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Abstract  

This study aims to investigate the effects of celebrity influencers on the brand image of 

sportswear companies among consumers in Iceland. Using quantitative methods, data were 

collected through a questionnaire and later analysed, and an ANOVA test was performed 

when comparing the means. The results show that participants favour Nike over Adidas on 

four out of six associated elements: uniqueness; good price; good access to goods; use 

daily at school, work and/or other. Furthermore, results show that there was no significant 

difference between participants that experience positive nor negative effects from the 

influencer and the participants’ overall view on the brand image. There were a few 

limitations encountered during the study, including the small sample size, insignificant 

results, and the convenience sampling method used to collect data.  
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1  Introduction 

The global sports apparel market is estimated to generate about $181 billion in revenue in 

the year 2019 (Statista, 2018). That market has witnessed substantial growth in recent years 

due to increasing consumer health awareness (Allied Market Research, n.d.). Nike and 

Adidas have dominated the sportswear market in the past years (Dua, 2018; Hancock, 

2017). Nike, Inc. earned total revenue of $36.3 billion in the year 2018, a 6% increase from 

the previous year (Nike, 2018). Adidas generated €21.9 billion in revenue in 2018, a 3% 

increase from the previous year (Adidas, 2018). Sportswear brands have been known for 

working with top product endorsers to improve sales. Sports celebrities have influenced 

today’s media culture by working with brands. The younger generations look to top 

athletes as role models, and with the omnipresence of social media, we see famous athletes 

everywhere (Jones & Schumann, 2000). A celebrity endorser is defined as a person who 

uses his fame and public recognition to endorse a product in an advertisement (McCracken, 

1989). Jesse Owens wore track shoes provided by Adidas in the 1936 Berlin Olympics 

(Jensen & Butler, 2007) and still today we see many successful partnerships, for example, 

between Nike and Michael Jordon (Andrews, 2001). 

 Research suggests that celebrity endorsement may substantially improve financial 

returns for companies that partner with them (Farrell, Karels, Monfort & McClatchey, 

2000). The significance lies however in how these celebrities improve the brand image 

they endorse (McCracken, 1989). Marketers hope that the image developed by the celebrity 

will transfer to the brand endorsed (Erdogan & Baker, 2000). 

 Amos, Holmes and Strutton (2015) studied the relationship between celebrity 

endorser source effect and effectiveness in advertising using the Kruskal-Wallis non-

parametric test. The study indicated that when negative evidence about the celebrity 

endorser appears, the revelation can exert a weak effect on the equity of the brand 

associated with the celebrity. The study also shows that positive celebrity evidence can 

also affect the brand.  

 A study conducted by White, Goddard and Wilbur (2009) demonstrated that when 

consumers receive negative information about a celebrity, it can have a harmful impact on 

the endorsed brand with which that celebrity is associated. Furthermore, their results 

showed a strong correlation between consumers perceptions of celebrity image and the 
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endorsed brand. Respondents that viewed the celebrity negatively viewed the brand 

negatively as well. 

 Kim and Na (2007) studied the effects of celebrity athlete endorsement on 

consumer attitudes towards the product. The results showed that participants who viewed 

the athletes in a positive light showed a more favourable attitude toward the product than 

those who looked negatively upon the athletes. 

While some research has investigated the influence sports celebrities wield over 

the sportswear industry, the author did not find by best knowledge research that has yet 

looked at the impact of celebrity athletes on consumers in Iceland. Therefore, the current 

study aims to examine how celebrity athlete influencers affect the brand image of the two 

most valuable sportswear companies: Nike, Inc. and Adidas. The research will focus 

specifically on consumers in Iceland. 

 The research question guiding this thesis is: “Which influencer, Cristiano Ronaldo 

or Lionel Messi, has exerted a stronger influence over the brand image of Nike and Adidas 

among consumers in Iceland?" Since Ronaldo has been voted numerous times the greatest 

player of the year, and since his main rival is Messi, these two athletes are perfect to pit 

against one another. Ronaldo signed with Nike in 2003, and Messi with Adidas in 2004, 

and they each have a lifetime partnership with their respective brand. Both celebrity 

endorsers have advertised the brands through the years; during that time, they may have 

influenced the brands in various ways. This thesis aims to investigate how strongly these 

celebrities have influenced consumers in Iceland towards those brands. It will be 

interesting to see whether recent media attention on Ronaldo and Messi will affect the 

brand image of Nike and Adidas. Hypothesis 1 suggests that in light of the negative media 

attention Ronaldo has received regarding his tax fraud and rape allegation, the reputation 

of Nike will be negatively affected. Hypothesis 2 suggests that Messi’s recent media 

attention regarding allegations of defrauding would negatively affect the image of Adidas. 

 This study is structured as follows: Market segmentation, market targeting, 

differentiation and positioning will be discussed firstly. The next chapter discusses brand 

knowledge through two different components, brand awareness and brand image. From 

there, the methodology used to analyse the effects from the influencers and the limitations 

during the research. The results are then presented for each influencer, company and the 

effects between them. The research ends with a discussion and conclusions.
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2 Marketing  

Whether we notice it or not, we are constantly being marketed to. For instance, one 

marketer said that marketing functions by “delivering a higher standard of living” (Kotler 

& Keller, 2016). More formally, the American Marketing Association defines marketing 

as “the activity, set of institutions, and processes of creating, communicating, delivering, 

and exchanging offers that have value for customers, clients, partner, and society at large” 

(American Marketing Association, n.d., “Definition of Marketing,” para. 1). 

