Publicity and public relations
Videos Bonus packs Word of mouth

Message boards and forums
Chat rooms

Blogs

Facebook

Twitter

YouTube

Price-offs

Personal selling

Table 9: Marketing communications options (based on Keller 2013, p. 218)

Communication at the POS

One of the options named in table 7 is the point of sale advertising, an — despite its
value — at times overlooked collection of instruments. The retail point presents the
time and place at which all sale elements, from the customer to the money and the
product, come together. There are various potential instruments including displays,
sales promotions, in-store advertising, sales people and even the packaging that
can be used to influence the customer’s purchasing decision. POS programs can
also easily be tailored to the needs of the local market or directed at specific

consumer segments (cf. Quelch/Cannon-Bonverte, 1983, p.162-164).

4.4.2 Selection of instruments

The selection of instruments is done based on their suitability towards the
achievement of the communication targets. This is done under the assumption that
all instruments contribute to the target with differences regarding the level and

timing of the contribution — resulting in certain instruments being preferred over
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others depending on the specific case (cf. Bruhn 2003, p. 158f.). Table 10

presents the use of key selection criteria to compare selected instruments:

Advertising Sales_ F’ul:_)Iic Direc_i Pers_onal
promotion relations marketing selling
Control medium high low high medium
Cost high medium low medium high
Credibility | low medium high medium medium
Main tasks differentiating | persuading | differentiating | persuading | persuading
informing informing reinforcing

Table 10: Selection criteria for communication instruments (based on Fill 2009, p. 27 quoted from:
Baines et al. 2008, n.p.)

Further methods to select communication instruments are comparison checklists

or portfolio analyses (cf. Bruhn 2003, p. 159).

4.5 Integration of the communication

Due to the communication instruments used to address increasingly diverse target
groups, the topic of integrated communication has become more and more the
center of attention for marketing experts (cf. Esch 2006, p. 1). Integrated
communication presents a new way of looking at the entirety. Instead of looking at
advertising, public relations, sales promotions, purchasing, employee
communications, etc. individually, it attempts to realign communications in a way
of seeing it like the customer would — like a flow of information from
indistinguishable sources (cf. Schultz/Tannenbaum/Lauterborn 1993, p. xvii).

Figure 23 gives a quick overview of the ways to look at integrated communication:
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the course of time / between means of communication

A

Internal communication <» External communication

A

Positioning as the base of integrated communication

A

Organizational/personnel foundation for integrated communication

Figure 23: Possible viewing points of integrated communication (based on Esch 2006, p. 20)

Integrated communication enables companies to create increased consistency in

their market communication efforts, resulting in an improved effect for the sales

(cf. Kotler/Keller/Bliemel 2007, p. 694). The communication activities are extensive

and can be integrated formally, regarding content and chronologically (temporally)

(cf. Esch 2011, p. 71). Table 11 shows an overview of the types of integrated

communication:
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Table 11: Types of integrated communication (based on Bruhn 2015, p. 99)

The content-related integration applies to a guideline for a comprehensive theme
of all instruments while the formal integration covers all decisions made in regard
to uniform and consistent realization of the topic through formal design principles.
The temporal integration relates to both the coordination as well as the continuity
of all instruments in the different planning periods (cf. Bruhn/Esch/Langner 2009,
p. 171). In practice, integrated communication is at times closer to wishful thinking
than actual fact if not done thoroughly. Many communication performances are
rather shattered into fragments than fully integrated (cf. Esch/Herrmann/Sattler
2013, p. 297).

4.5.1 Content-related integration

Content-related integration assists in imparting the positioning message to the
target audience (cf. Esch 2014, p. 234). It serves to coordinate the different
content topics with the means of communication thematically through so-called
connecting lines. The focus is on creating a recognizable brand appearance with
reference to the targets of communication. Among others, uniform messages,

consistent arguments (cf. Bruhn 2015, p. 100) and key images are utilized as the
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herein mentioned connecting lines (cf. Bruhn 2003, p. 58). Key images are seen
as the visual core of the positioning message, acting as a figurative principle
theme underlying the appearance of the brand (cf. Esch/Herrmann/Sattler 2013, p.
298).

As Ries and Trout already stated back in 1972, the average consumer has run out
of the mental ability to cope with the large extent as to which they receive
commercial input. As a result, consumers are less interested in looking for a brand
that perfectly suits them and instead are content with a mere satisfactory brand (cf.
Ries/Trout 1972, p. 51). This ‘oversimplification effort of the mind’ (cf. Ries/Trout
2001, p. 6) and the present situation of the ‘information overload® for the target
groups makes the content-related integration an integral part of the overall

communication integration.

4.5.2 Formal integration

Formal integration is based on the attempt to formally standardize the
communication measures (cf. Bruhn 2015, p. 100) and concerns all elements that
would also be discussed as part of a company’s corporate design. This includes
stylistic features like specific colors and forms, a consistent typography, an
unchanging logo and more (cf. Esch 2011, p. 71). Compared to the content-related
integration, formal integration does not take part in connecting the distinct
positioning content with the brand. Instead it primarily focuses on establishing the
brand in the minds of the target audience and simplifying the access to the brand
(cf. Esch/Herrmann/Sattler 2013, p. 298).

It is implemented through subjecting all communication instruments and measures
to clearly defined design principles within the corporate design to secure and
continuously guarantee an easily recognizable brand appearance (cf. Bruhn 2015,
p. 100f.). Since the actual consideration set does only consist out of a few brands
and not all brands available on the market (cf. Hauser/Wernerfelt 1990, p. 393),
the importance of the formal integration becomes even clearer. The corporate
design’s importance in the competitive situation increases as it can substantially

influence the economic value of a brand or product (cf. Mast 2010, p. 47).
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4.5.3 Temporal integration

The effect of communication instruments can significantly suffer under frequent
changes of the communication concept (cf. Bruhn 2003, p. 67). This is where the
temporal integration comes into play. It focuses on the short- and middle-term
coordination of communication measures, including all activities that are
responsible for coordinating die different measures that match up the individual
instruments within as well as in between the planning periods. This way the
uniform appearance in regard to the communication goals is strengthened (cf.
Bruhn 2015, p. 101).

The temporal integration is also relevant to ensure that the individual
communication instruments can function in support of each other instead of
without any clear relation or even against each other. Additionally, the time-wise
continuity needs to guarantee learn effects for the recipient. Recurrent changes
will not only hinder the learn effect but lead to a loss of credibility (cf. Bruhn 2015,
p. 101). When coordinating the communication instruments, lead times and waiting
periods should be avoided as to not hinder the targeted continuity (cf. Bruhn 2003,
p. 68). Hereafter, two different approaches regarding temporal integration are
presented. Due to the relevance for Peeroton, this thesis will only take a short look
at the big bang approach before discussing the slow roll out approach in more

detail.

4.5.3.1  Big bang approach

The big bang approach can be characterized as a rocket ship coasting into orbit. It
all takes off at once and is created to have a significant impact. Advertising
generally favors going with the big bang which is also how many ad programs are
traditionally launched, involving substantial advertising (cf. Ries 2009). The
sudden effect can be very efficient but might also be more complex and as a result
present a higher risk (cf. Hernandez/Anand 2016). A selection of advantages and
disadvantages are relevant when it comes to dealing with the big bang approach,

as presented in table 12:
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New, intensive brand experience at once Highrisk
High brand awareness when coupled with a
solid marketing strategy

In case of repositioning: Negative associations
with other brand can be terminated at once

High expenses and pressure on cash flow

High pressure on internal organization

Table 12: Overview of advantages & disadvantages of the big bang approach (based on RGN
2015)

45.3.2 Slow roll out approach

While big bang approaches can make sense for large organizations with existing
revenue streams and resources, the slow roll out approach is oftentimes more
applicable for smaller companies or startups with limited resources (cf. Zwilling
2015). The slow roll out approach — also called phased approach — means that the
process is implemented in different phases, gradually nearing the full
implementation (cf. Mass 2014). Prioritized touch points of the brand are changed
right away at the start of the roll out or within a short time frame and coordinated
around the overall launch. All other touch points with the consumers are changed
or applied in a phased transition (cf. Clarke 2016). The general process takes

place within a (in advance) specifically defined time period (cf. RGN 2015).

As with the big bang approach, a number of advantages and disadvantages come

with a slow roll out, as presented in table 13:

Can result in confusion among target audience

Lessrisk (e.g. discontinuity among instruments)
More time to adjust Possible loss of focus in the process
Opportunity to communicate more intensively In case of repositioning: Temporarily co-
towards target group existence of multiple brands

Relatively low costs and allocation over a
longer period of time
Little pressure on internal organization

Table 13: Overview advantages & disadvantages of the slow roll out approach (based on RGN
2015)

A slow roll out approach allows the transition of the brand touch points as part of
the day to day operational cycles. This enables planning for the essential brand
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impact while only minimally disrupting the day-to-day business operations.
Working along an extended timeline also opens up the possibility of engaging the
target group and creating brand engagement over a longer period of time (cf.
Clarke 2016).

The turning point for new products launched with a phased approach comes when
the initial slow sales start to accelerate rapidly towards the mass market instead of
not being able to keep up with the initially created excitement. This explains why
the big bang approach can be followed by quickly diminished growth if there are
no resources to back it up. Many of the largest, most powerful brands today,
however, have taken off slowly (cf. Ries A./Ries L. 2004, p. 269f.).

The slow roll out approach also enables companies to steer their credibility. A PR
campaign, driving word of mouth, can create credibility for the brand. After a
certain level of credibility is achieved, a company can consider spending resources
on an advertising program effectively (cf. Ries A./Ries L. 2004, p. 272).

4533 Selection

The big bang approach and the slow roll out approach are the two extremes on the
spectrum. It is possible and somewhat common to choose a strategy that lies
somewhere in between, e.g. using the big bang strategy on some brand carriers
while applying a slow roll out on others (cf. RGN 2015). Either way, there are a
number of factors that have to be considered when deciding which strategy along

the entirety of the spectrum to go with, as shown in table 14.
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Lead time

Costs

The lead time |efore the implementation and
the results differs depending on the chosen
strategy and have to suit the company and
brand.

The big bang approach does not only come
with higher costs but also less allocation time.
This means that the resources in the company
must be present to follow it successfully.

Brand impact on target audience

Logistics

Regardless of the chosen strategy, addressing
the target audience correctly is essential. To
avoid confusion or miscommunication the
strategy needs to be chosen with the suitability
regarding the customers in mind.

In some cases, the brand carriers need a longer
preparation time — e.g. with more than one
branded element or when legal requirements
are involved. A suitable coordination with the
chosen strategy is vital.

Credibility

The customers need to be able to connect the
roll out with the brand. When customers
perceive the roll out as uncharacteristic for the
brand or the iInstruments used are seen
critically, a lack of credibility will ensue.

Table 14: Big bang or slow roll out selection factors (based on RGN 2015; Saunders 2001)

4.6 Defining the communication budget

The communication budget includes all financial resources that are made available

(e.g.

costs for the production,

creation,

placing of the communication,

communication specific market research and measuring). The budget is assigned

a planning-, information-, steering-, coordination-, motivation- and controlling

function (cf. Bruhn 2015, p. 267f.). A number of ways to define a communication

budget that are widely used in practice, are as followed:

1.

Percentage-of-sales method

The budget is defined as a pre-determined percentage of the sales, whether

based on historical-, average- or planned values.

Method of communication costs per sales unit

Per sold unit a specific contribution is allocated to the communication budget.

Forward-projection method

The budget of the previous year is transferred to the present year, based on

the assumption that the previous year’s budget was used efficiently.
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4. Method of financial sustainability
Based on the company’s resources the budget is defined by what is

(subjectively) affordable.

5. Competition-parity method
The budget is created based on empirical values of the competition’s

expenditures.

6. Market-share method
As another competition referred method, the market-share method bases the

budget on the past, present or planned market share.

7. Method of instruction
The budget is defined arbitrarily and without public reference values. Instead it
is decided on by the management without further information as to which
criteria the decision is based on. (cf. Fuchs/Unger 2014, p. 361-365; Bruhn
2015, p. 274f.)

5. Positioning controlling

Managing a brand is not an end in itself, its profit contribution for the company
needs to be controlled and measured. Only that way brands can be positioned

successfully on the intended markets (cf. Esch 2014, p. 621).

A brand is deemed successful on the market when the customers have created an
explicit image with positive associations of the particular brand for themselves,
which then positively influences the brand value (cf. Haedrich/Tomczak/Kaetzke
2003, p. 157f.). This makes it comparatively difficult to actually measure success.
When measuring the success, economic (quantitative) and non-economic
(qualitative) controlling can be distinguished. The success of decisions made
regarding the positioning can be operationalized. This way brand positioning can

be made accessible for controlling (cf. Trommsdorff/Paulssen 2005, p. 1365).
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5.1 Qualitative controlling

Qualitative research usually evokes verbal reactions of the consumers while

quantitative examinations work with different kinds of questions in the form of

scales, making it possible to determine the answers numerically (cf. Keller 2005, p.

1316). Table 15 displays a variety of options to conduct the research and their

individual factors:

Specific and easier to interpret

Elaborate and done independently

- Free association

- Adjective ratings and checklists
- Confessional interviews

- Projective techniques

- Photo sorts

- Archetypal research

Day/Behavior reconstruction

- Photo/Written journal

- Participatory design

- Consumer-led problem solving

More profound and harder to interpret

Direct observation

- Bubble drawings

- Story telling

- Personification exercises
- Role playing

- Metaphor elicitation

- Real-life experimenting

- Collaging and drawing

- Consumer shadowing

- Consumer-product interaction
- Video observation

Table 15: Qualitative techniques (based on Keller 2013, p. 296)

The more specific the question, the more restricted the respondent will be with his

or her answer.

Open-ended questions result in freer and more detailed

information. When the techniques used are particularly symbolic, it is important to

do an extra follow-up to find out more about the motives behind the information

given (cf. Levy 1985, p. 68f.).

Controlling in regard to positioning can be done in a variety of ways, including

examining the predominant brand knowledge among the audience. In that respect,

the brand awareness and the brand image prevail (cf. Haedrich/Tomczak/Kaetzke

2003, p. 164). Figure 24 shows the different aspects and associations the

customers’ tested brand knowledge is based on.
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BRAND
KNOWLEDGE

Figure 24: Operationalization of brand knowledge (based on Keller 1993, p.7)

Above all, brand awareness is measured using the techniques of brand recall tests
(active) and brand recognition tests (passive). Brand recall enables a company to
test if the target group is aware of the existence of their brand without naming any
examples. Brand recognition uses assistance in the form of e.g. a list of brand
names of a certain category and then asks the respondents to mark which brands
they are familiar with (cf. Haedrich/Tomczak/Kaetzke 2003, p. 161). The inability to
recognize a brand even with the assistance would show the low relevance the
brand has had so far for the person interviewed (cf. Kreutzer 2013, p. 150f.).

Figure 25 shows the different levels of brand awareness:

dominant brand

(exclusive brand
awareness)

intensive active brand
awareness

(Top of Mind)
active brand awareness

(recall)

passive brand awareness (assisted recognition)

Brand is unknown

Figure 25: Awareness pyramid: Intensity of brand awareness (based on Aaker 1991, p. 122;
Levermann 1995, p. 41)
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When measuring a brand’s image, the most well known instrument is the image
profile. Consumers are asked to judge brands of a specific category based on a
given list of associations. The results then give insight to the image of the brand.
Before conducting an image profile test, it is necessary to determine the target
group as well as relevant associations (cf. Haedrich/Tomczak/Kaetzke 2003, p.
161 quoted from: Aaker 1992, p. 175).

5.2 Quantitative controlling

Aside from the qualitative controlling, the quantitative controlling plays a significant
role when determining the success of a brand. It is based on specific factors such

as the following:

- Sales

- Turnover

- Profit

- Profit margin

- Market share

- Costs

- Profit margin

- ROI (cf. GroRRklaus 2006, p. 249; Zerres 2000, p. 407)

Additional KPIs must be developed depending on each company’s individual
situation to the brand’s success. These factors, however, cannot solely be
attributed to positioning. Other marketing-mix instruments like price, service and

distribution also play a significant role (cf. Grof3klaus 2006, p. 249).
Choosing just one method will not lead to meaningful and qualified information,

which is why it is recommended to measure both the qualitative and quantitative
success if possible (cf. GroRRklaus 2006, p. 250).
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6. Peeroton GmbH

The current chapter looks into Peeroton’s beginnings in Austria and the overall
company profile as well as its position regarding previous and future

internationalization endeavors.

6.1 Company profile

The company Peeroton GmbH was founded over 20 years ago in 1994 by Prof.
Wolfgang Peer. The goal was to create a sports brand that would be attractive to
experts, professional athletes and day-to-day users alike (cf. Peeroton GmbH
2016).

In the mission to support the different user groups alike, Peeroton — together with
the before mentioned group of experts — has developed the following pillars of

their product line, presented in figure 26:

Healthy living Successful in sports

Figure 26: Pillars of the Peeroton product line (based on Peeroton GmbH 2016)

Peeroton offers nutritional supplements, beverage powders, other forms of sports
nutrition and a variety of merchandise. Additionally, they act as a so-called health
manager that provides different levels of support to both professional athletes and
amateurs. For this purpose a close relationship with a pool of experts has been
established. The group of eleven doctors, bio chemists, pharmacists and health-
and sports experts developed a system that works with the continually updated

scientific data to assist the customers (cf. Peeroton GmbH 2016).
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Table 16 provides a closer look into Peeroton‘s product portfolio:

Weight management Performance increase / maintenance

- Muscle gain shakes - Powerpack carbohydrate bars
- Muscle strength keratin powders - Carbohydrate beverage powders
-  Weight management protein shakes | - Isotonic beverage powders
- Weight management capsules - Concentration capsules
- Weight management protein bars - Energy bars
- Specialist book - Energy gels

- Carbohydrate gels

- Vitamin school drinks
Immune system Regeneration Merchandise
- Vitamin beverage - Recovery shakes - Drinking bottles

powders - Regeneration capsules - Shakers
- Specialist book - Protein - vitamin shakes
- Elixir

Table 16: Peeroton product portfolio (based on Peeroton GmbH 2017)

Due to the close attention paid to professional athletes, Peeroton has been the
official partner of the Olympic Team Austria since 2002 and has actively supported
the athletes at national and international events. Other partners include the Austria
Ski Team, John Harris Fitness, Austrian hockey teams WAC and KSV and
Austrian soccer teams SK Rapid and Austria Wien. The main retail partners in
Austria are Gigasport, Intersport and Hervis (cf. Peeroton GmbH 2016).