 When it comes to creating value for consumers, companies cannot serve all 

consumers profitably (Kotler & Armstrong, 2011). Therefore, marketers streamline the 

process by using three techniques to better understand customers and their needs: Market 

segmentation, market targeting, and differentiation and positioning strategies, allow 

marketers to reach maximum effectiveness by divided subgroups (Kotler, 1997). Even 

when competitive products look the same, consumers may perceive a difference based on 

brand image differentiation. The importance of this approach enables companies to create 

a distinctive and robust brand image in the consumers’ mind through the process explained 

below (Kotler and Armstrong, 2011). 

2.1 Market segmentation 
Kotler and Armstrong (2011) describe market segmentation as a process of separating a 

market into smaller groups of consumers. Consumers may be grouped using several 

methods based on psychographics, demographic, geographic and behavioural elements. 

Since not all consumers seek the same products, by dividing them into groups, companies 

may focus more on their satisfaction with their different wants. For example, consumers 

that seek the most comfortable and biggest car in the automobile market and have no 

limitations when it comes to prices, are characterised as one market segment. Consumers 

who are more price sensitive make up another segment. 

 Other scholars argue that market segmentation refers to the use of information 

about marketing segments for marketers to design a program that appeals to a precise 

segment (Dickson & Ginter, 1987). Nike, for example, segments its market based on 

attitudes, behaviour and interests and other elements, which in turn allows them to pay 

more attention to different types of sportswear (Wood, 2017). 
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 In order to recognise a specific market segmentation, it is crucial to know the 

difference between customers and consumers. The consumer does not necessarily need to 

be the customer. Parents take the role as an intermediate customer when purchasing 

breakfast cereal for their families acting as agents. For marketers to market cereals 

successfully, it is vital that they comprehend both what the parents and the final consumer 

want (McDonald, Christopher & Bass, 2003). 

 Psychological factors in consumers’ mind may differ significantly, which affects 

their purchase behaviour. Psychographic segmentation divides consumers into groups by 

their personalities, lifestyles, or values (Kotler & Keller, 2016). However, Yankelovich 

and Meer (2006) claim that psychological factors are ineffective at predicting what 

consumers are likely to purchase, which gives marketers a poor idea of how to retain their 

customers. 

 Second-factor marketers may use is by dividing consumers by demographic 

variables, which are easy to measure. After their income, family size, age, occupation, 

religion, education, and nationality, which are often related to consumer needs and desires 

(Kotler & Keller, 2016). 

 Meanwhile, by geographic segmentation, we divide the market into units, for 

example, countries, and cities. Marketers can tailor their campaigns for the individual 

needs of every market group for maximum efficiency (Kotler & Keller, 2016). 

 When marketers divide customers according to their attitude, knowledge or 

response to a product, it is called behaviour segmentation. One group may be categorised 

as traditionalist as they tend to buy well-established brands with widespread recognition 

(Kotler & Keller, 2016). Once all the unattractive or unfitting segments have been moved 

apart, the remaining segments would be prioritised and ranked, which enables marketers 

to select the right segment to target (Wood, 2017). 

2.2 Market targeting 
The company’s opportunities are shown in the marketing segmentation. Once the 

opportunities are ranked and identified, marketers need to evaluate several segments and 

decide which they are going to target, how many and in which order. Companies look at 

two dimensions when evaluating and selecting their target segment; that is done through 

segment attractiveness and company fit (Kotler, Wong, Saunders and Armstrong, 2004). 
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 A few variables determine a segment of attractiveness, so companies need to 

analyse these segments and determine which segment will bring the highest profitability 

for the long run. For instance, it might not make sense for a smaller company to target 

segments with high growth rate, high competition, and significant current sales. Without 

the resources and lack of skills necessary to serve the larger segments, it would not 

necessarily benefit the smaller company. A company’s long-term objectives should be 

connected with the targeted segments. A choice might be attractive at the moment, but 

ultimately a poor choice from a political, social responsibility or environmental viewpoint 

in the future (Kotler et al., 2004). 

 When entering a new market, most companies serve one segment; if it becomes 

profitable over time, different segments are tried. As for Nike, they began with advanced 

running shoes for athletes. Later they managed to serve significant segments of the sports 

market by targeting larger segments through different divisions. Nike now manufactures a 

wide range of sports apparel, shoes and accessories for everyone in every sport. By 

focusing on the design of each segment, they have achieved a strong market target (Kotler 

and Armstrong, 2017). Adidas, on the other hand, has been focusing on discerning new 

trends, adjusting them to innovative footwear design, and targeting consumers with 

adequate products (Moser, Müller & Piller, 2006).      

2.3 Differentiation and positioning 
Obtaining competitive advantage has become incredibly complex, because every new 

product tends to be copied in terms of sales by competitors (Ehrenberg, Barnard and 

Scriven, 1997). Consumers are overloaded with different types of products and services.  

For companies to be able to make the purchasing decision more manageable, they tend to 

simplify the buying process by organising products, services, and companies into their 

categories. When a consumer positions a product in his mind, he takes every feeling, 

perception and first impression that he has for the product. Marketers plan the position by 

designing marketing mixes and influence them with marketing campaigns (Kotler and 

Armstrong, 2017). In terms of the marketing, differentiation should be believable, 

advantageous, distinctive and relevant to the target. It is crucial for a company to 

differentiate themselves from their competitors in order to gain an advantageous position 

in the market (Fisher, 1991). Consumers need change, and the markets evolve, therefore 

being able to maintain sustainability in the product´s differentiation and performance over 

time is essential (Wood, 2017). 
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 A company must begin by identifying a set of competitive advantages and possible 

value differences compares to its competitors. With these advantages and value differences 

in mind, a company can begin to shape its position in the market. It may have a competitive 

advantage with in terms of channels, services, products, people, or image. Two competitors 

may look the same on the surface, but the consumer may perceive other feelings based on 

brand image differentiation. For example, Nike distinguishes itself with the Nike swoosh 

logo which provides global recognition. Adidas distinguished itself with its simple yet 

easily recognisable three stripes. That is why it is essential to form a distinctive and sharp 

image. Marketers need to think about the entire customer experience and understand which 

techniques it can use to differentiate itself. Next, the company must decide the techniques 

it will develop its positioning strategy on and what differences it will promote. The benefits 

that come along with a brand’s positioning and differentiation constitute the brand’s value 

proposition. The marketing mix must support the company’s desired positioning strategy, 

which is accomplished by delivering and communicating.  Once the company has chosen 

its position, it must maintain it by delivering and communicating the chosen position to its 

target consumers. Companies must always adapt and closely monitor their position in order 

to meet consumers’ continuously changing needs and developing environment (Kotler and 

Armstrong, 2017). A well-defined positioning though strong, precise communication will 

enhance the company’s brand image and be a useful tool demonstrating potential growth. 

Any communication activity regarding the brand should have an effect on consumers’ 

minds following the desired positioning (Janiszewska and Insch, 2012).  

 Sara Úlfarsdóttir (2016) examined the positioning on sportswear brands among 

Icelandic consumers by investigating the brand recall and recognition. The results show 

that Nike and Adidas hold a strong position in consumers’ minds, showing what the 

majority of consumers think of Nike when they think of a sportswear brand followed by 

Adidas. A study conducted by Hallur Flosason (2018) supports these findings with similar 

results regarding brand recall and recognition.  

 Given the importance of brand differentiation and name recognition, it is 

worthwhile to look into what it takes for a company to build a compelling, believable and 

competitive brand, meaning that brand management serves as an essential marketing tool. 
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3 Brand management 

A company’s competitive strategic sources are based on its intangible assets (Sveiby, 

1997). Products and services can be observed, but brands might also have extra meaning 

and connection with consumers’ emotions. Customers may not always purchase the 

product’s features. Instead, they consider what the products mean (Levy, 1959). A brand 

is defined according to the American Marketing Association as a name, term, sign, symbol 

or design. Other than tangible items such as the name, logo, or design, brands may 

incorporate intangibles like personality and identity, which leaves a lasting, encompassing 

image in consumers’ minds (Schwarzkopf, 2008). A brand is a promise that companies 

market for consumers, which means that the company’s commitment is crucial when 

building a strong brand (Campbell, 2002). Understanding brand knowledge is essential; as 

its content and structure impact a company’s success. Brand knowledge is defined by two 

components: brand awareness, which relates to consumers recognition performance; and 

brand image, which connects to consumers’ lasting view and impression of the brand 

(Keller, 1993). 

3.1 Brand awareness 
As mentioned previously, awareness is one factor in brand knowledge that can be seen 

through a customer’s capability to recognise the brand in different circumstances. Brand 

awareness is made up of two influences, brand recognition and brand recall. Brand 

recognition is when a consumer has seen or heard about a brand and is able to differentiate 

it from other brands based on prior exposures. Meanwhile, brand recall is the consumer’s 

ability to retrieve the brand’s name and/or image from their memory when appropriate 

(Keller, 2012). A study by Misra and Beatty (1990) showed that brand recall is enhanced 

when a celebrity endorses it. Nike’s “Just do it” slogan has connected with numerous 

customers who seek active lifestyles around the world; this gives them a global recognition 

because it is easily understood internationally and recalled (Werther & Chandler, 2005). 

Adidas has partnered with an eco-organisation aiming to address global marine plastic 

pollution. They transform plastic that enters the ocean into high-performance sportswear, 

creating a positive awareness (Adidas & Parley, e.d.). This research will place particular 

emphasis on the concept of creating positive awareness. 
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3.2 Brand equity 
Brand equity can be defined as “added value” given to services and products with 

consumers. This connects to the way consumers perceive the brand, the company’s market 

share and prices (Kotler and Keller, 2016). Measuring brand equity is possible through 

three different perspectives: trade, companies and consumer-based perspective (Farquhar, 

1989). Keller (1993) defines customer-based brand equity (CBBE) as “the differential 

effect of brand knowledge on customer response to the marketing of the brand”. Keller 

(2001) outlines a CBBE model in order to create a strong brand. Figure 1 shows how the 

model is set up. According to the model, there are four steps for a company to build a 

strong brand, which are explained below:  

 

1. Forming a suitable brand identity by creating brand salience that connects 

to brand awareness, which then translates into making sure the customers 

comprehend the product or service group the brand competes for.  

2. The second step is to create the brand meaning by setting up a brand 

performance and brand imagery. That is done by identifying three 

dimensions: strength, favourability, and uniqueness. 

3.  The third step is to find out how consumers respond to the brand and 

marketing campaigns. The response is distinguished by consumers’ 

judgements, which are built upon personal opinions, and feelings, which 

link to consumers’ emotions.  