In the future Peeroton plans to extend their product line even further towards non-
professionals of all ages to help consumers incorporate the Peeroton philosophy
into their daily lives. As part of this project, corporations with a number of schools
as well as pharmacies have been established. The main focus among all age

groups here lies on hydration (cf. Peeroton GmbH 2016).

6.2 Current position and potential restrictions

After the initial beginning in 1994, followed by continuous development, Peeroton
has been able to successfully cross the Austrian border and has started frequent
presence on fairs and events as well as intensive cooperation with selected
retailers and actively pursuing online distribution for the German sports food
market. Since then the online distribution has been extended globally (cf.

Moseneder 16.06.2016).
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As the next step, Australia has been chosen for further export effort due to its high
per capita usage of sports nutrition products and its overall growth in regard to the
sports food industry (cf. Modseneder 16.06. 2016). However, a number of
restrictions and risks that apply specifically to Peeroton, come with entering a new

market.

Requirements for importing sports nutritional products

Australia has installed rigorous legal requirements when it comes to sports
consumer products of the nutritional kind. These requirements differ from the ones
known in the home market Austria. One of the particularly strict areas, when it
comes to sports nutritional requirements, is the labeling (cf. Food Standards

Australia New Zealand 2016). The labels of sports foods must:

- include the designation ‘formulated supplementary sports food’

- indicate that the sports nutrition product is not suitable as the sole source of
nutrition and needs to be consumed in conjunction with a nutritional diet and
fitting physical training or other kind exercise

- provide clear directions articulating the recommended quantity and frequency
of intake of the sports food

- state the recommended consumption of the nutritional product per day

- express that the product is not suitable for children under the age of 15 or for
pregnant women

- specify that the product should only be used under medical or dietetic

supervision (cf. Food Standards Australia New Zealand 2016)

If a product states a health promoting effect it needs to be proven by Australian
standards. The import of such health promoting nutritional products is regulated by
the ‘Therapeutics Goods Administration (TGA) which is also responsible for
classifying the therapeutic products. For the requirement to be added to the
‘Australian Register of Therapeutic Foods (ARTG), Peeroton needs to work
together with a legal entity as a sponsor. This could e.g. be a importer or trading
partner (cf. Lotter 22.03.2017).
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In general, when importing food to Australia, the company is legally obligated to
adhere to the Imported Food Control Act 1992 and Australian state and territory
food legislation. This is done to ensure that the food is safe, suitable for human
consumption and complies with Australia’s food standards (cf. Department of

Agriculture and Water Resources 2017).

Were Peeroton not able to adhere to these requirements, it could entail legal

consequences or even impede the overall export process.
Industry risks

The overall risk within the Australian sports industry is forecast to be medium over
the 2017/18 period by the industry research institute IBISWorld (cf. Jacob
30.03.2017). This rating is based on the following factors within the industry:

- Expected growth score

- Capital expenditure by the state and local government
- Demand from creative and performing arts activities

- Demand from media buying agencies

- Increasing level of competition

- Real household discretionary income

- Spectator sport participation

- Sport participation (cf. Jacob 30.03.2017)

A risk factor within the sports nutrition industry specifically, is the availability of
cheap counterfeit products and other food safety issues. These products that do
not comply with the strict safety regulations can restrain the growth of the market

and affect sales of the competition (cf. Upadhyay 2016).

7. Market analysis

Companies that lose clear sight of their markets will quickly end up suffering the
consequences (cf. Trout/Rivkin 1996, p. 51), thus stating the importance of a
proper market analysis.
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7.1 Australia

The current chapter looks at Australia as a country as well as the Australian sports

market as the basis of the sports nutrition industry as a whole.

7.1.1 Key facts

Over the past decades, Australia has turned into a competitive market economy
due to reforms and the location of its almost 7.5 million square kilometers in one of
the currently fastest growing regions of the global economy (cf. The World
Factbook 2016).

Population
As of September 2016, the Australian continent is inhabited by approximately 24.2
million people with a population growth of 1.5% (cf. Australian Bureau of Statistics

2017). The age structure as of July 2014 can be seen in figure 27:

Australian population age structure

15.82% 17.84%
0-14 years
11.82% 12.96% 15-24 years
25-54 years
55-64 years

65 years and over

Figure 27: Australian population age structure (based on The World Factbook 2016)

Economy

As of 2015, Australia’s GDP is set at 1,257 billion US dollars with a 2016 GDP per
capita of $ 48,800 (cf. The World Factbook 2016). The economy saw a 1.1%
growth in the GDP in the final quarter of 2016, averaging the annual GDP growth

of 2016 at 2.4% (cf. Karp 2017).
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Australia is an important exporter of natural resources as well as energy and
different kinds of food, worth $184.3 billion in the year 2016. Imports worth $203.1
billion in 2016, consist of machinery, office machines, telecommunication and

crude oil and petroleum products (cf. The World Factbook 2016).

Employment

The labor force in Australia consists of 12.36 million people (cf. The World
Factbook 2016) with an average annual net income of $37.369 per person as of
the end of 2016 (cf. OECD Data 2016). The unemployment rate as of February
2017 is at 5.8% (cf. Australian Bureau of Statistics 2017).

7.1.2 The Australian sports market

Sports have a significant meaning in the lives of Australians, defining it as a
characteristic of the national culture. Approximately 6.5 million Australians
participate in organized sports and 7.6 million partake in live sporting events every
year. Additionally, based on recent research by the Australian Government, 92%
of Australian adults are interested in at least one sport while the average number

lies by 6 sports (cf. Australian Sports Commission 2015, p. 3).

Market research center A.T. Kearney estimates that the global sports industry —
from food and merchandise over infrastructure to media rights and sponsorships —
is worth between $480 and $620 billion (A.T. Kearney 2011). Australia is one of
the significant markets in this global industry, as can be seen in figure 28

(numbers in US Dollar):

Revenue Anual growth 12-17 Businesses
$10.5bn 4.2% 7,713
Profit Forecast annual Wages
growth 17-22 9
$673.8m 2.9% $2.7bn

Figure 28: Key statistics of the Australian sports industry (based on Jacob 30.03.2017)
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The sports sector contributing to this growth is made up of a wide variety of
entities that are all driven by the before mentioned widespread popularity of sport
within Australia (cf. Jacob 30.03.2017). The growth in the Australian sports market,
however, does not only come from individual spending. To support the continuous
growth, the Australian Government takes part by having invested $1.2 billion in

sports over the previous 4 years (cf. Australian Sports Commission 2016).

When looking into the most popular sports in Australia, there are multiple ways to
rate the different sports. One option is to compare sports by ‘most popular search
terms’, ‘attendance for sports’ and ‘participants in sports and activities’, as

illustrated in table 17:

Rank Most searched Most attended Most participated
1 Awustralian Football League Australian Rules Football Aerobics
2 Cricket Horse Racing Golf
3 Football Rugby League Tennis
4 MNational Rugby League Motor Sports Lawn bowls
5 Golf Soccer (outdoor) Netball
6 Rugby Cricket (outdoor) Swimming
7 Soccer Rugby Union Cricket (outdoor)
8 Tennis Harness Racing Martial arts
9 Basketball Tennis (indoor and outdoor) Basketball
10 Rugby League Dog Racing Tenpin Bowling

Table 17: Most popular sports in Australia (based on Australian Bureau of Statistics 2010; Wood
n.d.)

7.2 Sports nutrition industry in Australia

The vast majority of Australians continues to be interested in fitness and sports
nutrition, including both the serious athletes and casual users making purchases in
the category. This development will carry on the growth in this market, making it

an industry to be watched (cf. Euromonitor International 2016).
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7.2.1 Key facts

Due to its changing image, sports nutrition is currently strongly outpacing other
major consumer health categories when it comes to market growth with rising
interest of consumers. The inflow of resources and changes in infrastructure
barriers help establishing sports nutrition as a significant consumer health grow
engine (cf. Euromonitor International 2015). As of 2016, the sports nutrition market
in Australia is worth 849 million Australian dollars - €580 million — and continues to
grow with an average of 14% annually from 2009 to 2014 (cf. Lotter 22.03.2017).

Considering this, it comes as no surprise that the sports nutrition market has a
rapidly growing consumer base. With the United States still being the leader when
it comes to the global sports nutrition consumption, Australia can be found right in
second place. Both countries are forecasted to continue their growth in the
forthcoming years (cf. Gardner 2016). Despite not leading globally in regard to
overall consumption, Australians can be found at the forefront with the highest per
capita consumption of sports nutrition in the world (cf. Lotter 22.03.2017). The key
markets drivers from the consumer perspective have been the large number of
new, specialized products, the increased usage by a broader range of

demographics and the more diverse distribution channels (cf. Becker 2014).

As mentioned in chapter 2.3.2., the Foreign Trade Center Sydney names food
retailers, nutrition specialty shops, fithess centers and e-commerce as the
prevalent commercial distribution channels in Australia (cf. Lotter 22.03.2017). The
accelerated growth particularly in mass retail and online distribution suggests a
broadening appeal of sports nutrition products to those using it for sustaining an

active lifestyle instead of the classic understanding of athletes (cf. Lane 2012).

As can be seen in figure 29, showing data from 2014 in million AUS dollars,
protein based products are still ubiquitous in the Australian sports nutrition market
including attracting many of the new consumers. However, non-protein based
products with ingredients like amino acids and beta alanine is not only strong
already but is actually predicted to outgrow the protein products over the upcoming

years (cf. Harrison-Dunn 2014). Despite the growth of the non-protein based

76



products, the protein bar still accounted for the largest growth with 20% (cf. Lotter
22.03.2017).

Sports nutrition products in Australia
| | | | | | |

Protein powders 389

Non-protein based 258

Protein bars 105

Ready -to-drink protein drinks 46

Other protein | 6

0 50 100 150 200 250 300 350 400 450

Figure 29: Sports nutrition products in Australia (based on Statista n.d.)

7.2.2 Segmentation of the Australian sports nutrition market

According to Greg Richards — chairman of the vitamins and sports nutrition
company Vitaco — the Australian sports nutrition market can be segmented, based
on the underlying motivation, into three different categories (cf. Evans 2015), as

illustrated in figure 30:

weight active
management nutrition

sports
performance

Figure 30: Australian sports nutrition market segments (based on Evans 2015)
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Naturally, the sports nutrition market can also be segmented based on other key

factors as shown in table 18:

By product type By end user By distribution channel
- protein powder - athletes - large retail and mass
- isodrink powder - lifestyle users merchandisers
- capsules/tablets - recreational/weight - small retail
- supplement powder users - drug stores
- ready-to-drink - mature users - specialty stores
protein drinks - fitness and health
- iso and other sports centers
drinks - online
- carbohydrate drinks - others
- protein bars
- carbohydrate/energy
bars
- other supplements

Table 18: Segmentation of the Australian sports nutrition market by products (based on Upadhyay
2016; Rosenberg 2015)

7.2.3 Trends

The rapid growth in the sports nutrition industry in Australia specifically does not
just come naturally. Instead it is driven by a variety of trends that need to be taken

into consideration when investing in the market (cf. Evans 2015).

Increasingly health focused consumers

By international standards, Australia is a generally healthy country (cf. National
Preventative Health Taskforce 2008, p.9). This is no surprise, considering the
significant public health focus on nutrition (cf. Rikkers et al. 2013, p. 1). Healthy as
well as socially and environmentally responsible eating trends are driving the food

consumption of Australians significantly (cf. FMCG 2016).

Rise in women taking workout supplements

Male consumers have shown largely stable needs over the past years when it
comes to sports nutrition. Now, however, there are signs indicating a shift in
female exercise patterns towards muscle strength and fitness instead of a stern
focus on losing weight. This change in the market has created a growing market
for female specific health products as well as co-gender marketing for certain

sports nutrition products available (cf. Gardner 2016). The share of female
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consumers of nutritional supplement in Australia has grown from 5-10% to 40-50%
over the past few years (cf. Lotter 22.03.2017). Women tend to steer away from
the large quantity products and instead opt for smaller purchases more regularly.
Furthermore, taste plays a more important role together with a search for natural

ingredients and vegan friendly option (cf. Sullivan 2015).

Growing sports participation rates and gym attendance

Collective physical activity through sport and recreational activities is seen as
beneficial for both the physical psychological well-being (cf. Smith/Thomas/Batras
2016, p.572). With many Australians actively seeking ways to benefit their health,
physical activity has increased (cf. Clearinghouse n.d.). This can also be observed
when looking at the gym and fitness center industry in Australia. The market has
seen not only considerable structural changes but also an average growth of 9.3%
since 2012. The rising health consciousness paired with increased affordability
and accessibility has further growth in memberships (cf. IBISWorld 2016).

Increased inclusion of social media

Social media supports the sales of sports nutrition products like never before.
Consumers are increasingly more likely to share their workouts on social media
platforms like Facebook and Instagram. This includes the products and brands
they use as part of their exercise regime. As such, the social media channels have
turned into effective brand building tools with sports companies engaging with both
end consumers and professional athletes to increase awareness for their

respective brands (cf. Euromonitor International 2016).

7.3 Target group

When looking at the overall sports industry in Australia, there is a clear indication
regarding the age groups of the consumers, aside from broadcasters and

businesses. Figure 31 illustrates the size of the segments that buy the industry’s

products or use its services:
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Target group segmentation

Broadcasters
12.79
21.7% 7% Businesses
17.6%
Consumers aged 15-34
34.5% 13.5%

Consumers aged 35-54

Consumers aged 55 and
over

Figure 31: Target group segmentation in the sports industry (based on Jacob 30.03.2017)

In the sports nutrition industry, bodybuilders and extreme athletes are often
mistaken for the target audience with companies targeting strength and endurance
sports. While they are an active part of the community, overall they only account
for about 5% of the total sports nutrition category sales. This shows the
importance of the so-called mainstream consumer that might not be found at the
gym on a daily basis but still sees sports nutrition as a ways to support everyday
health and the needs of his or her active lifestyle. Keeping in mind that there is no
longer a ‘typical’ sports nutrition user, it is important to consider the unique
characteristics of each of the emerging consumer segments (cf. Williams 2016;
Rosenberg 2015). An overview is presented in table 19 before looking into each

segment more closely.

Consumers l:(ey Looking fo_r_in
motivators sports nutrition

Actively active consumers support for their convenience, taste,
tuned-in interested in health active lives assistance
Performance young and very performance functional benefits
driven active advantage
Gracefully more mature energy and injury ready-to-drink
maturing age wise prevention products
Driven to looking to lose weight management satiety
lose weight and medical issues products

Table 19: Sports nutrition target group categories (based on Rosenberg 2015)
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Actively tuned-in

This segment includes consumers that are informed and active. While they are not
professional athletes, they look for ways to feel and look good as well as stay
healthy. Performance enhancement is not a key motivator. Instead specific foods
and nutritional products are used to support their active lifestyles. Sports nutrition
is something that is seen as essential but should not be too difficult. Before
purchasing products they search for information based on suitability, convenience
and taste (cf. Rosenberg 2015).

Performance driven

The performance driven segment is generally young and leads an active lifestyle.
Sports nutrition is used mainly to attain a performance advantage by providing
more power and energy to support with demanding exercise. These consumers
exercise regularly and take sports nutrition products before and after exercising as
well as to stay hydrated. Due to their interest, they make up the majority of the
early adopters looking for new products and benefits, putting functional benefits
over taste and cost. Once the performance driven consumers have found a
product that provides the desired results, they tend to be loyal to the brand (cf.
Rosenberg 2015).

Gracefully maturing

The gracefully maturing audience looks for better endurance and energy to stick to
the known lifestyle despite aging. These are both male and female consumers
looking to preserve youthfulness and prevent injuries. This group’s go-to product is
anything protein related to stay active more than improving their appearance.
Especially the older people among this group look for simple solutions like ready-
to-drink products instead of complicated tablets or hardy snack bars (cf.
Rosenberg 2015).

Driven to lose

This segment searches for ways to manage their weight. It includes men and
women alike and is not restricted to a certain age group. The overweight means
that the key motivators are losing said weight and at times related medical issues.

They look for advice and ways to incorporate the new diet into their busy and
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stressful lives. This means that the sports nutrition products do not only need to

give satiety support but also motivation and energy (cf. Rosenberg 2015).

When it comes to Peeroton specifically, the target group so far has been set — with

previous experience in mind — as followed:

— People between the ages of 20 to 50 years
— Males (65%) and females (35%) (cf. Méseneder 13.01.2017)

While there is no exclusion of lifestyle users (non-athletes), Peeroton concentrates

especially on runners, cyclists and triathletes (cf. Moseneder 08.01.2017).

7.4 Competitors

The competitors at hand were chosen based on information from the managing
director of Peeroton, information from the ‘Au3enwirtschaftszentrum Sydney’ and
independent research done by the author of the thesis. The companies described

in more detail were also used as part of the primary market research.

Based on the upcoming detailed information, table 20 provides a quick overview of

the selected competitors:

Competitors in the Australian sports nutrition market
Company Focus
Musashi Market leader; known for its amino acid products
GuU Known as the creator of the performance gel
EENDURA  Endura Large palette of products, no particular focus
Nuun Focus on nutritional tablets
Clif Focus on energy bar (especially the CIif Bar)
!g Gatorade Staple sports drink to combat dehydration
PowerBar PowerBar Focus on the lead product — PowerBar energy bar
Bl BSc BodyScience Emphasis of vegan friendly products
m Winners Sports Nutrition | Products for cyclists in particular

Table 20: Competitors in the Australian sports nutrition market (own presentation)
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Musashi

MUSASHI

Figure 32: Musashi logo (Musashi 2016)

Musashi is one of the most well-known and best sold sports nutrition brands in
Australia (cf. Lotter 22.03.2017). It was established in 1987 and named after a
famous Japanese philosopher and swordsman, representing power and strength
(cf. Musashi 2016). In 2015 it was bought by Vitaco Ltd which — after having
bought a number of general nutrition and sports nutrition brands in the previous
years — is the self proclaimed market leader in the Australian market segment with
about 20% (cf. Evans 2015). After having forecast, a $91.8m revenue for 2015-16,
Vitaco sold 60% of its shares to Shanghai Pharmaceuticals Holding Co Ltd for
$141m, combining the growing Chinese sports nutrition market with the Australian
healthcare brands (cf. Evans 2015; Yanrong 2016).

After having started off with 5 amino acid blends, Musashi’'s product range has
been expanded over the years and now additionally includes a variety of protein
powders, bars and drinks. Musashi’s partnerships include local athletes like
Australia’s Strong Man Champion for the past 15 years, Derek Boyer as well as

professional, local soccer and rugby teams (cf. Musashi n.d.).

GU

Figure 33: GU logo (GU Energy n.d.)

GU Energy Labs — commonly called GU — is known as the creator of the original
performance gel, a gel-like product made with a focus on carbohydrates,
electrolytes and at times caffeine, to assist endurance athletes like cyclists and
long-distance-runners (cf. USA Triathlon 2011; Blake 2004).
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GU was founded in 1994 in Berkeley, California by Bill Vaughan. Since 1996 GU
has had an on-and-off partnership with the Ironman Corporation increasing its
global export, stating that triathletes are the company’s core users (cf. USA
Triathlon 2011; Roethenbaugh 2012).

Endura

AENDLURA

SPORTS NUTRITION

Figure 34: Endura logo (Endura n.d.)

Endura Sports Nutrition has been made and distributed for over 20 years by
Health World Limited, Australia’s self proclaimed leading Natural Health Science
Company founded in 1985. Endura is a well-known event sponsor and as such
sponsors over 100 events throughout Australia and New Zealand, like lronman,
the Noosa Triathlon and the Gold Coast Airport Marathon (cf. Endura n.d.).

Endura offers a variety of products for rehydration, recovery, energy performance
and muscle support including accessories. It supports a large number of
professional and emerging, local athletes and can be purchased through its own
online shop, a range of online retailers as well as in retail stores throughout

Australia and New Zealand (cf. Endura n.d.).

L I-.. .J

Figure 35: Nuun logo (Nuun n.d.)

Nuun was the first company to separate electrolyte replacement from
carbohydrate, resulting in the position of the world leader in electrolyte enhanced
drink tablets. The company’s headquarters are based in Seattle, Washington,
selling their products in approximately 5,000 health food-, outdoor- and sports
specialty stores in the US. Nuun is available in over 30 countries and serves
everyday purposes as well as assistance in high intensity sports (cf. Nuun n.d,;
Nuun Hydration n.d.).
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Nuun’s product focus still lies on the classic tablet form. However, powders and
flakes with the same hydration purpose have been added to the range. The
company has partnerships with international as well as local Australian athletes
(cf. Nuun n.d.).

Clif

sCLIF

Figure 36: Clif logo (Clif Bar n.d.)

Clif Bar — commonly called Clif — was founded in 1992 in Nevada, USA by Gary
Erickson and, as of today, is based in Berkeley, Californa. The product range
includes the Clif Bar energy bar, the Clif Bar Ice Series, Clif Shot energy boosting-
gel and the Luna energy bar, especially for women (cf. Funding Universe n.d.).
Founded as an alternative to existing energy food, the company has seen a 20.9%

annual growth and increased its employee count to 975 sind 2013 (cf. Frojo 2016).

Aside from its home country, Clif is sold in 17 other countries all over the world. It
can be found online and in retail stores throughout Australia with most of its

distribution focused on the east coast (cf. Clif Bar n.d.).

Gatorade

Figure 37: Gatorade logo (Gatorade n.d.)

Gatorade was founded in 1965 in Florida, USA by a team of researchers of the
University of Florida to combat dehydration in college football players (cf.
Gatorade n.d.). After having been acquired in 2000 by PepsiCo, it has since
increased its sales to over $5b, becoming PepsiCo’s 4" largest brand based on
annual retail sales as of 2010 (cf. PepsiCo 2010, p. 16; Howard 2007). In 2012
Gatorade was named one of the top 100 most powerful brands in the world. As of
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the same year it was distributed in over 80 different countries and made up 46% of

the worldwide sports drink market (cf. Forbes 2012).

Aside from its original sports drink, Gatorade also offers a range of protein and
energy powders, bars and shakes (cf. Gatorade n.d.). According to the 2015 Roy
Morgan Research study, 33% of the Australian population drinks a Gatorade

beverage at least once a week (cf. Roy Morgan Research 2015).

PowerBar

PowerBar

Figure 38: PowerBar logo (PowerBar n.d.)

PowerBar Inc. was founded in 1986 in Berkeley, California by Brian and Jennifer
Maxwell, starting off with the PowerBar energy bar, which is still one of the
company’s best selling products. In 2000 PowerBar was acquired by Nestlé and
began its global expansion (cf. PowerBar n.d.; Finz 2004). In 2014 PowerBar was
purchased by the US company Post Holding Inc. for an undisclosed amount (cf.
The Australian 2014).

Powerbar has partnerships with athletes all over the world, promoting their
products. The range consists of drinks, shakes, bars, powders, tablets, gels,
baked goods and accessories in mainly the categories energy, hydration and
recovery. The company sells its product online and through retailers throughout

Australia (cf. PowerBar n.d.).

BSc BodyScience

eBODYSCIENCE

Figure 39: BSc Body Science logo (BSc Body Science n.d.)

BSc Body Science is a privately owned sports nutrition company founded and
based in Queensland, Australia. Its main emphasis lies on the fact that all products
are steroid free and suitable for vegans which are promoted towards health and

lifestyle consumers and professional athletes alike (cf. BSc Body Science n.d.).
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BSc Body Science sponsors a variety of different Australian sports teams and

individual athletes (cf. BSc Body Science n.d.).

The company sells a large range of nutritional products, like protein powders, bars,
snacks, tablets and capsules, as well as sportswear online and through general
and specialist retail stores in Australia, focused on the east coast (cf. BSc Body

Science n.d.).

Winners Sports Nutrition

Winners

Sports Nutrition

Figure 40: Winners Sports Nutrition logo (Winners Sports Nutrition n.d.)

Winners Sports Nutrition is an Australian sports nutrition company founded in
2005. It has since built a product range consisting of energy bars, protein bars,
energy gels and so-called energy chews (cf. Winner Sports Nutrition n.d.). The
company’s products are distributed throughout Australia via an online shop as well
as through corporations with the large Australian supermarket chains Coles and
Woolworths (cf. Roethenbaugh 2014).

Winners Sports Nutrition puts a strong focus on cyclists with its online Winners
Cycling Club and a cooperation with Cadel Evans, a well-known Australian cyclist
since his Tour De France victory in 2011, who has his own product line with the
company (cf. Winners Sports Nutrition n.d.). Since 2014 Winners Sport Nutrition
has been in an established licensing and brand partnership with IRONMAN Asia
Pacific. The company provides their products for all IRONMAN events in Australia
and is licensed to use the IRONMAN brand on its products sold in retail stores (cf.
McMahon 2017; Roethenbaugh 2014).

Other competition

During the primary market research, the participants were asked if they were able
to spontaneously name any sports nutrition brands that they had used or knew of
in general. Aside from the brands already mentioned previously, no other brand
was named more than twice. These brands will not be discussed in further detail

as part of the present thesis.
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7.5 Market analysis conclusion

Due to the vast popularity of sports in Australia, the country’s sports industry is a
continuously growing market with 4.2%. The changing image and rising consumer
interest of sports nutrition in particular, has given the Australian sports nutrition
market specifically profitable market growth with 14%, leaving the market with a
worth of 849 million Australian dollars as of 2016. A number of trends such as the
increasing health focus of consumers and the rise of women taking nutritional

supplements have contributed to the industry’s growth over the years.

On the Australian sports nutrition market a large variety of competitors can be
found, both Australian brands as well as international companies. The brand
Musashi is the current market leader with others following. The companies can be
divided in those that attempt to cover the entirety of the classic sports nutrition
range and those that focus on and are famous for a specific product, like amino
acids, gels or tablets. All brands have cooperations with athletes and selected

sports events.

A detailed primary research is necessary to obtain more information about the

consumers in this market.

8. Primary market research

The different sections of the research design were developed based on the
company objectives, the objective of the thesis and the literary section conducted
on the present matter as well as input by the responsible party within Peeroton.

8.1 Research design

Table 21 illustrates an overview of the research design used for the current thesis.

A more detailed version can be found in the appendix on pages A-2.
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Research design

Information demand

- Consumers’ exercise behavior and need for / interest in sports nutrition
- Consumers’ communication behavior and aftitude
- Consumers’ knowledge of current market players

Research objectives

Main objective:

- Obtain relevant and objective information regarding the Australian sporis
nutrition market and its consumers to enable the development of a positioning
strategy for Peeroton.

Sub-objectives:

- Identification of popular and practiced sports

- Determination of motives for taking sports nutrition

- Insight into prominent sports nutrition needs

- Classification of relevant reasons for purchasing

- Identification of non negligible competitors in the market

- Determination of the consumers’ information sources and their perceived
trustworthiness

- Classification of social media behavior

- Identification of preferred purchasing locations

Research method & instrument

- Quantitative research through online survey

Sampling

- Males & females
- Allages
- Residing in Australia at the time of the survey

Timing

- Execution of market research: CW 10-13
- Analysis of market research results: CW 13-15

Table 21: Research design (own presentation)

Followed by the necessary preparation, the fieldwork was executed by the author
of the thesis starting in calendar week 10 until calendar week 13. A detailed
overview can be found in the form of a market research specific project plan in the
Appendix on page A-25. The complete questionnaire can be found on page A-6 in

the appendix.
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8.2 Primary market research results

The results of the survey are displayed within the current chapter. These results
together with the market analysis will form the base for the brand positioning
specifically for Peeroton. To structure the questioning process, the questionnaire
was (to the respondents invisibly) divided into six categories which were defined

based on the information need.

8.2.1 Demographics

To determine demographic attributes, the participants were asked to answer a few
short questions in regard to their age, gender, their place of residence at the time

of taking the survey, employment status and their yearly income.

Of the 106 participants who answered this question, 37.7% were male and 62.3%
were female. Of those who submitted their age, 31.1% were between 18 and 25,
followed by the age groups 26 to 35 and 36 to 50 with 28.3% respectively. 9.4%
were between 51 and 65 while the smallest groups were those under 18 or over
65 with 0.9% and 1.9% of the participants.

Age Gender

N =183, n =106 N =183, n =106

1 .9%\0_9%

9.4%

munder 18
18- 25
31.1%
: 26 - 35 37-1%
male

28.3% 36- 50

_ _ female

51-65 62.3%

over 65
28.3%

Figure 41: Age & Gender (own presentation)

The majority of the participants currently reside in New South Wales with 38%,

followed by 28.5% in Queensland. Next come Victoria with 18.1% and Southern
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and Western Australia with 6.7% and 4.8% respectively. 1% lives in Australia’s
Northern Territory while 2.9% of the respondents stated that residence to be in the

Australian Capital Territory.

Current place of residence
N =183, n=105
1.0% 2-9%
4.8%
18.1% Victoria
New South Wales
Queensland
Western Australia
28.5% ® Southern Australia
38.0% Northern Territory
ACT

Figure 42: Current place of residence (own presentation)

Of the 103 people that submitted their employment status, 53.4% are employed for
wages. For 33% the main ‘employment’ is as a student, regardless of smaller jobs
done part time. 7.8% of the participants are self-employed followed by 2.9%
homemakers and 3.9% who are retired. None of the respondents identified as

unable to work or unemployed.

Employment status Yearly income
N=183 n=103 N=183 n =106
i .
29% 3% Under § 10,000
T7.8%

510,000 to § 19,009
Student 170%  angm $20,000 to § 29,999
33.0% Employed for wages % 30,000 to § 30 090

Self-emplayed 17.0% -‘ $ 40,000 to § 49,999

Homemaker a.4% = £ 50,000 to § 74,509
53 4% » Retired - : $ 75,000 to § 99,990
$ 100,000 and above

7.5% MO answer

3.8%

Figure 43: Employment status & yearly income (own presentation)
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In accordance with the large number of students, 20.8% of the participants stated
their yearly income as under $ 10.000. Yearly incomes over $100.000 as well as
the reluctance to name the income occurred 17% of the time each. In 9.4% of the
cases, yearly incomes between $20.000 and $29.999 and between $50.000 and
$74.999 were stated. 8.5% named their yearly income as between $75.000 and
$99.999. A yearly income between $10.000 and $19.999 was named 6.6% of the
time right after a yearly income between $30.000 and $39.999 with 7.5% of the
participants while $40.000 and $49.999 appeared 3.8% of the time.

8.2.2 Target group

Of the 183 participants who answered the given question, 36.1% responded that
they exercise more than 3 times a week followed by 27.3% who practice sports 2-
3 times a week. 13.7% exercise approximately once a week while 1.6% decides to
exercise 1-2 times a month. Of the group, 3.3% exercise once a month with 18%

stating that they do not generally practice sports.

Frequency of exercising
N =183, n=183

Yes, more than 3 times a

18.0% week
Yes, 2-3 times a week

0,
3.3% 36.1%
1.6% Yes, once a week
Yes, 1-2 times a month
13.7%

Yes, once a month

No
27.3%

Figure 44: Frequency of exercising (own presentation)

Of those who practice sport (regardless of the frequency), 42.1% named going to

the fithess center as a way they exercised, closely followed by running with 39.9%.
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23.6% of the respondents stated that they go swimming as well as 18.6% that like
to go cycling. The highest rated team sport is soccer which was named by 8.6% of
the participants. Surfing, golf, tennis and basketball were all named 3.6% of the
time while 2.9% of the people partake in triathlon training or Australian football.
2.1% practice gymnastics while cricket and rugby is played by 0.7% of the

respondents each.

Types of sport

N =183, n =140
| | | | | | | |
Fitness center 42.1%
| | | | | | |
Running 39.3%
| | | |
Swimming 23.6%
| | |
Cycling 18.6%
|
Soccer 8.6%

Surfing | 3.6%

Golf | 3.6%

Tennis | 3.6%

Basketball | 3.6%

Triathlon | 2.9%

Australian Football | 2.9%

Gymnastics 2.1%

Cricket 0.7%

Rugby | 0.7%

Other 33.6%
| | | | | |

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Figure 45: Types of sport (own presentation)
33.6% of the participants answered the open question option ‘other’ and named

the following sports they practice, as shown in table 22:
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Times named

{in absolute numbers)

Type of sport

Yoga &/or Pilates

Volleyball &/or Beach volleyball
Hiking &/or Bush walking

Softball

Walking

Trail running & Running

Netball

Boxing &/or Kick boxing &/or Karate
Hockey

Gym

Dance

Power lifting

Sailing

Touch football/rugby &/or Gridiron
Aerobics

Rock climbing

Baseball

Touch foothall/rugby &/or Gridiron
Cross fit

BMX

Circus skills

Horse riding

Qutdoor cardio

Kite surfing

= A A NP MR MR R (W W W B || 00|00

Table 22: Sports named without assist (own presentation)

136 of those partaking in the survey answered the question if they currently or in
the past had practiced any of the sports named professionally. 75% stated that
they were and always had been amateur athletes for personal fitness or
recreational purposes. 22.1% said that they took part in amateur competitions
followed by 5.1% who used to be professional athletes and 4.4% who were college
athletes at the time of the survey. 2.2% of the respondents teach sports part-time

as well as 0.7% full-time. Also 0.7% declared to still be a professional athlete.
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Level of professionalism in sports
N =183,n =136

| currently am a professional athlete 0.7%

| have practiced sport(s) professionally in.. 5.1%
| teach sports full-time | 0-7%

| teach sports part-time | 2-2%

| am a college athlete | 44%

| take part in amateur competitions 22-1%|

No, | am an amateur athlete | | | 75.0%

0% 20% 40% 60% 80%

Figure 46: Level of professionalism in sports (own presentation)

39.9% of the respondents who exercise currently use nutritional supplements
while 9.2% did not take nutritional supplements at the time of the survey but had
used them at some point in their lives. 51.5% stated not to use or not having used

nutritional supplements at all.

Use of nutritional supplements
N=183,n=173

Yes, | currently use
nutritional supplements

39.3% Yes, | have used

nutritional supplements
in the past

No

51.5%

9.2%

Figure 47: Use of nutritional supplements (own presentation)

Those who used or had used nutritional supplements before were asked for their
primary motivation behind taking them. The main reasons named are to gain
muscle mass and to support the immune system with 39.9% each. The next

popular motive is to increase physical performance with 34.5% followed by
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regeneration purposes with 33.3%. Maintaining the existing physical performance
was named 16.7% of the time. 22.6% stated that they were or had been seeking to

lose weight while 8.3% want or used to want to gain weight.