4. The final step focuses on the brand relationship with its customers; brand 

resonance refers to the connection consumers have to the brand.  
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 According to Keller (1993), there are two simple methods for measuring CBBE: 

the indirect method, which focuses on the brand knowledge, and the direct method, which 

estimates the impression on costumer’s response to different features of the company’s 

marketing campaign, from the impact of brand knowledge. Measuring brand awareness is, 

as previously mentioned, accomplished by measuring brand recognition and brand recall. 

Chandon (2003) explains that with a recognition task, consumers are asked whether they 

know the brand name, the advertisement, or neither. With brand recall, the consumers are 

asked to name the brands that come up within a given category. Once a brand awareness 

is created, marketers can begin creating a brand image (Keller, 2012). 

3.3 Brand image 
For a company to develop a compelling brand image, it should evaluate the public’s current 

image of the brand, the opinions of diverse customer groups, and the images of their 

competitors (Gardner & Levy, 1955). Many agree that brand image is defined as 

“perceptions about a brand as reflected by the brand associations held in consumers 

memory” (Herzog, 1963; Keller, 1993). Brand image has become a crucial concept for 

marketers. Dolich (1969) demonstrated from his findings that the image people associate 

with a brand guides their purchase choice, because as Levy (1959) stated, products are not 

only purchased due to their functionality but also because of their symbol. As mentioned 

above, in order for marketers to create a positive brand image, it is essential to create 

Source: (Keller, 2001).  
Figure 1 – Costomer-Based Brand Equity Pyramid. 
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strong, favourable, and unique associations to consumers’ memories in order to gain a 

competitive advantage. These associations may be both brand attributes (for example the 

evocative characteristics of a product or service) and brand benefits (for example the 

personal value and meaning that consumers attach to the product or service). Marketers 

carefully analyse consumers and competitors in order to establish the best positioning for 

the brand (Keller, 2012). Fundamentally, when a company has managed to increase brand 

awareness and build a positive brand image, the outcome should upsurge the prospect of 

brand selection by consumers as well produce superior customer loyalty, while also 

decreasing susceptibility to competitive brands. In the meantime, brand loyalty increases 

(Keller, 1993). Figure 2 presents the logo of Nike on the left side and Adidas on the right 

side, both of which are longstanding company logos. Consumers perceive these images 

and unconsciously recall the brands’ reputations in their memory.  

 

3.4 Brand loyalty 
One measurement marketers have been fascinated with is brand loyalty, because it 

measures how much consumers are attached to a specific brand (Aaker, 1991; Lau and 

Lee, 1999). Aaker (1991) defines brand loyalty as “the attachment that a customer has to 

a brand.” Brand loyalty may exist in two types of costumer loyalties; the customer may 

repeat their purchases or have a psychological commitment towards a specific brand due 

to perceived prior superiority regarding the brand (Muncy, 1996). 

 This chapter has clarified the theoretical portion of this thesis, and is followed by 

the methodology applied in this research. 

  

Figure 2 – Nike and Adidas logos 
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4 Methodology  

The purpose of this chapter is to explain in detail the research methods and the 

methodology implemented in this study. This chapter clarifies the reasons for choosing 

this particular research approach, the research design, and advantages and disadvantages 

that might arise during the research. Subchapters will elucidate the instrumentation, data 

collection technique, and the sample size. The chapter concludes with a discussion about 

limitations as well as the problems encountered during the research.   

4.1 Research method 
As previously stated, the objective for this research is to investigate which of the 

influencers, Cristiano Ronaldo and Lionel Messi, exerts a stronger influence over the brand 

image of Nike and Adidas among consumers in Iceland. Addressing this inquiry requires 

investigating the awareness, brand image, brand equity, and brand loyalty consumers have 

on the two companies and analyse if there is any difference. A quantitative method was 

chosen for this research because it provides much greater resolution and a high level of 

details (Greenfield & Greener, 2016).  

 A survey was used for this study to select a sample from a population. The survey 

involved a questionnaire that enabled the researcher to obtain data on current opinions 

about the brands among consumers in Iceland. The whole questionnaire may be found in 

appendix A. The reason the researcher chose a questionnaire is that he thought it was an 

effective and efficient way of retrieving large amounts of data, at a reasonably low cost in 

a short time. The disadvantage of this type of descriptive research is that there is a 

possibility that the respondents will not report their views accurately and create bias, for 

instance if responders try to complete the questionnaire quickly and therefore do not voice 

their true opinions. 

4.2 Instrumentation 
Part of the research method is based on the journal by Keller (1993), which clarifies how 

to measure brand awareness and brand image. Keller stated that brand awareness could be 

assessed through brand recall and brand recognition. With brand recall measures, it can be 

found by order of brands the responders recall, which is placed in their “top of mind” and 

powerfully associated with the given product category. The recognition component may 

be assessed by giving the responders some version of the brand name for them to recognise 

(Keller, 1993). 
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 Keller (1993) explains that the brand image can be measured directly, and can be 

used to discover the effect of the brand name and other associated elements such as 

product, trustworthiness, uniqueness, channels, and promotion. A similar study was 

conducted by Sara Úlfarsdóttir (2016), and the elements she found in her interviews are 

similar to those Keller (1993) describes. This research is among consumers in Iceland; 

which is why each element and the language of the questionnaire was translated into 

Icelandic. A questionnaire was prepared for the study in which the questions were related 

to brand awareness and brand image that was connected to the questions regarding the 

effects of the influencers on consumers. Lastly, there were a few background questions to 

see if there was a normal distribution on age and education. 