Motives for taking nutritional
supplements
N=183,n=84

|
To gain muscle mass 39.3%

To benefit my immune system 39.3%
To increase my physical performance | 34.5%
For regeneration purposes 33.3%
To lose weight 22.6%

To maintain my physical performance 16.7%

To gain weight | 8.3%

Other 14.3%

0% 20% 40% 60%

Figure 48: Motives for taking nutritional supplements (own presentation)

14.3% of the participants named further reasons for taking nutritional supplements

which are illustrated in table 23:

Motive ot b
Physical health (supporting organs and bodily functions) 9
Energy 3
Preventing deficiencies (due to a special diet) 3
Healthy hair/skin 2

Table 23: Motives for taking nutritional supplements named without assist (own presentation)

A 64.2% majority of the respondents stated that they opt for nutritional
supplements on a daily basis while took 27.4% take them 2-3 times a week. The
frequencies ‘once a week’ and ‘less than 2-3 times a month’ were named 2.4% of
the time each. 1.2% of the participants take nutritional supplements 2-3 times a
month and 2 people (2.4%) said that they took them ‘2-4 a week’ and ‘about 5
times a week’.
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Frequency of taking nutritional

supplements
N=183,n=84
1.2% 24 /0\2_40/
24% _ _——
Daily
2-3 times a week
27.4% Once a week
2-3 times a month
64,2%

Less than 2-3 times a month
Other

Figure 49: Frequency of taking nutritional supplements (own presentation)

69% of the participants prefer to take their nutritional supplements after exercising
while 35.7% take them at a set time regardless of the exercise that day. 26.2%
take nutritional supplements before exercising with 17.9% who take them during
exercising. For 19% of the respondents, nutritional supplement present a suitable
snack while 6% generally consume them when they feel like it. Also 6% combine
nutritional supplements with sports competitions while 4.8% prefer them in their
free time regardless of exercise in general. 7.1% stated different motives, among

which are ‘for breakfast’ and ‘as a meal supplement’.

Times of taking nutritional supplements
N=183,n=84

Before exercising I 26.2|%

During exercising 17.9%
After exercising | 69.0%

At sports competitions | 6.09
As a snack 19.0%
At a set time, regardless of exercise that day | 35.7%
In my free time, regardless of exercise in..| 4.89
Whenever | feel like | need to take any | 6.09
Other | 7.19

0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 50: Times of taking nutritional supplements (own presentation)
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Figure 50 first shows the options geared towards exercise and then those that are

non-exercise related.

The most popular nutritional product is the protein powder which 61.9% of the
respondents use or previously used, closely followed by the category of vitamin
supplements with 58.3%. 34.5% take a liking to electrolyte drinks while 15.5% use
isotonic drinks. Protein bars are consumed by 29.8% of the participants, protein
shakes by 28.6% and protein drinks by 13.1%. 9.5% of the people responded that
they consume protein snacks as well as the same amount that take energy drinks.
Low carb bars, special hydration drinks and energy gels are consumed by 7.1%.
For 8.3% of the participants, energy bars are part of their diet while electrolyte
tablets and diet shakes are used by 3.6% each. In figure 51 the answer-options

are grouped by product type and shown in that order.

Types of nutritional supplements
N=183,n=284
Protein powder | | | | | 61.9‘%;
Protein shakes | |28.6%
Protein drinks 13.1‘|%
Protein bars | 29.8%
Protein snacks 9.5%
Isotonic drinks 15.5%
Electrolyte drinks | 34.5%
Electrolyte tablets | 3.6%
Low carb bars | 7.1%
Diet shakes | 3.6%
Special hydration drinks | 7.1%
Energy drinks 9.5%
Energy bars | 8.3%
Energy gel | 7.1%
Vitamin supplements 58.3%
Other ! 19.0%
0% 10% 20% 30% 40% 50% 60% 70%

Figure 51: Types of nutritional supplements (own presentation)
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19% of the participants named additional nutritional products they use, as shown
in table 24

Times named

{in absolute numbers)

Products

Creatine products

QOther minerals

BCAA powder

Fish ol

Amino acids

Mushrooms

Banana flour

Super food supplement drink
Table 24: Nutritional supplement products named without assist (own presentation)

el el el e LR I E SR B =

In the appendix on page A-22 an additional matrix can be found illustrating a
possible correlation between the type of sport the participants practice and the
sports nutrition products they take. While the information is to be treated with
caution due to the lower number of participants that answered both questions, it
does show once again that protein based products — including the protein bar —
and vitamin supplements are particularly popular. Especially among those
participants that stated that they exercise at the fitness center and/or by running
and swimming. Electrolyte drinks also showed significance, including among those

that cycle.

Of those who currently do not take nutritional supplements, 9.1% showed a
general interest in the products while 15.9% stated that they might like to combine
it with an exercise regime. 75% are currently not interested in trying nutritional

supplements.
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Interest in nutritional
supplements for non-takers

N =183,n =88
o,
9.1% Yes, in general
0,
15.9% Yes, as an addition to
exercising
75.0% No

Figure 52: Interest in nutritional supplements for non-takers (own presentation)

Those that had not used nutritional supplements before but showed interest were
asked what their primary motivation behind taking nutritional supplements would
be. The main reasons named are to benefit the immune system with 50% and to
lose weight with 45.5%. Increasing the physical performance and regeneration
were present at 27.3% each. 9.1% of the participants stated that they wanted to
gain muscle mass while 4.5% are looking to maintain their physical performance.

None want to gain weight or have named any other prominent motives.

Motives for taking nutritional

supplements
N=183,n=22
| |
To benefit my immune system | 50.0%
To lose weight | 45.5%
For regeneration purposes 27.3%
To increase my physical performance 27.3%

To gain muscle mass | 9.1%

To maintain my physical performance | 4.5%
To gain weight | 0.0%

Other | 0.0%

0% 20% 40% 60%

Figure 53: Motives for taking nutritional supplements for non-takers (own presentation)
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8.2.3 Qualities of a sports nutrition brand

The respondents were asked to rank the importance of nutritional supplements

based on the following scale:

- 1. Very important
- 2. Rather important
- 3. Rather unimportant

- 4. Very unimportant

Out of the 151 participants, the factors most important for using nutritional
supplements are next to trust with 1.39 and high quality with 1.52 the
gastrointestinal tolerance with 1.71 as well as display of health benefits with 1.74
and good taste in general with 1.75. This is in opposition to the least important
affiliations with international and local athletes with values of 3.21 and 3.20. Easily
understandable application and the availability at quality distribution channels with
1.98 and 1.99 respectively still rank before the quality of the packaging with 2.15.
The display of athletic performance benefits at 2.24 counts almost as important as
the use in professional sports with 2.29. The affiliations with health organizations
as well as the large variety of different tastes — both with 2.42 — count just more
important than a streamlined product range with 2.43. Figure 54 shows the

answer-options grouped by topic and in the relating order.
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Importance of nutritional supplement
attributes
N =183, n =151
High quality 1.52
Trust | 1.39
Use in professional sports 2.29
Affiliations with local athletes 3.20
Affiliations with international athletes 3.21
Affiliations with health organisations 242
Large variety of different tastes 242
Good taste in general 1.75
Display of health benefits 1.74
Gastrointestinal tolerance 1.71
A streamlined product range 2.43
Display of athletic performance benefits 2.24
Quality of the packaging 2.1l5
Easily understandable application 1.98

Availability at quality distribution channels 1.99

2 3 4

very important 2 = rather important

1
1
3 = rather unimportant 4 = very unimportant

Figure 54: Importance of nutritional supplement attributes (own presentation)

8.2.4 Competitors

When asked about brands in the Australian sports nutrition market without
assistance, Gatorade is the most named brand with 13 times — thus among the
participants the most known. Endura and GU rank second being named four times
each. Still relatively familiar — named three times each — are the brands Bulk
Nutrients, Powerade, Powerbar and Swiss. In fourth place — mentioned twice each
are the brands Musashi, True Protein, BSc BodyScience, Clif, Balance and
Optimum Nutrition. The remaining brands were only named once each, showing a
rather low level of recognition amongst the 67 participants. The answers are
illustrated in table 25:
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Competitors Times named Competitors TIT:; asb;lo?u?:ed

(in absolute numbers) numbers)
(Gatorade 13 Unicity 1
Endura 4 Isostar 1
GU 4 Nuzest 1
Bulk Nutrients 3 XL-1 1
Powerade 3 Maxim 1
PowerBar 3 Elite 1
Swiss 3 Mass Protein 1
Musashi 2 Optimum Gold 1
True Protein 2 Define 1
BSc BodyScience 2 Centrum 1
Clif 2 NoBull Supplements 1
Balance 2 Juice Plus 1
Optimum Nutrition 2 Vital proteins 1
Nuun 1 Blackstone 1
Quest Nutrition 1 Muscle Eze 1
Herbalife 1 Staminade 1
Body & Fit 1 C4 1
International Protein 1 Vega Sport Protein 1
Myo 1 Perfomix 1
Nuun 1 Victory 1
EM’s Power Cookies 1

Table 25: Competitors named without assist (own presentation)

As already shown in the recognition in table 18, Gatorade is the most well known
brand in the sports nutrition industry. It is recognized with 31.3%, and has also
already been used by 59.2% of the participants. PowerBar has also been used
before by 26.0% out of 147 persons who answered this question whilst 39.7%
have heard of the brand. BSC Body Science has a recognition of 22.1% with a use
of 11%. Musashi has equally been used by 11% with an almost equal recognition
of 21.4%. Endura has been used equally by 11.6% but is less known, showing a
percentage of 17.8. When it comes to using the brand entering the single digit
percentage, GU ranks just under 10% - with a use of 8.9% and a recognition of
16.4%. Followed by Clif with a use of 4.8% and an awareness of 10.3%. Least
used are Winners Sports Nutrition and Nuun being used by 2.7% and known by

respectively 12.3% and 11.0%.
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Awareness of competitors
N =183, n =147

I | | I I I I I I
Musashi 11.0% 21.4% 67.6%
I I I I I I I I I
Winners Sports Nutrition 2.7% 12.3% 84.9%
I I I I I I I I I
BSC BodyScience 11.0% 22.1% 66.9%
I I I I I I I I I
PowerBar 26.0% 39.7% 34.2%
I I I I I I I I I
Gatorade 59.2% 31.3% 9.5%
I I I I I I I I I
Clif [4.8% 10.3% 84.8%
I I I I I I I I I
Nuun 2.7% 11.0% 86.3%
I I I I I I I I I
Endura 11.6% 17.8% 70.5%
I I I I I I I I I
GU 8.9% 16.4% T4.7%
I I I I I I I I I

0% 10% 20% 30% 40% 50% ©60% 70% 80% 90% 100%

Yes, | have used it before Yes, | have heard of it before

No, | have not heard of this brand before

Figure 55: Awareness of competitors (own presentation)

The selected brands were rated on each of the attributes of sports nutrition that
were before rated in chapter 8.2.3. The respondents were asked to state up to
which degree they felt like the brands fulfilled the given attributes, based on the

following scale:

- 1. Strongly agree
- 2. Agree
- 3. Disagree

- 4. Strongly disagree

For those that did not have enough knowledge of the brand, the option ‘can’t say’

was provided.

The upcoming figure 56 displays all selected brands rated on the different
attributes based on the before given scale. Please acknowledge that this does not
necessarily rate the actual, objective quality of products in regard to the selected

attributes. Instead it shows how the audience perceives the brands.
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As can be seen, the brands performed within a somewhat similar range in many of
the areas. When it comes to the attribute ‘high quality’, Nuun, BSc BodyScience,
GU, PowerBar and Musashi are seen as high quality brands with Endura leading
the field. Those that were reviewed more neutrally are Winners Sports Nutrition,
Clif and Gatorade. Despite Gatorade’s status as a global brand, this rating might
indicate that among less mainstream sports nutrition brands, Gatorade is not
broadly seen as having the same high quality as others. All brands are seen as

generally trustworthy when it comes to e.g. the legality of the substances used.

Participants agreed that all brands show competence through use in professional
sports, even though affiliations with local as well as international athletes were met
less agreeably. In both areas Gatorade was seen as the prominent brand,
especially in cooperation with international athletes. Clif was not rated as working
with either one of the groups. Respondents agreed most with the statement that
Nuun was affiliated with health organizations. The other brands are seen as active

to neutral in this particular area.

In the areas ‘availability with quality distribution channels’, ‘easily understandable
application’ and ‘quality of the packaging’ people generally agreed that all brands
fulfilled the different attributes with Endura and Gatorade performing best overall. It
was agreed on that the brands largely display their benefits for athletic
performance well with Endura once again heading the field. Clif was rated
agreeable to neutral when it comes to this attribute as well as with ‘streamlined
product range’. GU was rated most favorable in the latter, just like in the area of

‘gastrointestinal tolerance’. Here, the remaining brands were also rated positively.

When it comes to displaying the brands’ health benefits, BSc BodyScience was
ranked most agreeably with Gatorade and Clif being seen as distinctively more
neutral that the other competitors in this area. When asked about the large variety
of different tastes, the participants agreed that Endura with its large product range
fulfilled this attribute best. Discussing the good taste of the products in general,
PowerBar and BSc BodyScience were rated most favorably followed by Endura.
Winners Sports Nutrition was seen as slightly lacking in both areas compared to

the other brands, being rated fairly neutral.
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Availability at quality distribution channels n=83
Easily understandable application n=92
Quality of the packaging n=92
Display of athletic performance benefits n=8o
Streamlined product range n==4
Gastrointestinal tolerance n=92
Display of health benefits n=82
Good taste in general n=983
Large variety of different tastes n=94
Affiliations with health erganizations n=94
Affillations with international athletes n =485
Affiliations with local athletes n=96
Competence through use In professional sports n=989
Trust n=105
High quality n =105
1 5 3 a5 4

Gu =*=Endura == tuun N =183

=l Gatorade ~S=powerbar

—.—psr BodyScience ~%-Winners Sports Nutrition " Musashi

1= strongly agree 2= agree
3= disagree 4 = strongly disagree

Figure 56: Brands sports nutrition attributes (own presentation)
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8.2.5 Communication

107 people named the sources they use when looking for information about sports
nutrition. 44.9% of all get information about sports nutrition from sports related
websites, closely followed by 39.3% being informed by family, friends or
acquaintances. Health professionals and fitness center employees (e.g. coaches,
trainers) with respectively 37.4% and 35.5% are further information sources for the
participants. Personal coaches/trainers provide information to 30.8% of the
respondents. Social media makes up for 23.4% of the sources for the topic.
People also receive details about nutritional supplements from specialty stores,
pharmacies and sports related retail stores respectively with 18.7 %, 17.8% and

16.8% of the time. Magazines provide information to 9.3% of the participants.

Information origin
N =183, n =107
Sports related website I I I I I | | 441.9%
Family, friends or acquaintances | | | | 39.3%
Health professionals | | | | | 37.4%
Fitness center (e.g. coach, trainer) | | | | | 3|5.5% |
Personal coach/trainer | | | | 3|0.8%I
Social media | | | 23.4{%
In specialty stores | | 18.|7%
Pharmacy | | 17.8|%
In sports related retail stores | I16.8"/!;
Magazines 9.|3% ‘
Other ! : 18.|7%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Figure 57: Information origin (own presentation)

18.7% of the participants named other sources they use for information, as

presented in table 26:
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Times named

Source (in absolute numbers)

Online (random search or on manufacturer sites)
Through doctors, nutritionists or dietitians
At the university
Other athletes
Through friends
Scientific literature
At health food stores
Table 26: Information sources named without assist (own presentation)

sl p|w| o

The respondents were asked to rank the trustworthiness of information about

sports nutritional based on the following scale:

. Very trustworthy
. Mostly trustworthy
. Rather trustworthy

1
2
3

- 4. Rather untrustworthy
5. Mostly untrustworthy
6

. Very untrustworthy

Due to the fact that no information origin was rated as 5 or higher, rank 6 is not

shown is figure 58.

Health professionals and pharmacists are considered most trustworthy with a
ranking of respectively 1.79 and 1.84 followed closely by personal trainers with
2.49 and nutritional specialty store employees with 2.68. Seen as almost equally
trustworthy are health magazines with 2.81, sports related websites with 2.84 and
friends, families or acquaintances with 2.85. Sports magazines with 2.94 and
fitness center employees with 3.01 enjoy a moderate level of trust. Sports related
blogs and sports related retail store employees receive a ranking of 3.14 and 3.28
whilst employees at sports clubs and lifestyle magazines rank at 3.33 and 3.63. At
the bottom of the ranking independent distributors with 4.00, social media
channels with 4.13 and supermarket employees with 4.68 can be found. In figure

58 the answer-options are grouped by topic and shown in the corresponding order.
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Trustworthiness of information origin
N =183, n =103
Sports related websites ' I 2.84
Sports related blogs | | 3.14
Social media channels | | | 413
Health magazines | | 2.81
Sports magazines | | 2.94
Lifestyle magazines | | 3.63
Health professionals | 1.79
Pharmacists | 1.84
Family, friends or acquaintances | 2.85
Fitness center employees | | 3.01
Personal trainers : :2.49
Sports related retail store employees 3.28
Nutritional specialty store employees | | 2.68
Supermarket employees | | 4.68
Employees at your sports club : : 3.:33
Independent distributors : : : 4.00
0 1 2 3 4 5
1 = very trustworthy 2 = mostly trustworthy
3 = rather trustworthy 4 = rather untrustworthy
5 = mostly untrustworthy

Figure 58: Trustworthiness of information origin (own presentation)

Looking into the use of social media, the usage frequency was distinguished as:

— Daily

- Weekly
— Monthly
— Not at all

The most used social media channel is Facebook with a daily use of 90.7% of the
participants. 4.6% use it weekly and 1.9% on a monthly basis which leaves 2.8%
who don’t use Facebook at all. Another frequently used channel is YouTube with a
daily use of 27.1%, weekly 47.7% and 18.7% on a monthly basis (6.5% not at all).
32.4%, thus more of the participants use Instagram daily but less (17.1%) weekly.

9.5% use Instagram on a monthly basis while 41% don’t use it at all.
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Social media usage
N =183, n =108
| I I
Pinterest | 7.8% 12.6% 17.5% 62.1%
Instagram 32.4% 17.1% 9.5% 41.0%
YouTube 27.1% 47.7% 18.7% 6.5%
7.6% | | |
Tumblr 1.9% 2.9% 87.6%
Twitter 11.5% 13.5% 9.6% 65.4%
Google+ 17.8% 8.4% 13.1% 60.7%
LinkedIn | 7.5% 25.5% 28.3% 38.7%
| | | 1.9%
Facebook 90.7% 46%  [2.8%
I I I I
0% 20% 40% 60% 80% 100%
daily ~weekly monthly not at all

Figure 59: Social media usage (own presentation)

LinkedIn on the other hand has more weekly (25.5%) than daily users with 7.5%.
28.3% use it monthly whilst 38.7% don’t use it at all. Users of Twitter and Pinterest
are very close together — daily 11.5% and 7.8%, weekly 13.5% and 12.8% and a
monthly use of 9.6% and 17.5%. This leaves 65.4% and 62.1% as “non-users”
respectively. Google+ overall ranks as second least used with 17.8% on a daily
basis, 8.4% weekly and 13.1% monthly — 60.7% don’t use it at all. Tumblr is the
least used channel with 1.9% daily and 7.6% weekly. The 87.6% “non-users” leave

2.9% as monthly users.

8.2.6 Distribution

52 participants who take nutritional supplements named the locations they

preferred to shop unassisted, as shown in table 27:
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Times named

{in absolute numbers)

Preferred location to shop

Online

Health (food) store

Sports related retail store
Fitness center
Supplement/Specialty store
Pharmacy/Doctor
Supermarket

Sports Club

Drugstore

Table 27: Preferred location to shop named without assist (own presentation)

e e L LIRSS e b

Specific retail brands that were named are as followed:

- Coles (named twice) - Herbalife

- Bulk Nutrients (named twice) - Nucerity

- Amazon - Health World Limited

- Nutrition Warehouse - Healthy Life Pharmaceuticals
- Chemist Warehouse - 99 Bikes

- Woolworth - Amino Z

- Foodland

Among those participants that currently use or have used sports nutrition,
purchasing online ranks high with 47.2% directly from the manufacturer and 18.9%
from a web shop like e.g. Amazon. 24.5% of the participants prefer buying
nutritional supplements from a specialty store followed by 18.9% for supermarkets
and fithess centers. Pharmacies and sports related retail stores rank equally high
with 17% each and independent distributors make up for 11.3% of the purchases.
The bottom two are convenience stores and sports clubs with 7.5% each. Those
respondents that named alternative locations (5.7%) named medical options like a
compounding pharmacy, a biomedical doctor or a specific health store. Figure 60

presents the answer-options grouped by topic and shown in the relating order.
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Purchasing locations

N =183, n=53
| | |
Online from a webshop 18.9%
Online from the manufacturer | | 47.2%
At the pharmacy | |17.0‘%
At a fitness center | | 18.|9%
In a specialty store | | | 24.5%
In any sports related retail store | |17.0"}0
At the supermarket | | 18.|9%
At a convenience store 7.5‘|’/o
Through your sports club 7.5‘|’/o
Through independent distributors !11.3%
Other 5.7"/!0

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Figure 60: Purchasing locations (own presentation)

49.1% of the present non-users would most likely buy supplements in pharmacies.
The second choice are sports related retail shops with 34%. Online shops and
buying online from the manufacturers would be chosen by respectively 30.2% and
26.4%. Specialty stores and supermarkets would be used by equally many: 26.4%
Fitness centers would make up for 20.8% of the possible purchases whilst 9.4%
would buy at a convenience store. Another possible choice would be sports clubs
with 7.5%. Least likely purchase channels for present non-users would be
independent distributors with a likeliness of 1.9%. Those that named other options
with 3.8% stated food health stores as their preference. Figure 61 presents the

answer-options grouped by topic and shown in the relating order.
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Purchasing locations

N =183, n=53
Online from a webshop | | 30.2% |
Online from the manufacturer | 26.4%
At the pharmacy | | 49.1%
At a fitness center | 20.8% |
In a specialty store | 2|6.4%
In any sports related retail store 34.0%
At the supermarket | 2&3.4%
At a convenience store 9.4%
Through your sports club | 7.5%
Through independent distributors | 1.9%
Other | 3.8%

0% 10% 20% 30% 40% 50% 60%

Figure 61: Purchasing locations for non-takers (own presentation)

8.3 Primary market research conclusion

The primary market research illustrated that the primary reasons for incorporating
nutritional supplements into a diet are to gain muscle mass, benefit the immune
system, increase physical performance and regeneration purposes. The main
reason — gaining muscle mass — also corresponds with the most popular types of
sports nutrition product: protein powder followed by vitamin supplements. Close to
two thirds of those that take nutritional supplements stated that they took these

products on a daily basis.

When looking at the buying criteria for sports nutrition products, trust regarding the
ingredients and the legality was named as most important followed closely by the
overall quality of the supplements. Other prominent criteria are the display of the
health benefits, the corresponding gastrointestinal tolerance of the products and

the good taste.
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Before actually purchasing sports nutrition products, people primarily look to online
sources — such as sports related websites — for more information. This is followed
by friends, family or acquaintances as well as health professionals. Fithess center
employees like a coach or a trainer are also considered for advice. About a quarter
of the participants use social media for information. Especially health professionals
are seen as trustworthy while the sports related websites are seen as moderately

neutral when it comes to reliability.

Regarding the way the brands are perceived by the consumers, the similarity —
despite a few outliers — leads to the conclusion that none have captured a
specifically defined position in the consumers’ mindset that differs significantly
from the other options. Gatorade is by far the most well known of the selected

competitors. It is followed by PowerBar, BSC BodyScience, Musashi and Endura.

Due to the fact that the primary market research results are based on a small
sample size, the author of the thesis suggests initiating further research when
more details regarding the market entry — such as the timing — are set.
Furthermore, an additional survey after a certain period of time in the market is

advisable.

9. Implications of primary and secondary research for

the positioning

The current chapter looks into the important aspects of the primary and secondary
research to create an overview which will then present the base for the positioning
for Peeroton. Table 28 gives a quick overview of significant information obtained

during the market analysis and the primary research.
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Information overview

Australian sports market

Australia shows an extraordinarily high interest with both high attendance and
participation rates, making it a market inhabited with increased potential for interest
in sports related issues.

Australian sports nutrition market

The sports nutrition industry in Australia has a continuously strong growth making it
the second largest globally. This generates a profitable market for both local and
international players.

Competitors

Musashi presents itself as the market leader, surrounded by a large number of other
competitors of different sizes and with a different focus presented to the consumers.

Selection of trends

- Increasingly health focused consumers

- Rise in women taking workout supplements

- Growing sports participation rates and gym attendance
- Increased inclusion of social media

Target audience

The audience has broadened due to a shift in the consumer base and a resulting
segmentation. There is an increased interest in health and sports nutrition that goes
beyond professional athletes and also includes lifestyle users, more mature
consumers and those that are mainly focused on losing weight.

Sports nutrition

While protein based products are still widely popular, especially the protein bar,
other non-protein based products such as vitamin supplements are on the rise and
are gaining a following.

Table 28: Information overview (own presentation)

To create a graphic overview of the implications for Peeroton, a SWOT analysis
way developed, as shown by figure 62. The strengths and weaknesses are
illustrated in combination with the opportunities and threats to create a feasible

base for the positioning for Peeroton.
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STRENGTHS WEAKNESSES

- Strong focus on health aspects - No current clear differentiation in
including a team of experts the Australian market situation

- Quality as focal point of - Difficulties of entering the market
Peeroton’s products as a foreign company

- Previous experience with - Lack of resources to penetrate
targeting endurance athletes the market thoroughly right away

- Steady social media experience - Lack of resources to react
(especially Facebook) quickly to potential new trends

- Peeroton is a high-price brand

OPPORTUNITIES THREATS

- Annual market growth of 14% - Large number of players already
- Quality and trust as main motives in as well as entering the

for choosing sports nutrition brand Australian market
- Increasingly health focused - Potential of being seen as an

consumers outsider in the competitive market
- Growing and broadening situation

consumer base - Blurred distinction among the
- Constant new trends in the market competitors
- Popularity of endurance sports - Potential for pricing wars among
- Increased inclusion of social the multitude of players

media (Facebook-centric)

Figure 62: SWOT analysis for Peeroton in the Australian market (own presentation)

The SWOT analysis is based on the findings of the market analysis as well as the
primary research. It shows clear strengths in the area of health focus and the
concerning opportunities in the growing Australian market. Meanwhile, the large
number of established competitors in the market is met with a current lack of
distinction suitable for the Australian market. It becomes clear that enabling a way
to clearly differentiate and enter a previously uncontested segment is the main

focus of the positioning for Peeroton.

10. Brand positioning for Peeroton

The current chapter illustrates the brand positioning concept for Peeroton in the
Australian sports nutrition market based on the findings of the primary and

secondary research.
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10.1 Targets

Two main targets are prevalent when developing the brand positioning for
Peeroton. They were developed based on the existing, overall targets as well as

the given market situation in Australia.

Target 1 — Creating a brand image
Due to the fact that Peeroton is still unknown in the new market, it is not
associated with any specific image. The target is to establish Peeroton as the

expert for sports nutrition in the triathlon scene in Australia.

Target 2 — Creating brand awareness

Peeroton is still unknown in the Australian sports nutrition market. Therefore, the
dominant target for the positioning is the creation of brand awareness. In
accordance with the second company objective presented in chapter 1.3.1 in the
present thesis, the goal is to reach an aided brand recognition of 10% among the

target group by the end of 2018.

10.2 Positioning strategy

With the variety of strategy options discussed previously in the chapters 3.4 and
3.5, a number are eligible for the positioning strategy for Peeroton. The present
chapter discusses the alternatives with Peeroton specifically in mind and makes

an educated decision to select the most beneficial strategy.

10.2.1 Potential strategies

Firstly, Esch describes three different options when it comes to realizing the

original positioning in a new, foreign market and its level of adaptation.

Retention of the brand position
To retain the brand’s prevailing position is advised when the company in essence
already covers the ideal perception of the significant target group and the ideal

perception is not yet occupied by another brand in the market. Consumers in the
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Australian sports nutrition market place value on many of those attributes that
Peeroton already fulfills in its current market. It is, though, not unique with its

current position compared to other competitors in the market.

Repositioning of the brand

To reposition the brand is the best option when the brand’s current position is too
far away from what the future audience will perceive as ideal. The company would
keep certain parts of the existing positioning and add on one or more factors to
sustain in the new market. Repositioning makes sense when the core of the
previous positioning fits the present targets and is to be kept unscathed. Keeping
the core of Peeroton’s positioning intact while adapting to market specifics would
enable the company to play out its proven strengths while catering specifically to

the Australian audience.

New positioning of the brand

To aim for a new position is best applicable when the ideals of the target group in
the new market are too far off from the existing position of the company and
cannot be adjusted by smaller adaptations. Despite its differences, Peeroton
currently does not work with a position that is too different from the Australian
sports nutrition market ideals to approach the existing target group. Thus, going for
an entirely new position might come with an unnecessarily high budget and risk

rooted in lack of experience in this new position that could possibly be avoided.

Ries and Trout have presented the Marketing Warfare model which offers four
different strategies to apply military thinking to a company’s positioning in a new
market. Each of the four options has an explicit purpose and enables adoption
based on the needs of the company. Due to Peeroton’s position and available
resources, its non-existing market share in the Australian market as well as the
competitive situation, the defensive and the offensive warfare strategies have

already been excluded and will not be subject to further selection procedures.

The Guerrilla Strategy
To follow a guerilla strategy is most suitable for companies looking towards a
market niche and that need to be quick when it comes to reacting to changes.

While a guerrilla strategy is not dependent on the size of the company, it does help
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smaller companies to flourish among larger competitors without stretching a big
budget. The guerrilla strategy has the ability to help Peeroton enter the market by
gaining attention in a creative and differentiating way while keeping limited

resources in mind.

The Flanking Strategy

The flanking strategy is meant for companies that have the ability to displace
another competitor in a peripheral with the ultimate goal of capturing the
underserved market. While not relying on a completely new product or service to
do so, the company would need a hook with a certain aspect of newness. If
Peeroton is able to find this original aspect, this strategy might be an option —

whether now or in the future.

10.2.2 Selection of the positioning strategy

Considering Peeroton’s current position compared to the Australian consumers
and the overall market situation, it becomes clear that a complete retention of the
brand position might not be the best option. While the audience’s ideals are not
nearly divergent enough to justify aiming for a completely new position, there are,
however, already too many competitors with a similar stand to support the claim

that its current position is not covered by at least one other brand yet.

Repositioning in a way that will stick to the proven core of Peeroton’s position
while slightly adjusting or heightening certain aspects for a way to differentiate in
favor of the Australian audience will help Peeroton to stand out. Chapter 10.3 will
offer a number of positioning idea alternatives with varying degrees of adaptation

to find the best position for Peeroton.

Considering Ries and Trout’'s marketing warfare strategies, the selection of the
strategy most suitable for Peeroton is made based on the company’s position in
the market and its resources. Due to Peeroton’s lack of any current position in the
Australian market, the defensive strategy reserved for market leaders is not a
viable option. The same applies to the offensive strategy in regard to available

resources.

119



When looking at the guerilla strategy and the flanking strategy with the two criteria
in mind, at first glance the guerilla strategy is favored. Due to the flanking
strategy’s potential, however, the two strategies are compared additionally, based

on the following factors to enable a clear selection:

- The market potential

- Theimage

- The distinguishability

- The product use/-benefit/-value

- The continuity

In the situation of Peeroton as a newcomer entering a foreign market with an
environment the company has no experience in, these factors will be used to
evaluate the guerrilla strategy and the flanking strategy in direct comparison with

the checklist method.

Factor Guerrilla Strategy Flanking Strategy
Market provides certain smaller | Large number of competitors
Market segments that might be offers many options but might
. defendable with a suitable make it difficult to find one to
potential approach displace without being replaced
instantly by another competitor
Creative, smaller tactics are A newcomer with a budget to
Image plausible for a smaller company | directly attack a competitor
and can add an original feel to it | might cost the image credibility
Distinguish- C!assicglly cr_gative approach R_equirecj newness prou_*ides a
ability with believability factor for differentiation factor which,
smaller companies however, needs to be upheld
Ability to transfer emotions in a Build to take over by adding to
Product use | different way increasing its product value in a way the
perceived value competition could not
Flexibility enables quicker Maintenance and reinforcement
Continuity adaptation to new market are significant to not be
developments displaced oneself

Table 29: Comparison of Guerrilla and Flanking Strategy (own presentation)

Table 29 shows a preference for the guerrilla strategy with it being the most
suitable for Peeroton concerning its current situation and the market the company
is about to enter. The flanking strategy, however, shall not be discarded

considering the fact that it might be a valuable option in the future after having
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settled in Australian sports nutrition industry. With this in mind, Peeroton in the
future could apply a heightened lead product strategy and introduce a line of

products for a specific target group.

10.3 Positioning idea

For a brand to be successful in a new market, it needs a well thought out
positioning idea that fits the brand and can appeal to its potential customers.
Especially for a new, smaller brand, this presents the only way it will be possible to

stand out among the players already present and established in the market.

10.3.1 Requirements

Before going further into developing positioning alternatives, it is essential to set
the requirements which need to be fulfilled. They are based on the theoretical pre-
work and further evaluated in accordance with the research done on the Australian

sports nutrition market.

Differentiation
Especially in an industry like sports nutrition with many similarly positioned
competitors, it is of utmost importance to find a way to differentiate Peeroton in the

mind of the audience.

Enable further growth and long-term success
The idea should be able to support Peeroton’s growth in the Australian market and
be durable over a longer period of time. It is significant for it to be future-oriented

and be flexible enough to adjust to sudden changes in the market.

Memorable and motivating
Considering the before mentioned longevity, the positioning idea of Peeroton
needs to motivate the audience and be memorable over a significant period of

time. There will be no brand awareness unless the brand is actually remembered.
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Identify the brand’s USP accurately
The positioning idea should be able to properly convey the brand’s value to the

target audience and not unnecessarily sway from its core.

Focus on the core customers

The positioning idea must be apply to appeal directly to Peeroton’s core customers
to not seem dissolute and be able to attract those that the brand is able to cater to
the best.

Simplicity
The communication of the idea must be simple for Peeroton to apply as well as for

the target group to understand and follow.

Match the customers’ perception
While customers make up their own mind, it is possible to positively influence this
process. However, the positioning idea still cannot straw too far away from the

core of the brand as to not produce confusion or incredibility.

Credibility
If the positioning idea lacks credibility, this will have a potentially lasting, negative
effect on the overall brand Peeroton. The positioning needs to be perceived as

belonging and fitting with the brand’s image.

Consistency
The positioning idea needs to be compatible with all the areas of business of

Peeroton.

Difficult to copy
While it cannot be ruled out for a competitor to ever try and copy the positioning

idea, it must be made a difficult and lengthy process to do so.

10.3.2 Positioning alternatives

For the positioning of Peeroton in the Australian sports nutrition industry, a number

of positioning alternatives were developed which will later on be evaluated
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individually. The alternatives were developed based on the specified requirements
in the previous chapter 10.3.1 as well as the differentiation model by Trout,
illustrated in chapter 3.7.2.3. The different attributes in Trout’s model are once

again presented as a prerequisite for the development of alternatives in figure 63:

Being the
first
Attribute
Hotness ownership
Being the .
latest Leadership
Differentiation
model by
Trout
How a
product is Heritage
made
Market
Preference specialty

Figure 63: Differentiation model by Trout summarized (based on Trout/Rivkin 2008, p. 93-180)

Alternative 1: Peeroton supports its customers with its team of experts

Alternative one is based on the primary research, showing that health
professionals are among the preferred and by far most trusted sources of
information for the consumers of sports nutrition. Additionally, the market analysis
showed that consumers are becoming increasingly health focused, an area in
which a team of experts can grant Peeroton further credibility. Peeroton has
always put a strong focus on the products’ high quality based on the newest
scientific insights. This is ensured by the company’s own expert advisory
committee, giving the customer the feeling that he or she will be able to purchase
quality products perfectly adjusted for his or her health and performance needs.
This aspect of the current positioning in Austria could be amplified as the USP for

the Australian market to start off with the quality focus and back it up with said
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expert advisory team. Peeroton could even offer a way to give the individual

additional support to provide them with exactly what they need

Alternative 2: Peeroton as the brand for triathletes

Alternative two is based on the primary research showing a significant part of the
participants taking part in endurance sports like running, cycling and swimming in
addition to general triathletes. Furthermore it presents a rather prominent scene in
the Australian sports industry. This plays right into Peeroton’s hands with its
previous experience in focusing on runners, cyclists and triathletes. These types of
athletes are generally consumers of sports nutrition due to the intensity of their
exercise and can, therefore, be a fruitful target group. The market research has
shown competitors’ clear inclusion of these types of endurance athletes and
advertising with professional athletes in this area but none seem to explicitly
market towards triathletes. Peeroton could establish itself as an expert and leader
for triathletes, without excluding runners, cyclists and swimmers individually, and
offer an all-round solution to secure the best performance possible for the

consumers.