 In order to investigate brand awareness, two types of instruments by Keller (1991) 

were used. Firstly, to explore brand recall where respondents were supposed to answer an 

open question, given a specific product category, responders were supposed to answer one 

brand name that came up first into their minds. In the next question, the responders were 

asked to name other brands that come into their mind. Secondly, to explore brand 

recognition, the brand logos of Nike and Adidas were shown, and responders were asked 

if they were familiar with both of the brands.  

 Brand image was next measured following Keller’s (1993) measurement method. 

After the responders answered whether they could distinguish between the two brands, 

they were asked how they feel about each of the six associated elements related to the two 

brands. A 5-point interval scale was used to measure a responder’s connection to the 

brands; the number 1 signified a “very weak” connection, while the number 5 represented 

a “very strong” connection. Six questions were focused on measuring the brand image for 

each brand; each of the questions was a measure of how well responders connect to each 

associated element. The same 5-point interval scale measurement was used when 

responders were asked to scale the positive and negative effects they experience from 

Cristiano Ronaldo and Lionel Messi. The number 1 was the lowest value and assigned 

“very bad”, the number 5 was the highest value and assigned “very good”. 

4.3 Data collection technique and investigation  
Convenience sampling was used to collect data. The questionnaire was installed and 

prepared on the program QuestionPro. Before the questionnaire was published, the author 

had five parties pre-test the questionnaire; from there, the wording and layout of the 

questions were revised as necessary. The questionnaire was later published on March 11, 



 

 21 

2019, at 21:57 on the social networking service company Facebook, where the link from 

the questionnaire was shared. The questionnaire was then closed on March 19, 2019, at 

22:24. The researcher shared the questionnaire on his private profile and in a few other 

social groups on Facebook. The group that reached the most people was called “brask og 

brall.is”, reaching 133 thousand members in Iceland with members distributed throughout 

the country. Other groups that the researcher shared the questionnaire with are as follows 

and reaching together 75 thousand members: “costco – gleði, til sölu íþróttafatnaður, 

hjóladót til sölu”. 

 Inside the link, respondents were given a brief introductory text about the research 

and were informed that it was part of the author’s final B.Sc. project. 

 The data collected from the questionnaire was transferred into Microsoft Excel 

software, where data processing was performed. The data was sorted and cleaned, such 

that responders who did not complete the entire questionnaire or answered unreliably were 

excluded from the sample. The clean data was then compared and placed into tables to 

calculate the mean and standard deviation. A hypothesis test was performed to compare 

whether there was any statistically significant difference between the means of the two 

independent groups. It was critical to the comparison of means that the participants knew 

about the cooperation between the influencers and the sporting brands. 

 A single factor ANOVA test was selected to test the collected data whether there 

was a significant difference between the means of the two sporting brands. ANOVA test 

was performed on all of the six associated elements between the two companies. ANOVA 

is a comparison of several populations which must be more than two and normally 

distributed, have equal variances and samples are randomly and independently drawn. 

 The null hypothesis H0 of the ANOVA test is that the population means are all 

equal, while the alternative hypothesis H1 is that the means are not equal. Formally: 

𝐻": 𝜇% = 𝜇' = 𝜇( = ⋯ = 𝜇* 

𝐻%: 𝑛𝑜𝑡	𝑎𝑙𝑙	𝑚𝑒𝑎𝑛𝑠	𝑎𝑟𝑒	𝑒𝑞𝑢𝑎𝑙 

where 𝜇7 is the mean of the population 𝑖, with the rejection rule being:  

reject H0 if p-value < α and F-statistic > F-critical. The ANOVA tests were all conducted 

with a 95% confidence interval (α = 0.05). 
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4.4 Participants  
The research population are all Icelanders, and as mentioned previously the research took 

place in Iceland. In total, 435 participants viewed the questionnaire, 382 started but did not 

finish, and 347 participants finished the whole questionnaire. Five participants were 

excluded from the sample; therefore, the sample holds 342 significant participants. Table 

1 shows participants’ information based on the background variables. As the table shows, 

the gender division was slightly uneven with 74% female, which is a potential limitation 

of the research. 

Table 1 – Descriptive statistics on participants. 

What is your gender? Rate 
Male 26% 
Female 74% 
What is your age?  
20 years old or younger 6% 
21 - 25 years old 18% 
26 - 30 years old 13% 
31 - 40 years old 20% 
41 - 60 years old 41% 
60 years old or older 2% 
What is the highest level of education you have completed? 
Primary school 15% 
High school 33% 
Undergraduate  32% 
Graduate 19% 
Doctoral 1% 
Do you exercise or do sports?   
Yes  81% 
No 19% 

 

4.5 Limitations 
The researcher encountered several challenges while conducting the research for this 

thesis. The first challenge was getting a sufficient amount of participants. Because the 

sample size was relatively small, the data collected and the results cannot be extrapolated 

on a broader scale while investigating among consumers in Iceland. Secondly, the research 

was restricted by time and cost, which resulted in the choice of a more efficient method 

like a questionnaire. Thirdly, while using convenience sampling method, convenience 

sample violates the random and independent assumption on ANOVA tests. Fourthly, as 
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mentioned above, females accounted for ¾ of the participants and males only for ¼, 

therefore the gender representation is skewed. Due to all of these limitations, the results of 

this study cannot be generalised.  

 This chapter has explained in detail the research methodology applied in this thesis. 

The primary research method used was a questionnaire and the results analysed in Excel. 

The main results and findings of this research are presented in the next chapter. 
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5 Results  

This chapter will present the main findings of the study. The chapter is divided into four 

subchapters: awareness, brand image, the connection Cristiano Ronaldo has on Nike, and 

Lionel Messi on Adidas. 

5.1 Awareness  
As mentioned in the methodology chapter, brand awareness was measured through two 

questions. In the first question, participants were only allowed to answer one brand. As 

seen in Figure 3, when asked which sportswear brand first comes to mind, Nike was in the 

majority of participants and was most commonly mentioned or 245 times (71%). After 

Nike came Adidas which was mentioned a total of 59 times (17%). In third place came 

Under Armour, which was mentioned 25 times (7%). Lululemon was mentioned three 

times and Gymshark two times. The rest of the answers amounted to 8 brands, each only 

mentioned once.  

In question two, participants were asked which other sportswear brands they recalled and 

were allowed to answer as many brands they could recall. A total of 74 brands were 

mentioned. As seen in Table 2, the brand Adidas was most often mentioned, 245 times to 

be exact (23.3%), the second was Under Armour which was mentioned 178 times (16.9%) 

71.64%

17.25%

7.31%
0.88% 0.58% 2.34%

20%

40%

60%

80%

Nike Adidas Under Armour Lululemon Gymshark Other

Sportswear brands

Figure 3 – Which sportswear brand comes first into mind? 
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and thirdly Nike, mentioned 94 times (8.9%). Other brands that were mentioned are listed 

below, brands that were mentioned less than six times are set into “others”.  

Table 2 – Other sportswear brands that consumers recall.  

Brands  N Rate 
Adidas 245 23.3% 
Under Armour 178 16.9% 
Nike 94 8.9% 
Reebok  93 8.8% 
Puma  72 6.8% 
Fila  42 4.0% 
Hummel 40 3.8% 
New Balance  27 2.6% 
Asics  22 2.1% 
Champion  21 2.0% 
Gymshark 19 1.8% 
Lululemon 17 1.6% 
Brandson 13 1.2% 
Henson  12 1.1% 
Errea  12 1.1% 
Speedo 11 1.0% 
Macron  11 1.0% 
Mfitness 10 0.9% 
Kappa  9 0.9% 
Umbro  6 0.6% 
Brooks  6 0.6% 
Others 119 8.8% 

 1,079 100% 
 

5.2 Brand image  
When comparing the brand images of Nike and Adidas, each associated element was 

analysed for each company with respect to the number of participants, average and 

standard deviation. Table 3 presents the results of how participants see the brand Nike 

within each associated element. The table shows that Nike is strongest in its quality 

element, scoring a mean of 4.08 and a standard deviation of 0.803, and weakest when it 

comes down to pricing, scoring a mean of 2.56 and a standard deviation of 0.969.  
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Table 3 – Nike associated elements results. 

Nike N Mean SD 
Good quality  342 4.08 0.803 
Trust 342 4.01 0.816 
Uniqueness 340 3.55 0.883 
Good price 342 2.56 0.969 
Good access to goods 342 3.97 0.837 
Use daily at school, work and/or other 342 3.31 1.369 
Mean  3.58  

 

 Table 4 shows that participants found Adidas having quality as the strongest 

associated element scoring a mean of 4.01 and a standard deviation of 0.683, and the price 

as the weakest scoring a mean of 2.85 and a standard deviation of 0.909. 

Table 4 – Adidas associated elements results. 

Adidas N Mean SD 
Good quality  340 4.01 0.683 
Trust 339 3.92 0.742 
Uniqueness 340 3.40 0.797 
Good price 340 2.85 0.909 
Good access to goods 340 3.66 0.932 
Use daily at school, work and/or other 339 2.87 1.300 
Mean  3.45  

 

 Table 5 presents results from the ANOVA test between the companies; results 

show that there is a significant difference between four associated elements: uniqueness; 

good price; good access to goods; and use daily at school, work and/or other. The elements 

good quality and trust do not have a significant difference.  

Table 5 – Nike and Adidas single factor ANOVA test. 

 

Nike - Adidas  F P-value F crit 
Good quality  1.27 0.261 3.855 
Trust 2.04 0.153 3.855 
Uniqueness 5.62 0.018 3.855 
Good price 15.44 9E-05 3.855 
Good access to goods 20.77 6E-06 3.855 
Use daily at school, work and/or other 18.72 2E-05 3.855 
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5.3 The connection between Nike and Cristiano Ronaldo 
Table 6 presents two groups, one group with participants who see Ronaldo in a positive 

light, and the other group with participants who see Ronaldo in a negative light. The table 

also shows how these two separate groups score Nike through the six associated elements. 

The table shows that participants that view Ronaldo negatively tend to rate Nike on average 

less than the ones that view Ronaldo positively. 

Table 6 – Nike rating among participants who look positively or negatively upon 

Cristiano Ronaldo. 

   

 Table 7 shows whether there exists a significant difference between all participants 

and the two groups that found Ronaldo bring positive or negative effect towards them. 

There is a significant difference between three associated elements, good quality, trust, and 

uniqueness. Those who experience a negative effect, do not have significant difference 

compared to all participants. 

Table 7 – The effect Cristiano Ronaldo has on Nike (single factor ANOVA test). 