Alternative 3: Peeroton understands women'’s exercise needs

Alternative three is developed as an acknowledgement of the trend of increasing
numbers of women taking workout supplements, as presented in chapter 7.2.3.
While the male consumers of sports nutrition in Australia have shown mostly
stable needs over the previous years, female exercise patterns have changed and
a new focus on nutritional supplements has occurred. Peeroton would be able to
make use of this growing market for female specific health products with both
classically female products for losing weight as well as strength, performance and
regeneration focused nutrition as part of its product portfolio. Peeroton would be
able to profit from its smaller sized packaging, the large variety of different tastes
and the previous experience in co-gender marketing to cater to this specific

audience.

Alternative 4: Peeroton is right where it is needed the most

Alternative 4 is based on the primary research showing a large number of
respondents citing the fitness center as their go-to option for exercising as well as

its potential for the distribution of Peeroton’s products. During the primary research
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fitness centers were actually announced as the main place to go and work out.
Moreover, the market research showed a growing rate of gym attendance in the
Australian market. Additionally, fithess centers shared the third place in the
ranking for distribution channels and trainers and coaches in- and outside of the
fitness center placed twice in the top five of the source of information for the
participants. Peeroton could use this as an opportunity not only as one of the ways
to distribute their products but to reach the target audience right where they train
and sports nutrition is a present topic. This strategy relies partially on the golden
Peeroton packaging catching the consumer’s eye and sparking a conversation

involving previously educated fitness center employees or trainers.

Alternative 5: Peeroton amplifies your workout with its signature protein bar range

Alternative five was developed based on the popularity of the protein bar which
was illustrated both during the market analysis and the conducted primary
research. Additionally, it serves the strategic option of working with a particular
lead product. The alternative works around a specific lead product for the
positioning trying to assign Peeroton a position in the market as a specialist. One
option for this lead product would be said protein bar. As the market research
showed, not only are protein based products still ubiquitous in the Australian
sports nutrition market, the protein bar segment still accounts for the largest
annual growth with 20%. While not directly alienating the rest of the consumers,
this idea would put a focus on addressing a certain target group — those that are

mainly interested in gaining muscle mass.

Alternative 6: Peeroton’s given position in Austria

Alternative six is based on the generally given option of preserving the company’s
existing position in the home market when entering and operating on a new
market. Over the past decades, Peeroton has been able to establish itself as a so-
called health manager in Austria. This means that the company focuses on
providing varying levels of support and qualified assistance to professional
athletes as well as amateurs trying to live a more active lifestyle. Backed up by the
specifics of the Austrian sports nutrition market, this differentiates Peeroton as a
sole health-expert brand as opposed to those brands tending to gaining and

maintaining muscle or general weight management. It has to be noted that

125



retaining the brand position in its entirety is a rare possibility since markets are

rarely that similar.

10.3.3 Selection

After the development of a variety of positioning alternatives, the different options
are evaluated and subjected to the selection process. To start it off, the different
alternatives are compared based on the previously presented positioning idea
requirements in the form of a benefit analysis. The benefit analysis was developed
and reviewed in cooperation with the responsible party at Peeroton to ensure a
weighting and scoring process in accordance with the company’s policy and
understanding of the planned positioning process. It is recommended to revisit the
issue at a later point to review the positioning alternatives and the respective
benefit analysis. Additionally, it is advised to obtain further expert input, e.g.

through the expert advisory committee.

Each alternative is rewarded points in regard to its suitability and the potential it
has concerning the individual requirement. The scale will go from 1 (not suitable)
to 5 (good fit). The points will then be weighted accordingly and added, as
illustrated in table 30:

A1 A2 A3 A4 A5 A6
Health Focus on Focus on Fitness Lead product The given
Requirement | Weight experts triathletes women center protein bar position
points score points score points score points score points score points score
Differentiation | 0.20 4 0.80 4 0.80 2 0.40 1 0.20 2 0.40 2 0.40
Long-term 0.15 4 0.60 4 0.60 2 0.30 2 0.30 1 0.15 2 0.30
Memorable 0.10 3 0.30 5 0.50 2 0.20 1 0.20 3 0.30 2 0.20
Brand USP 0.08 3 0.24 4 0.32 2 0.16 2 0.16 2 0.16 5 0.40
Core 012 | 3 |03 | 5 |060| 3 |036| 3 |036| 3 |03 | 3 | 036
customers
Simplicity 0.07 2 0.14 3 0.21 4 0.28 3 0.21 4 0.28 4 0.28
Customer 0.09 3 | 027 4 | 036 3 | o027 3 | o027 3 | 027 3 | 027
perception
Credibility 0.07 3 0.21 5 0.35 3 0.21 3 0.21 3 0.21 4 0.28
Consistency 0.07 4 0.28 5 0.35 2 0.14 3 0.21 2 0.14 4 0.28
Difficuit 005 | 4 |020| 3 |015| 2 |01 ]| 2 |o010| 2 |o020]| 1 | o005
to copy
> 1 3.40 4.24 2.42 2.22 2.47 2.82

Table 30: Positioning alternatives evaluation (own presentation)
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Alternative one has potential towards differentiation and long-term possibilities
when carried out consequently. However, it lacks memorability since other brands
in the same market also claim superior health qualities and experts, even if not to
the same extent. It also is not the simplest of ideas. Even though Peeroton has
experience on working with an expert advisory team, in the long run it would
require an entirely new, Australian based committee which might be difficult to
assemble. This, on the other hand, also accounts for the difficulty to copy on short

notice.

Alternative two has significant potential in the scene of professional athletes when
it comes to being memorable among the core customers. The prolonged
experience makes sure it is consistent throughout the brand and enables
credibility among the audience. It has potential for differentiation, presenting the
company’s USP and long-term possibilities once the brand has established itself in
the scene. The simplicity lacks due to the need to approach the athletes and

organizations around it precisely. Furthermore, it is only limitedly difficult to copy.

Alternative three offers only limited options for differentiation, memorability and
longevity. It might not be the most difficult option to perform but it is also easier to
copy than other possibilities. The bigger issue, however, is the fact that it does not
properly portray Peeroton’s USP and therefore also lacks in consistency and
credibility. Furthermore, the increase of women’s participation is a significant trend
in the Australian market but this has been taken on by other competitors as well. It
could one day prove an interesting option to add to the product range but it does

not prove to be suitable for Peeroton to build the brand around.

Alternative four unfortunately does not offer sufficient differentiation options and,
therefore, also lacks long-term prospects. It does meet customers right where
many exercise but does not directly appeal to the target group simply because of
that. The memorability suffers under the fact that it is only moderately difficult to
copy, especially once an agreement with a chain of gyms can be reached. While it
might be a considerable addition to the selection of distribution channels, it does

not fulfill the necessary requirements to be the core of the positioning.
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Alternative five offers little long-term prospects due to its lack of differentiation.
Additionally, while it is still one of the strongest products in the market, the new
products coming in the market make it less suitable as a strategy in the long run.
Furthermore, it is fairly simple to copy once a competitor decides to go into a
similar direction, something that is supported by the fact that it is not new to the
market. It also does little to display the company’s USP distinctly or directly appeal
to the target group due to excluding those that search for other benefits of sports

nutrition that Peeroton can offer as well.

Alternative six has great potential in regard to the presentation of Peeroton’s USP.
After all, this is what has differentiated the brand in Austria so far. However, in the
new market Australia this differentiation is limited due to existing brands with a
similar approach. It does present credibility and consistency throughout the
company as well as simplicity based on the experience with this exact positioning.

In Australia though it lacks memorability and is rather simple to copy.

10.3.4 Recommendation

The evaluation in chapter 10.3.3 leads to the recommendation of positioning
alternative two: Peeroton as the brand for triathletes. It offers suitable
differentiation options and, assisted by the already existing expert advisory team in
its current capacity, it displays the company’s value for the target audience. The
idea is consistent within the company itself and offers communication and
interaction opportunities externally. It enables Peeroton to be seen as a highly
professional brand that offers quality products that supports athletes in their quest

to reach their peak performance.

While alternative 5 was not chosen as a suitable core to base the positioning
around, it is advised to work with a lead product for a more streamlined
presentation. This might still be the protein bar as it is a Peeroton staple piece, still
enjoys strong popularity in Australia and suits the needs of endurance athletes.
For future endeavors, Peeroton could consider adding focus to the lead product

aspect and introduce 4-5 products specifically for triathletes.

128



10.4 Positioning implementation with a focus on communication

10.4.1 Target

The target of the implementation of the positioning with a focus on communication
is to reach the significant target group and present Peeroton as the expert brand

for triathletes and endurance athletes looking to improve their performance.

10.4.2 The triathlon scene in Australia

Before taking a closer look at the positioning implementation for Peeroton in
Australia, it is important to realize that the triathlon scene in Australia differs from
the one in Austria. Due to its greater popularity, it enjoys a more comprehensive
organization with large national organizations and associate chapters in each

state.

Aside from the copious smaller, local clubs that are organized by said chapters, a
number of these large organizations play a noteworthy role within the Australian
triathlon scene and the Australian sports culture in general. A selection is

presented in more detail in table 31:
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Selected organizations in Australia

Organization

Description

Australian
Institute of Sport

Focused on sports in general

Founded 1981

Government organization (Australian Sports Commission)
Strategic high performance sports agency

Olympic and Paralympic programs

Sports science programs

Partner and sponsor for other major Australian sports
organizations

Triathlon
Australia

Focused on triathlon, paratriathlon, duathlon, aguathlon
and multisport

Founded 1984

National governing body for triathlon

Associations in each state with over 220 affiliated triathlon
clubs across the country

Cooperation with national event organizers to award
National Calendar Status and to ensure safety and
insurance

Cycling
Australia

Focused on road cycling, track cycling, mountain bike,
BMX, para-cycling and cyclo-cross

National administrative body for cycling

Associations in each state

Close to 27,000 registered members

Swimming
Australia

Focused on swimming

931 clubs across the country

Approximately 83,500 registered members

Special programs for all ages and amateur to professional
Talent programs

Table 31: Selected organizations in Australia (based on AIS n.d.; Triathlon Australia n.d.; Triathlon
Australia 2017, Pringle 15.01.2017; Cycling Australia 2017, p. 5,8,44; Swimming Australia 2017, p.

3f)

10.4.3 Strategy

To be able to reach the communication target, a communication strategy must be

developed. It provides information on said communication target, the target group,

content, timing and methods. Table 32 gives a quick overview of the different

factors:
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Factor Information
Target The communication target is to reach triathletes
and those otherwise involved in the sports and
present Peeroton as an expert in sports nutrition
for triathletes.
Target group Primary target group: currently active triathletes.
Secondary target group: Organizations and other
individuals associated with the sport
Area - Australian sports nutrition industry
- Local triathlon scene in particular.
Timing The start is set with October 2017 (in correlation
with the beginning of the Australian Triathlon
Season)
Online communication
Events
- PR
Testimonials
Partnerships
Table 32: Communication strategy factors (own presentation)

Activities

10.4.4 Integration of the communication

Integrated communication assists companies in increasing consistency in their
market communication effort, resulting in a positive effect on the sales. The
communication activities can be integrated formally and regarding content as well

as temporally.

10.4.4.1 Content-related integration

The content-related integration aims for a comprehensive theme among all
instruments and activities and assists in communicating the positioning message

to the target group.

The focus for Peeroton is on creating a recognizable brand appearance in
accordance with the communication target. It is essential to coordinate all different
communication activities and messaging accordingly to create this consistent view
of the brand. This means that e.g. everything communicated online needs to be
coherent with what the event activities communicate as well as all PR actions and

the development of testimonial relationships and other partnerships.
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10.4.4.2 Formalintegration

The formal integration adheres to all decisions made concerning the systematic
and consistent realization of the overall topic. It attempts to formally standardize all
communication activities and includes all factors that are generally part of
Peeroton’s corporate design. This includes the existing brand name, an
unchanging logo, consistent typography, colors, slogan and more. These design
principles are meant to make the brand appearance easily recognizable and

established in the mind o the target group.

Additionally, especially in the sports industry, it calls for a coherent use of
language. It is particularly important in such focused areas as the sports industry,
since it does not only call for a comprehensive use of the English language but
also for subject related consistency. Expert areas like the Australian sports
nutrition market come with their own language and the need for someone to

‘translate’ in regard to this aspect as well instead of sheer language translation.

10.4.4.3 Temporal integration

The temporal integration focuses on the coordination of all of the communication
activities to uniform the company’s appearance in regard to the communication
targets. The temporal aspect is especially relevant to make sure that Peeroton’s
communication instruments can function in a way that they support and strengthen

each other.

For Peeroton specifically, as presented in chapter 4.5.3, it was decided not to go
with the big bang approach which comes with both the need for more resources
and higher risk and is geared towards larger organizations with respective existing
revenue streams and resources. Instead there will be a focus on the slow roll out
approach due to the available resources and the overall suitability for the
company. The slow roll out signifies that the process is implemented in different
phases before nearing the full implementation. Important touch points are
approached at the start of the roll out while further activities are applied in a

phased transition. This enables time to adjust and the opportunity to communicate
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more intensively towards the target audience. Table 33 illustrates the different

activities and their proposed timing:

Activity Timing
Online communication | Throughout the year with increased social media in
times of events
Events In accordance with the Australian National Triathlon
Calendar — mainly from November to April.
See recommended events in chapter 10.4.5

Public Relations Throughout the year with increased PR efforts before
and after events

Testimonials All year, start of search/evaluation at the beginning of
the communication process

Partnerships All year, start of search/evaluation at the beginning of

the communication process
Table 33: Temporal integration of communication activities (own presentation)

10.4.5 Activities

The present chapter discussed the previously presented communication
instruments and corresponding activities used to establish Peeroton in the
Australian sports nutrition market. For this purpose, online communication, events,
public relations, testimonials and partnerships with relevant organizations were

selected.

Online communication

Online communication is especially important due to the constant contact with the
target consumers, be it advertising by Peeroton directed to the audience or the
consumers searching for information individually. The following tools are advised

as staple parts of Peeroton’s online communication:

Peeroton’s company website and online shop

Peeroton’s website will be of significance not only because of its function as an

online shop but also as a source of information and access to the brand.

Social media channels

Based on the primary market research, Facebook is recommended as the main
social media channel. When required, Twitter is an effective addition to Facebook

due to its widespread use in the sports industry and its compatibility with
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Facebook. YouTube is another popular social media channel that is a preferably
used tool for videos of races themselves and events in general. While it offers a
number of options to engage the target group with video footage, it can be
neglected at first due to Facebook’s — though limited but sufficient — option for

sharing original as well as external video content.

It is also advised to work either with a company owned blog incorporated into the
company website or work with external bloggers. Both options can be used

intertwined with the other social media channels.

E-mail

When used moderately, e-mail can be a useful tool to provide information,
promote sales activities and stay present in the customers’ mind. Newsletter
should be send externally as well as internally when the need arises. Additionally,
the different newsletters should be part of the overall editorial plan and include
separate newsletters for signed up customers and corporate partners and

organizations.

Search Engine Optimization

To increase the chances of being found by potential customers in the World Wide
Web, SEO needs to be given additional consideration. Working with keywords — in
particular a Peeroton specific keyword strategy — and incorporating them into the
online content will help directing traffic organically and saves money on

supplementary campaigns.

Events

Events are an increasingly important tool in the sports industry, thus including the
sports nutrition industry as well. The events have the ability to address participants
multi-sensually and enable for Peeroton to have direct customer interaction. They
can make the brand more tangible to the target audience and increase brand
awareness. Peeroton would be able to choose from a range of options when

sponsoring / partnering with a specific event:

- Place a stand in the event area

- Place product in the event area
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Sample products

Logo placement (poster, backdrops, social media, volunteer/participant attire,
race bags, media releases, social media, etc.)

Advertising through local media

Use event photo/video

A number of activities have to be taken care of before, after and during the event:

Before the event

Completion of all legal work needed

Allocation of the budget

Setting of targets for the particular event

Preparation to announce the event (or event participation) trough PR
Consideration of the media to be used

Preparation of content to be used (including graphics)

Preparation of pre-arranged activities (such as e.g. athlete sponsorships)

Preparation of staff/people involved

During the event

Checking of the equipment

Communication (and logging of communication) with visitors
Distribution of information as well as merchandise and samples
Facilitation of networking opportunities

Interaction with athletes

Live promotion through social media

After the event

Gathering and analysis of information gained
Updates on website, social media, potential newsletter
Appropriate PR activities (such as a press release)

Overall post-processing

A pre-selection of potential events has been made based on the type of event,

place and date, as shown in table 34
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Date Place Name Type
Nov ‘17 | Bendigo, Victoria TreX X-Tri Series | Cross Triathlon
Dec‘17 | Canberra, ACT T3X - Canberra Long Course Triathlon
Mar*18 | Kingscliff, Queensland | Kingscliff Triathlon | Standard Triathlon

Table 34: Event recommendation triathlon season 2017/18 (own presentation)

Additionally, it is recommended to look into the option of appearing at a larger
marathon towards the beginning of the season in 2018. Ironman is generally also
open to partnering with sports nutrition companies — such as competitors GU and

Winners Sports Nutrition — and would be a suitable long-term goal.

Public Relations

PR is an important tool to retain well-kept relationships with all partners involved
and to act in support of the other activities. Especially pre- and post- events,
activities such as press releases are recommended due to their ability to expose
Peeroton to the public. Another option to generate buzz, would be the highly
publicized annual Australian Sport Awards organized by the AIS which is
supported by a large number of brands in the industry and would provide Peeroton

not only with exposure but also to be seen as part of the collective.