 

Participants that found Cristiano 
Ronaldo: Positive effect Negative effect 

Nike N Mean SD N Mean SD 
Good quality  49 4.31 0.822 20 3.95 0.945 
Trust 49 4.33 0.689 20 4.05 0.759 
Uniqueness 49 3.98 0.854 19 3.74 0.806 
Good price 49 2.78 1.066 20 2.45 0.759 
Good access to goods 49 4.08 0.886 20 4.10 0.852 
Use daily at school, work and/or other 49 3.55 1.400 20 3.20 1.322 
Mean  3.84   3.58  

Participants that found Cristiano 
Ronaldo: Positive effect Negative effect 

Nike F P-value F crit F P-value F crit 
Good quality  4.29 0.039 3.866 0.90 0.343 3.868 
Trust 6.77 0.010 3.866 0.00 0.951 3.868 
Uniqueness 9.90 0.002 3.866 0.29 0.588 3.868 
Good price 1.98 0.160 3.865 0.39 0.531 3.868 
Good access to goods 0.78 0.377 3.865 0.20 0.656 3.868 
Use daily at school, work and/or other 1.32 0.251 3.865 0.12 0.727 3.867 
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5.4 The connection between Adidas and Lionel Messi 
Table 8 presents two groups, one for those who experience Messi having a positive effect, 

and the other who experience Messi having a negative effect on them. The table shows 

how these two separate groups rate Adidas on the six associated elements. 

Table 8 – Adidas rating among participants who look positively or negatively upon 
Lionel Messi. 

Participants that found Lionel Messi: Positive effect Negative effect 
Adidas N Mean SD N Mean SD 

Good quality  61 4.16 0.637 3 4.67 0.577 
Trust 61 4.08 0.737 3 4.33 0.577 
Uniqueness 61 3.62 0.756 3 4.33 0.577 
Good price 61 3.03 0.894 3 4.00 1.000 
Good access to goods 61 3.69 1.057 3 4.33 0.577 
Use daily at school, work and/or other 61 3.16 1.368 3 4.33 1.155 
Average  3.63   4.33  

 Table 9 details whether there is a significant difference between all participants and 

the two groups that found Messi bring positive or negative effect towards them. The table 

compares those who experience a positive and negative effect of Messi to all participants. 

Only the element “uniqueness” shows a significant difference between those who 

experience a positive effect from Messi and overall participants. The rest of the elements 

do not show a significant difference.   

Table 9 – The effect Lionel Messi has on Adidas (single factor ANOVA test). 

Participants that found Lionel Messi: Positive effect Negative effect 
Adidas F P-value F crit F P-value F crit 

Good quality  2.66 0.104 3.865 1.01 0.315 3.869 
Trust 2.29 0.131 3.865 0.91 0.341 3.869 
Uniqueness 3.87 0.050 3.865 1.13 0.288 3.869 
Good price 2.56 0.110 3.865 1.03 0.312 3.869 
Good access to goods 0.22 0.642 3.865 0.27 0.601 3.869 
Use daily at school, work and/or other 2.65 0.104 3.865 1.52 0.219 3.869 
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6 Discussion and conclusions  

This research has investigated the effects of the influencers Cristiano Ronaldo and Lionel 

Messi on the brand image of Nike and Adidas among consumers in Iceland. A significant 

difference was measured on six associated elements on brand image between Nike and 

Adidas. This study uses a similar ground approach as studies made by Hallur Flosason 

(2018) and Sara Úlfarsdóttir (2016), which investigated similar subjects. 

 Hallur Flosason (2018) studied brand awareness and brand image of Nike and 

Under Armour among consumers in Iceland, investigating the connections between Nike 

and Under Armour and different lifestyle factors. Sara Úlfarsdóttir (2016) studied brand 

awareness and brand image of Nike, Adidas and Under Armour among consumers in 

Iceland, investigating whether the branding of Nike, Adidas, and Under Armour was 

consistent with their image. The two studies also used different research methods. Hallur 

Flosason (2018) used in his research the same method as Sara used in hers when 

investigating brand awareness but different associated elements when investigating brand 

image compared to this study.  

 When participants’ responses were analysed, the majority said that Nike was the 

first brand that came to mind. This shows that Nike has differentiated themselves from 

their competitors and positioned themselves in consumers’ memory, thereby leading to 

enhanced value. When participants were asked to name other sportswear brands, Adidas 

was in the majority, mentioned 245 times. In third place was Under Armour. Compared to 

how many participants thought of Nike in question 1, it is not surprising how many 

mentioned Adidas in question 2. Nike and Adidas have clearly defined their market target 

to maintain their success. Based on these results, Nike has formed a strong brand recall 

and recognition in consumers’ minds (Keller, 2012). Results of the study agree with 

previous findings of Hallur Flosason (2018) and Sara Úlfarsdóttir (2016), namely that Nike 

holds the strongest brand awareness among consumers, secondly Adidas and thirdly Under 

Armour.  

 To investigate the brand image among consumers, all of the six associated elements 

were examined based on how weakly or strongly participants associate with each element 

on the image of both brands. As mentioned in chapter 3.3, brand image is “perceptions 

about a brand as reflected by the brand associations held in consumers memory” (Herzog, 

1963; Keller, 1993). Results show that there is a significant difference between four out of 

six associated elements when comparing the means between Nike and Adidas. Uniqueness, 
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good price, good access to goods, use daily at school, work and/or other were the elements 

that had a significant difference. Looking at the results, participants associate strongly with 

the brand Nike for being unique, products being accessible, and the participants use the 

brand more often than Adidas. The weakest elements participants associate with Nike are 

their premium priced products. 

 On the other hand, participants associate more strongly with Adidas’s prices, 

compared to Nike. Furthermore, weakest element participants associate with Adidas are 

their prices, which is interesting because they associate the prices with Nike the same. 

Though, the price element with Adidas had a higher mean compare to Nike.  