For Peeroton, PR activities should be done through:

- Social media

- Classic media outlets in the form of reviews and news narrative
- Press releases through a selection of outlets

- Newsletter (for customers and partners)

- Activities surrounding events

- Activities surrounding the testimonials/brand ambassadors

Ultimately, PR will also be able to assist in the cooperation with industry analyst

partner to further Peeroton’s progress.

Testimonials
Testimonials are a popular tool in the sports industry to present a product in a

positive way by a publicly likable person and can significantly influence, brand
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awareness, brand image and sales. Testimonial advertising offers Peeroton a way
to circumvent the ‘advertising clutter’ than can come with other communication
activities. For Peeroton the objective with testimonial advertising is to generate
attention and grant credibility to its image as an expert for triathlon and endurance

athlete sports nutrition. It is recommended to either look into approaching

- individual triathlon/endurance athletes (this includes runners, cyclists and
swimmers) or

- ateam within the scene

The testimonials will be able to act as influencers in the form of so-called brand
ambassadors. They should be incorporated into multiple different communication

instruments to take advantage of this function efficiently.

Partnerships
It is recommended to seek partnerships with relevant organizations within the

Australian sports industry and triathlon scene, such as:

- The Australian Institute of Sport (AlS) — supports athletes all over Australia
from beginners to professionals

- Triathlon Australia — the official national triathlon association of Australia

These organizations are part of many of the official events across Australia, take
part in important research, are part of a nationwide news and media network,
support a variety of individual athletes and teams and advise in all training related
aspects including sports nutrition. Furthermore, they have earned a certain image
of prestige in the Australian sports industry which transfers to their partners.

Peeroton could profit from name benefits and the organizations’ influence.

10.4.6 Communication plan budget

The communication budget is divided into business quarters and presents the
individual costs along each stage of the communication process. The costs include
both internal costs like employee wages as well as costs for external activities.

Figure 64 illustrates the quarterly budget for Peeroton until the end of 2018.
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The budget was formed based on considerations in regard to the estimated
volume in the Australian market as well as planned allocation of resources. It was
developed and reviewed in cooperation with the responsible party at Peeroton to
ensure that it is within the lines of outlined budget the company has set for the

Australian market entry.

10.5Positioning controlling for Peeroton

One effective, qualitative way to measure the outcome of the positioning activities
is to measure the brand awareness for Peeroton in the new market. Based on the
company objectives, it is recommended to test for unaided brand recognition
among the target group by the end of 2018. This way Peeroton will be able to
determine its position in the minds of the customers. To observe the progress in
the Australian market, it is recommended to test the brand recognition periodically,

e.g. after the Triathlon season.

To measure the success of the communication activities, there are further

quantitative options that should be taken into consideration:

- Market share by the end of 2018

- Number of units sold by the end of 2018

- Turnover by the end of 2018

- Number of followers, number of likes and level of activity on social media
channels

- Number of website clicks

- Number of visitors at the stand at the selected events
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11. Conclusion

Based on the positioning for Peeroton outlined in the previous chapter, it is
determined that a focus on the target group triathletes promises the most
successful way of differentiation among the large field of competitors and
appealing to a profitable customer base for Peeroton in the Australian sports
nutrition market. However, there are a number of follow-up recommendations to
reach the set company goals of brand recognition and sales in the most efficient

manner.

First of all, it is advised to carry out a review of the positioning with suitable
professionals. This includes a review of the positioning alternatives and its
selection by someone with the appropriate expertise in sports and positioning as

well as obtaining advice by experts in the Australian market.

Furthermore, after having entered the Australian market, annual reviews and
controlling according to the before mentioned measures are recommended to
assess the present situation and Peeroton’s position in the market. Additionally,
this offers the possibility to adapt and reconsider in a timely manner whenever

necessary.

Moreover, it is advised to have one person stationed in Australia that is familiar
with Peeroton and the company’s day-to-day business to not only lead said
reviews but to also oversee the operational activities and assist in the successful

implementation of the positioning from the beginning.
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1. Primary market research

The different sections of the research design were developed based on the
company objectives, the objectives of the thesis, the literary section conducted on
the present matter as well as additional input by the responsible party within
Peeroton. The primary research is needed to accomplish the master thesis

objective.
1.1 Information demand

The beginning of every decision making process is a problem or task that has to
be solved (cf. Berekoven/Eckert/Ellenrieder 2009, p. 19). Decisions, however, can
only be made properly based on the assumption that all relevant information is
accessible. It is important to recognize an existing information deficit since this is
also what the research method will consequently be based on (cf. Oberzaucher
2012, p. 9).

Under consideration of the master thesis objective, the following information
demand arises. The objective of the primary research is to answer these

questions.

— Consumers’ exercise behavior and need for / interest in sports nutrition
— Consumers’ communication behavior and attitude

— Consumers’ knowledge of current market players
1.2 Research objectives

Out of the information demand, the following objectives were developed:

Main objective:
- Obtain relevant and objective information regarding the Australian sports
nutrition market and its consumers to enable the development of a positioning

strategy for Peeroton.



Sub-objectives:
- Identification of prominent sports nutrition needs
- Classification of relevant reasons for purchasing
- Insight into the consumers’ pre-purchasing activities

- Identification of non negligible competitors in the market

1.3 Research method

Market research can be done with different approaches and methods based on the
selected targets of the research. The main way of dividing the methods is the
distinction between quantitative and qualitative market research (cf.
Weis/Steinmetz 2012, p. 37).

Quantitative market research commonly examines numerical data that can result
in statistical analysis and help to understand trends. As a result of standardized
questions, it is structured and allows for direct comparisons (cf. Brandenburg
2013).

Qualitative market research attempts to find out why consumers behaved a certain
way in the past and present and which way they might act in the future (cf.
Weis/Steinmetz 2012, p. 37).

The quantitative approach was chosen for the present research, due to its ability to
cover both numerical and behavioral statements and the possibility to gain
statements about the entirety instead of an individual focus. Additionally,
quantitative research is able to provide objective and representative results due to
the questioning subject and the large group of participants (cf Weis/Steinmetz
2012, p. 43).

Furthermore, it will assist in determining the objective facts relevant in the
Australian sports food market. The focus on image and corresponding brand
associations, perceived product benefits and target group information leads to a

preference for quantitative market research (cf. Oberzaucher 2012, p. 13).



1.4 Research instrument

Quantitative primary market research offers three main survey methods:
questioning, observation and experiments. Questioning is the most commonly
used form and is based on the participants giving information themselves. It was
chosen as the method for the current research due to its ability to find out more
about opinions and attitudes (cf. Oberzaucher 2012, p. 15). It offers four ways of

communicating the questions to the target group:

- Personall/direct questioning:
face to face, possibly computer assisted
- Telephone interview:
voice to voice, possibly computer assisted
- Written questionnaire:
by mailing route, fax, e-mail and print
- Online survey:
through WWW channels (cf. Oberzaucher 2012, p. 15)

Of the four options, the latter — online survey — was chosen to conduct the present
research. This was done for a number of reasons. Online surveys can be spread
quickly, without geographical restrictions and offer interactivity. Furthermore, it is a
cost effective instrument (cf. Berekoven/Eckert/Ellenrieder 2009, p. 107). Online
survey also enables the use of multimedia when needed for the questioning (cf.
Theobald 2017, p. 93) and is especially beneficial when the target group has a
high level of internet penetration and affinity (cf. Oberzaucher 2012, p. 19), which
is the case during the present research. The survey is written in British-English to

take the local language into consideration.

The instrument selected to conduct the online survey for this particular research is
SurveyMonkey — a tool already in use by Peeroton. This will give participants the
flexibility to fill out the survey without any restrictions regarding time or place,
including the option to participate on mobile devices. Furthermore, it will give the
author of the thesis the possibility to adapt the questionnaire design based on
individual needs and gain real-time results during the questioning time (cf.

SurveyMonkey n.d.).
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1.5 Sampling

Market research exists to gain information about a certain pre-set population. It is
important to define this population based on the objectives of the research and can
be differentiated temporally, objectively and geographically (cf. Kul3/Wildner/Kreis
2014, p. 66-67).

Absolutely precise information can only be won when all potentially relevant
people participate in a survey. However, often times this is only possible when
looking at a small group like a single company. If mass data needs to be collected
but not all parties involved can be questioned for financial, temporal or
organizational reasons, a restriction in the form of a sample size is needed. Since
the data collected needs to be representative of the full population, the results of
the sample need to be a particularly similar indication for said population. A
sample is representative if it contains all characteristics relevant for the research,

simply in a smaller setting (cf. Berekoven/Eckert/Ellenrieder 2009, p. 44-45)

Based on the given target group and its characteristics provided by Peeroton,

simple incidental sampling will be used. The selection criteria are as followed:

- Males and females
- Allages

- Residing in Australia at the time of the survey

1.6 Fieldwork

Followed by the necessary preparation, the fieldwork will be executed by the
author of the thesis. The population approached to participate in the survey is
made up of selected universities and organizations contacted by the author of the

thesis as well as the distribution of the survey through various Facebook groups.



2. Online questionnaire

Hello!

Thank you very much for participating in this survey and thus helping me to get my
masters degree. | really appreciate you taking the time! Luckily, this survey will

only 5-6 minutes and you will be rewarded with a coupon at the end.

This survey deals with sports nutrition and related nutritional supplements in
Australia including the different brands that carry them. Nutritional supplements, in
this particular case, are defined as any kind of sports nutrition products that are

used to boost the nutritional content of a diet and improve athletic performance.

To start, please click NEXT.

1. Are you currently active in physical sports?
o Yes, more than 3 times a week

o Yes, 2-3 times a week

o Yes, once a week

o Yes, 1-2 times a month

o Yes, once a month

o No

2. Which sports do you practice? (multiple answers possible)
- will only show, based on question 1 # “no”.
- order of answers randomized by survey monkey

o fitness center

0 running

o cycling

0 swimming

o triathlon

o surfing

0 gymnastics

o australian Football
0 soccer

o basketball

0 horse racing

o tennis

o cricket

o rugby

o golf

o other: |




3. Do you practice any of these sports professionally?
= will only show, based on question 1 # “no”.

o | currently am a professional athlete in the following sport(s): |

o | have practiced the following sport(s) professionally in the past: |

o | teach the following sports full-time: | |
o | teach the following sports part-timeﬂ |
o | am a college athlete

o | take part in amateur competitions

o No, | am an amateur athlete for personal fitness/recreational purposes

4. Do you use any kind of nutritional supplements (whether for exercise or in
your free time)?

o Yes, | currently use nutritional supplements

o Yes, | have used nutritional supplements in the past

o No

5. What do/did you use nutritional supplements for? (muitiple answers possible)
- will only show, based on question 4 # “no”.

o to lose weight

o to gain weight

o to gain muscle mass

o to benefit my immune system

o to increase my physical performance

o to maintain my physical performance

o for regeneration purposes

o other: | |

6. How often do/did you take nutritional supplements?
- will only show, based on question 4 # “no”.

o daily

0 2-3 times a week

0 once a week

0 2-3 times a month

o less than 2-3 times a month

o other: | |

7. When do/did you take nutritional supplements? (muitiple answers possible)
= will only show, based on question 4 # “no”.

o before exercising

o during exercising

o after exercising

o at sports competitions
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0 as a snack

o at a set time, regardless of exercise that day

o in my free time, regardless of exercise in general
o whenever | feel like | need to take any

o other: | |

8. Which kind of nutritional supplements do/did you use? (multiple answers

possible)
- will only show, based on question 4 # “no”.

o protein powder

o protein shakes

o protein drinks

o protein bars

o protein snacks

o isotonic drinks

o electrolyte drinks

o electrolyte tablets

o low carb bars

o diet shakes

o special hydration drinks
0 energy drinks

0 energy bars

o energy gel

0 vitamin supplements

o other: | |

9. Would you be interested in taking nutritional supplements?
- will only show, based on question 4 = “no”.

o Yes, in general

o Yes, as an addition to exercising

o No

10. What would you use nutritional supplements for? (multiple answers
possible)
= will only show, based on question 4 = “no” and question 9 # “no”.

o to lose weight

o to gain weight

o to gain muscle mass

o to benefit my immune system

o to increase my physical performance
o to maintain my physical performance
o for regeneration purposes

o other: | |
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11. How important are the following aspects

and their brands to you?
= will only show, based on question 4 # “no”.

of nutritional supplements

High quality

(including ingredients with certificates of origin)

Trust
(no illegal substances)

Competence through use in professional
sports

Affiliations with local athletes

Affiliations with international athletes

Affiliations with health organisations

Large variety of different tastes

Good taste in general

Display of health benefits

Gastrointestinal tolerance
(including in high performance situations)

A streamlined product range
(in regard to ingredients)

Display of benefits for athletic performance

Quality of the packaging — even after opening
it (e.g. airtight, watertight, etc.)

Easily understandable application
(including communication on the packaging)

Availability at quality distribution channels

o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important

o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important

o}
rather
unimportant
o}
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o]
rather
unimportant
o
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o
rather
unimportant
o
rather
unimportant

o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o
very
unimportant
o]
very
unimportant
o
very
unimportant
o]
very
unimportant
o
very
unimportant
o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o
very
unimportant
o]
very
unimportant




12. How important would the following aspects of nutritional supplements
and their brands be to you if you were to give it a try?

- will only show, based on question 4 = “no”.

High quality

(including ingredients with certificates of origin)

Trust
(no illegal substances)

Competence through use in professional
sports

Affiliations with local athletes

Affiliations with international athletes

Affiliations with health organisations

Large variety of different tastes

Good taste in general

Display of health benefits

Gastrointestinal tolerance
(including in high performance situations)

A streamlined product range
(in regard to ingredients)

Display of benefits for athletic performance

Quality of the packaging — even after opening
it (e.g. airtight, watertight, etc.)

Easily understandable application
(including communication on the packaging)

Availability at quality distribution channels

o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important
o
very
important

o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important
o
rather
important

o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o}
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o
rather
unimportant
o]
rather
unimportant

o}
very
unimportant
o
very
unimportant
o]
very
unimportant
o]
very
unimportant
o]
very
unimportant
o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o}
very
unimportant
o
very
unimportant
o]
very
unimportant
o]
very
unimportant
o
very
unimportant
o]
very
unimportant
o]
very
unimportant
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13. Can you spontaneously name any sports nutrition brands that you
have used or know of in general? If so, please let us know by commenting in the

following box:

14. Have you encountered the following brands offering nutritional

supplements in the past?

GU

Endura

Nuun

Clif

Gatorade

PowerBar

BSC BodyScience

Winners Sports Nutrition

0o

Yes, | have used it

before
o

Yes, | have used it

before
o]

Yes, | have used it

before
o]

Yes, | have used it

before
o]

Yes, | have used it

before
o

Yes, | have used it

before
o

Yes, | have used it

before
o

Yes, | have used it

before

o]
Yes, | have heard of it
before
o]

Yes, | have heard of it
before
o]

Yes, | have heard of it
before
o]

Yes, | have heard of it
before
o]

Yes, | have heard of it
before
o
Yes, | have heard of it
before
o
Yes, | have heard of it
before
o
Yes, | have heard of it
before

o
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before
o}
No, | have not heard of
this brand before

-2 All incl. logo
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15. In your opinion, do you agree that the before mentioned brands fulfill
the different aspects of nutritional supplements?

High quality (including ingredients with certificates of origin)

o o} o o o
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o
Endura , . ,
strongly agree agree disagree strongly disagree can’t say
o) o] o] O o]
Nuun . . ,
strongly agree agree disagree strongly disagree can’t say
. o) o] o (0] o]
Clif ) . )
strongly agree agree disagree strongly disagree can’t say
o) o] o] (0] o]
Gatorade . : ,
strongly agree agree disagree strongly disagree can’t say
o) o] o] (0] o]
PowerBar ) . ,
strongly agree agree disagree strongly disagree can’'t say
. o
BSC BodyScience © © ° . ,o
strongly agree agree disagree strongly disagree can’t say
Winners Sports ) o o 0 o
Nutrition strongly agree agree disagree strongly disagree can’t say
Trust (no illegal substances)
o) o] o] (0] o]
GU ) . ,
strongly agree agree disagree strongly disagree can’t say
o) o] o] (0] o]
Endura ) . ,
strongly agree agree disagree strongly disagree can’t say
o) o] o] (0] o]
Nuun ) . ,
strongly agree agree disagree strongly disagree can’t say
. o) o o (0] o]
Clif . : ,
strongly agree agree disagree strongly disagree can’'t say
o
Gatorade © © _° . ,o
strongly agree agree disagree strongly disagree can’t say
o o] o] (0] o]
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o) o o (0] o]
BSC BodyScience . : )
strongly agree agree disagree strongly disagree can’t say
Winners Sports ) o o o o
Nutrition strongly agree agree disagree strongly disagree can't say
Competence through use in professional sports
o o] o] (0] o]
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o o] o] (0] o]
Endura , . ,
strongly agree agree disagree strongly disagree can’t say
o o] o] (0] o]
Nuun . . ,
strongly agree agree disagree strongly disagree can’t say
. o) o] o 0] o]
Clif . . ,
strongly agree agree disagree strongly disagree can’t say
o
Gatorade © © ° . ,0
strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o o o] o o
BSC BodyScience . . )
strongly agree agree disagree strongly disagree can’t say
Winners Sports o 0 0 o 0
Nutrition strongly agree agree disagree strongly disagree can't say
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Affiliations with local athletes

GU o o} o o o}
strongly agree agree disagree strongly disagree can’t say
o
Endura © © _° : ,o
strongly agree agree disagree strongly disagree can’t say
Nuun o o} o o o}
strongly agree agree disagree strongly disagree can’t say
Clif (o] o} o o o}
strongly agree agree disagree strongly disagree can’t say
o
Gatorade © © ° . ,0
strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o o o o o
BSC BodyScience . : ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree |  can't say
Affiliations with international athletes
GU o o o o o
strongly agree agree disagree strongly disagree can’t say
o o} o o o
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
Nuun o o o o o
strongly agree agree disagree strongly disagree can’t say
Clif o o o o o}
strongly agree agree disagree strongly disagree can’t say
o o} o o o}
Gatorade . : ,
strongly agree agree disagree strongly disagree can't say
O
PowerBar © © © . ,O
strongly agree agree disagree strongly disagree can’t say
. o) o] o] o o}
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree | can't say
Affiliations with health organisations
GU o o} o} o o}
strongly agree agree disagree strongly disagree can’'t say
o o} o} O o}
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
Nuun o] o} o} O o}
strongly agree agree disagree strongly disagree can’'t say
Clif o] o} o} O o}
strongly agree agree disagree strongly disagree can’t say
o
Gatorade © © _° . ,o
strongly agree agree disagree strongly disagree can’t say
o
PowerBar © © _° : ,o
strongly agree agree disagree strongly disagree can’t say
. o
BSC BodyScience © © _° . ,o
strongly agree agree disagree strongly disagree can’'t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can’t say
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Large variety of different tastes

GU o o} o o o}
strongly agree agree disagree strongly disagree can’t say
o
Endura © © _° : ,o
strongly agree agree disagree strongly disagree can’t say
Nuun o o} o o o}
strongly agree agree disagree strongly disagree can’t say
Clif (o] o} o o o}
strongly agree agree disagree strongly disagree can’t say
o
Gatorade © © ° . ,0
strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o o o o o
BSC BodyScience . : ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree |  can't say
Good taste in general
GU o o o o o
strongly agree agree disagree strongly disagree can’t say
o o} o o o
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
Nuun o o o o o
strongly agree agree disagree strongly disagree can’t say
Clif o o o o o}
strongly agree agree disagree strongly disagree can’t say
o o} o o o}
Gatorade . : ,
strongly agree agree disagree strongly disagree can't say
O
PowerBar © © © . ,O
strongly agree agree disagree strongly disagree can’t say
. o) o] o] o o}
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o 0 0 o 0
Nutrition strongly agree agree disagree strongly disagree can’t say
Display of health benefits
GU o o} o} o o}
strongly agree agree disagree strongly disagree can’'t say
o o} o} O o}
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
Nuun o] o} o} O o}
strongly agree agree disagree strongly disagree can’t say
Clif o] o} o} O o}
strongly agree agree disagree strongly disagree can’t say
o o} o} o o}
Gatorade . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o}
PowerBar ) . ,
strongly agree agree disagree strongly disagree can’t say
. o) o o] o o]
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’'t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can’t say
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Gastrointestinal tolerance (including in high performance situations)

o o} o} o o}
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o] o} o} o o}
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
o] o} o} o o}
Nuun . . ,
strongly agree agree disagree strongly disagree can’t say
. o) o] o] o o]
Clif . . ,
strongly agree agree disagree strongly disagree can’t say
(o] o} o o o}
Gatorade . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar , . ,
strongly agree agree disagree strongly disagree can’t say
. o o o o]
BSC BodyScience © . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can't say
A streamlined product range (in regard to ingredients)
(o] o} o o o}
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o}
Endura : . ,
strongly agree agree disagree strongly disagree can’t say
o o} o] o o}
Nuun , : ,
strongly agree agree disagree strongly disagree can’t say
. o o o o o
Clif . . ,
strongly agree agree disagree strongly disagree can’t say
o o o o o
Gatorade strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o o o] o o
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can't say
Display of benefits for athletic performance
o o o o o
GU , . ,
strongly agree agree disagree strongly disagree can’t say
o o o o o
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o
Nuun . . ,
strongly agree agree disagree strongly disagree can’t say
Clif o o o] o o
! strongly agree agree disagree strongly disagree can’t say
o o] o] O o]
Gatorade strongly agree agree disagree strongly disagree can’t say
o o} o o o}
PowerBar . . ,
strongly agree agree disagree strongly disagree can't say
. o) o] o] o o]
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports ) o o o o
Nutrition strongly agree agree disagree strongly disagree can’t say
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Quality of the packaging — even after opening it (e.g. airtight, watertight, etc.)

o o} o} o o}
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o] o} o} o o}
Endura , . ,
strongly agree agree disagree strongly disagree can’t say
o] o} o} o o}
Nuun , . ,
strongly agree agree disagree strongly disagree can’t say
. o) o] o] o o
Clif . . ,
strongly agree agree disagree strongly disagree can’t say
(o] o} o o o}
Gatorade . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o
PowerBar , . ,
strongly agree agree disagree strongly disagree can’t say
. o) o o o o}
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can't say
Easily understandable application (including communication on the
packaging)
(o] o} o o o}
GU . . ,
strongly agree agree disagree strongly disagree can’t say
o o} o o o}
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
o o o o o
Nuun . . ,
strongly agree agree disagree strongly disagree can’t say
Clif o o o o o
! strongly agree agree disagree strongly disagree can’t say
o o o o o
Gatorade strongly agree agree disagree strongly disagree can’t say
o o} o o o}
PowerBar . . ,
strongly agree agree disagree strongly disagree can't say
. o) o] o] o o}
BSC BodyScience . . ,
strongly agree agree disagree strongly disagree can’t say
Winners Sports o o o o o
Nutrition strongly agree agree disagree strongly disagree can’t say
Availability at quality distribution channels
o o} o o o
GU , . ,
strongly agree agree disagree strongly disagree can’t say
o o} o} o o
Endura . . ,
strongly agree agree disagree strongly disagree can’t say
o o o o o
Nuun . . ,
strongly agree agree disagree strongly disagree can't say
Clif o o} o} o o}
! strongly agree agree disagree strongly disagree can’'t say
o o] o] O o]
Gatorade strongly agree agree disagree strongly disagree can’'t say
o o} o} O o}
PowerBar . . ,
strongly agree agree disagree strongly disagree can’t say
. o] o] o o]
BSC BodyScience © . . )
strongly agree agree disagree strongly disagree can’t say
Winners Sports ) o o 0 o
Nutrition strongly agree agree disagree strongly disagree can’t say
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16. Where do you get information about sports nutrition? (muitiple answers

possible)
= will only show, based on question 4 # “no”.

o sports related websites

0 social media

0 magazines

o health professionals

o pharmacy

o family, friends or acquaintances
o fitness center

o in sports related retail stores

0 in specialty stores

o other: | |

17. Where would you start searching for information about sports
nutrition if you were to give it a try? (muitiple answers possible)

- will only show, based on question 4 = “no”.

o sports related websites

o social media

0 magazines

o health professionals

o0 pharmacy

o family, friends or acquaintances

o fitness center

o in sports related retail stores

o in specialty stores

o other: | |
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18. As how trustworthy do you rate the following providers of information
about sports nutrition?

Sports related websites

Sports related blogs

Social media channels
(like Facebook, Instagram, etc.)

Health magazines

Sports magazines

Lifestyle magazines

Health professionals

Pharmacists
Family, friends or
acquaintances
Fitness center
employees

Personal trainers

Sports related retail store
employees

Nutritional specialty
store employees
Supermarket employees
Employees at your
sports club

Independent distributors
(from e.g. Herbalife, Fitline, etc.)

o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy
o
very
trustworthy

o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy
o
mostly
trustworthy

o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy
o
rather
trustworthy

o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy
o
rather
untrustworthy

o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy
o
mostly
untrustworthy

o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
o
very
untrustworthy
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19. How much do you use the following social media channels?

F book 2 . ; .
aceboo daily weekly monthly not at all
. o o o o}
LinkedIn daily weekly monthly not at all
o o o o}
+
Google daily weekly monthly not at all
. o o o o
Twitter daily weekly monthly not at all
o o o o
Tumblr daily weekly monthly not at all
o o o} o}
YouTube daily weekly monthly not at all
Instagram ° o ; .
g daily weekly monthly not at all
. o o o} o
Pinterest daily weekly monthly not at all

20. Where do you purchase your sports nutrition? (muitiple answers possible)
- will only show, based on question 4 # “no”.

o online

o at the pharmacy

o at a fitness center

0 in a specialty store

o in any sports related retail store

o at the supermarket

o at a convenience store

o through your sports club

o through independent distributors (from. e.g. Herbalife, Fitline, etc.)
o other: | |

21. What is your currently preferred location (online or offline) to shop for
nutritional supplements? Please let us know by commenting in the

following box:
- will only show, based on question 4 # “no”.

22. Where would you most likely purchase your sports nutrition if you
were to give it a try? (multiple answers possible)

- will only show, based on question 4 = “no”.

o online

o at the pharmacy

o at a fitness center

0 in a specialty store
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o in any sports related retail store

o at the supermarket

o at a convenience store

o through your sports club

o through independent distributors (from. e.g. Herbalife, Fitline, etc.)
o other: | |

Last but not least, please answer the following demographic questions:

23. Age:
o under 18
018 -25
025-35
036 -50
051-65
o Over 65

24. Please state your gender:
o0 male o female

25. Please state where in Australia you currently reside:
o Victoria

o New South Wales

o Queensland

o Western Australia

o Southern Australia

o Northern Territory

o Tasmania

o other: |

26. Employment status:
o student

o employed for wages

o self-employed

o homemaker

o retired

o unable to work

o unemployed
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27. Please state your yearly income:
o Under $ 10,000

0 $ 10,000 to $ 19,999

0 $ 20,000 to $ 29,999

0 $ 30,000 to $ 39,999

0 $ 40,000 to $ 49,999

0 $ 50,000 to $ 74,999

0 $ 75,000 to $ 99,999

o0 $ 100,000 and above

o No answer

Thank you very much for your participation in this research! Please feel free to
submit your e-mail address below if you are interested in a coupon for the sports
nutrition provider Peeroton. Your e-mail address will not be published or used for
any other purpose than forwarding the coupon.

E-mail address: | |
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3. Correlation of sports and sports nutrition products

Protein

Protein

Protein Protein Protein Isotonic Electrolyte  [Electrolyte |Low carb Diet Special hydr. (Energy Energy Energy Vitamin

Sport ’ Product powder shakes drinks bars snacks drinks drinks tablets bars shakes drinks drinks bars gel supplements
Fitness center 36,62% 16,90% 9,86% 23,94% 5,63% 12,68% 18,31% 2,82% 2,82% 1,41% 2,82% 7,04% 2,82% 4,23% 32,39%
Running 21,13% 11,27% 4,23% 11,27% 2,82% 9,86% 16,90% 2,82% 1,41% 1,41% 8,45% 2,82% 4,23% 26,76%
Swimming 9,86% 5,63% 1,41% 1,41% 2,82% 5,63% 12,68% 1,41% 5,63% 1,41% 1,41% 1,41%
Cycling 8,45% 7,04% 2,82% 4,23% 4,23% 4,23% 8,45% 2,82% 1,41% 2,82% 4,23% 2,82% 5,63% 8,45%
Soccer 7,04% 2,82% 1,41% 4,23% 1,41% 2,82% 2,82% 1,41% 1,41% 4,23%
Surfing 2,82% 1,41% 2,82% 1,41% 2,82% 1,41% 1,41%
Golf 7,04% 1,41% 4,23% 1,41% 1,41% 2,82% 1,41% 1,41% 2,82%
Tennis 2,82% 1,41% 2,82% 1,41% 1,41% 4,23%
Basketball 2,82% 1,41% 4,23% 1,41% 2,82% 1,41% 1,41%
Triathlon 2,82% 2,82% 4,23% 1,41% 2,82% 1,41% 5,63%
Australian Football 1,41% 4,23% 1,41% 1,41% 1,41% 1,41%
Gymnastics 1,41% 1,41% 1,41% 1,41% 1,41% 2,82%
Cricket 1,41% 1,41% 1,41%
Rugby 1,41% 1,41% 1,41% 1,41% 1,41% 1,41%

Figure A1: Correlation of sports and sports nutrition products (own presentation)
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4.

Project plan

Month Sep2016 |  Oct16 | Nov2016 | Dec 16 | Jan17 | Feb2017 | Mar 17 | Apr2017 | May17 | Jun 2107 | Jul2017
Week 37] 38] 39] 40] 41] 42] 43| 44] 45] 46[ 47] 48] 49] 50[ 51] 52] 1] 2] 3[ 4] 5[ 6] 7[ 8] of 10] 11] 12] 13] 14] 15[ 16] 17] 18] 19] 20] 21] 22] 23] 24] 25] 26] 27] 28] 29] 30
# [Activity Date
START

1[Start of the Master Thesis 16.09.16

2|Preparation for mentor meeting 19.09.-02.10.16

3|Submission of documents for mentor meeting 01.10.16

4[Mentor meeting 03.10.16

5|Implementation of mentor meeting feedback 04.-12.10.16

6|Preparation for the kick-off meeting 08.-16.10.16

7|Kick-Off Meeting 17.10.16

8|Preparation of documents for MS1 08.-20.10.16

9|Submission of documents for MS1 21.10.16
10{MS1 29.10.16
11]Implementation of MS1 feedback 30.10.-05.11.16
12|Preparation and signing of MT-Agreement 03.-16.11.16
13 of MT-Agreement 18.11.16

THEORETICAL PART

14[Chapter 2 - Launching a brand in the sports industry in a foreign market 08.-22.11.16
15|Chapter 3 - International brand positioning 23.11.-06.12.16
16|Chapter 4 - Brand communication in the process of launching a brand 10.-22.12.16
17[Chapter 5 - Positioning Controlling 16.-22.12.16
18|Preparation for mentor meeting
19|Mentor meeting 18.01.17
20|Implementation of mentor meeting feedback
21|Theoretical part d 15.01.17

PREPARATION MARKET RESEARCH

22|Research and preparation of the survey design 26.10.16-06.01.17
23|Development of survey design 26.12.16-14.01.17
24|Preparation of documents for MS2 10.-20.01.16
25|Submission of documents for MS2 20.01.17
26(MS2 24.-28.01.2017

Implementation of MS2 feedback

28.01.-04.02.17

Figure A2: Project plan part 1 (own presentation)
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Month Sep2016 | Oct16 | Nov2016 | Dec 16 | Jan17 | Feb2017 | Mar 17 | Apr2017 |  May17 | | Jul2017
Week 37] 38] 39[ 40] 41] 42] 43[ 44] 45[ 46] 47] 48] 49[ 50] 51[ 52] 1] 2] 3] 4] 5[ 6] 7[ 8] of 10] 11] 12] 13[ 14] 15[ 16] 17] 18] 19] 20] 21] 22] 23| 24| 25| 26] 27] 28] 29] 30
[Activity Date
PRACTICAL PART
Integration of the company description in chapter 6 30.01.-04.02.17
Chapter 7 - market analysis 04.-15.02.17
Chapter 8 - Primary market research - base 06.-11.02.17
Development of questionnaire design 16.01.-12.02.17
Research design leted 12.02.17
Execution of market research (incl. identifying participants & transcripts) 08.11.16-02.04.17
Analysis and illustration of findings in chapter 8 27.03.-11.04.17
Development of positioning concept in chapter 9 03.-16.04.17
Mentor feedback 13.-16.04.17
Implementation of mentor feedback 16.-19.04.17
Practical part completed 18.04.17
Chapter 10 - Conclusion 20.-30.04.2017
Preparation of documents for MS3 12.-19.04.2017
Submission of documents for MS3 19.04.17
MS3 25.-29.04.17
Implementation of MS3 feedback 25.-29.04.2017
FINISH
Revision of the entire master thesis 20.04.-06.05.17
Abstract EN & DE 03.-06.05.17
Proofreading and corrections 24.04.-08.05.17
Final formatting 09.-10.05.17
i of unbound master thesis 12.05.17
Revision of master thesis 15.-28.05.17
Final proofreading and corrections 29.05.-18.06.17
Binding 19.-27.06.17
of bound master thesis 30.06.17
Preparation for company meeting
Company ti X
| Activity Milestone = fixed date = time period |

Figure A3: Project plan part 2 (own presentation)
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5. Market research project plan

Month | Nov2016 | Dec 16 | Jan17 | Feb2017 | Mar 17 | Apr2017 | May17 | Jun 2107 | Jul2017
Week 43| 44] 45] 46] 47] 48] 49] 50[ 51] 52] 1] 2 3] 4] 5[ 6] 7[ 8] 9 10[ 11] 12] 13[ 14] 15] 16[ 17] 18] 19] 20] 21] 22] 23] 24] 25] 26] 27] 28] 29] 30
# |Activity Date
PREPARATION MARKET RESEARCH
1|General research and preparation of the survey design 26.10.16-06.01.17
2|Research towards related organizations in Australia 17.-30.12.16
3|Detailed development of survey design 26.12.16-14.01.17
4|First contact requests with universities and organizations in Australia 05.-13.01.17
5|Follow up on first contact requests 14.-27.01.17
6|Preparation of documents for MS2 10.-20.01.16
7|Mentor meeting 18.01.17
8|Submission of documents for MS2 20.01.17
9|SPSS Refresher 20.01.17
10|MS2 26.01.17
11]Implementation of MS2 feedback 28.01.-04.02.17
12|Research design completed 04.02.17
PRACTICAL PART
13|Development of questionnaire design 16.01.-05.02.17
14|Mentor feedback 05.-10.02.17
15]Including mentor feedback in questionnaire design 08.-12.02.17
16]Look at SurveyMonkey regarding more detailed options 22.01.-08.02.17
17|Review of questionnaire with Peeroton 13.-17.02.17
18|Final rework of questionnaire design 15.-19.02.17
19]Implementation of questionnaire in SurveyMonkey 18.-21.02.17
20|Potential questionaire testing 22.-25.02.17
21|Potential questionnaire revision including SurveyMonkey 25.-26.02.17
22|Questionnaire design completed 26.02.17
23| Coordination with parties involved in survey distribution 01.-17.02.17
24|Final coordination with parties involved in survey distribution 19.-24.02.17
25|Execution of field work 08.03.-02.04.17
26|Field work completed 02.04.17
27|Analysis of data collected 27.-11.04.2017
30|lllustration of analysis results 03.-11.04.17
31|Mentor feedback 13.-16.04.17
33|Implementation of mentor feedback

Milestone = fixed date = time period |

Figure A3: Market research project plan (own presentation)
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