 When comparing these two brands, participants associate more strongly with Nike 

rather than with Adidas if we only look at these four associated elements. This is 

unsurprising, given that Nike is known for its marketing campaigns and high advertising 

expenses. In addition, Nike’s success has been determined by its ability to adapt to a 

rapidly changing media environment while maintaining, extending and expanding their 

brand image (Nike, 2018). These results agree with previous findings of Hallur Flosason 

(2018) and Sara Úlfarsdóttir (2016) to some degree, which shows that Nike has a stronger 

brand image among participants. The result also supports research concerning brand 

loyalty (Keller, 1993). Having a strong awareness and brand image produces superior 

brand loyalty. Accordingly, customers with a strongly positive image of Nike purchase 

Nike more frequently than they purchase Adidas, showing more loyalty toward Nike. The 

findings suggest that there is strong brand equity according to Keller (1993) through brand 

knowledge. Therefore, the result is consistent with the findings of Farrell et al. (2000), that 

celebrity endorsers may substantially improve financial returns for companies that are 

endorsed by celebrities. 

 No similar studies were found that investigate the effects of influencers on the 

brand image of Nike and Adidas. As mentioned above, hypothesis 1 suggested that the 

negative media attention Ronaldo received lately would negatively affect the brand image 

of Nike. Hypothesis 2 suggested that negative media attention Messi has been receiving 

would negatively affect the brand image of Adidas. 

 The main findings for this study had no significant difference. The researcher had 

to analyse the data and compare those who experience negative effects from Ronaldo and 

Messi against participants overall view on the brand image of both brands. If we compare 

only the means without ANOVA test, we may find that Ronaldo does not have a negative 
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effect on the brand image of Nike. This result, therefore, does not agree with the findings 

of Amos et al. (2015) and White et al. (2009), that celebrity influencers can have a negative 

effect on the endorsed brand in general. The study also found that Ronaldo increases 

positively the brand image of Nike. That agrees with previous research (Amos et al., 2015; 

White et al., 2009; Kim & Na, 2007) that celebrity influencers do have a positive effect on 

the endorsed brand. What is interesting with this result, is that even after Ronaldo received 

negative media attention about his tax fraud between the years 2011 – 2014 of up to €14.9 

million, and after the rape allegation in 2018, Ronaldo still boosts Nike’s brand image; 

therefore, we reject hypothesis 1.  

 As for Adidas, it is not possible to discern the impact of Messi on the image of 

Adidas, because there were only three participants in the study with negative associations 

regarding Messi, and all of the associated elements had no significant difference. If we 

only look at the mean when comparing the groups, participants that experienced a positive 

effect from Messi have a stronger brand image on Adidas compared to overall participants. 

This result agrees with the studies of Amos et al. (2015), White et al. (2009), and Kim & 

Na (2007), which explains again that influencers do affect the brand image positively. 

 The researcher found it interesting that not many participants have negative 

associations with Messi compared to Ronaldo. Maybe this is because of the negative media 

attention Ronaldo has received. Interestingly, even after Messi was found guilty of 

defrauding in Spain of €4.1 million between the years 2007 and 2009, he still provides a 

positive image to Adidas. These results support the academic suggestion by Erdogan and 

Baker (2000) that celebrities transfer their personal image onto the brand endorsed. 

Therefore, we reject hypothesis 2. 

 The main limitations of this study are the number of participants and the method 

used to recruit them. The gender ratio in the sample was uneven, where women were in 

the majority and therefore influenced profoundly on the results. When analysing the data, 

the researcher found that some participants did not answer sufficiently well to be taken 

into the sample, and therefore they were excluded. The researcher, therefore, avoids 

drawing any conclusions about the effect that influencers have on the brand image of both 

brands.  

 In light of these findings, it is vital for marketers to be aware of the risks associated 

with celebrity athlete influencers. It is impossible to predict celebrities’ ethical and moral 

actions; that is why companies need to analyse their weaknesses that might hurt the brands’ 
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reputation in the future. Further, it would be interesting to expand this research by using 

another methodology, in order to generalise the study with a broader and more significant 

sample. It would also be interesting to find out if there is any difference between gender 

and age of participants who experience effects from the influencers and if it affects the 

brand image on both brands. 
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Appendix  

Appendix A - Questionnaire 

 

Dear participant, 

 

The following survey is part of my B.Sc. thesis in Business Administration at the 

University of Iceland. The aim of the study is to investigate the image of sportswear brand 

among consumers in Iceland. 

 

It takes about 3 minutes to answer the survey and your participation is not traceable. 

 

Thanks in advance, 

Artem van de Sande. 

arf13@hi.is 

 

 

1. When you think of a sportswear brand, what fashion brand comes first up in 

 your mind? _______________ 

 

2. What other fashion sportswear brand do you know? ______________ 

 

3. Which of the following sportswear brands do you recognize? 
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4. Please indicate how weak or strong you associate with the brand Nike with the 

 following items. 

 

5. Please indicate how weak or strong you associate with the brand Adidas with 

 the following items. 

 

 

6. Please select the influencers you know. 

                          Cristiano Ronaldo                                     Lionel Messi 

 

 

Very 
weak Weak 

Neither 
nor Strong 

Very 
strong 

Good quality           
Trust           
Uniqueness           
Good price           
Good access to goods 

          
Use daily at school, 
work and/or other           

 

Very 
weak Weak 

Neither 
nor Strong 

Very 
strong 

Good quality           
Trust           
Uniqueness           
Good price           
Good access to goods 

          
Use daily at school, 
work and/or other           
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7. Please indicate how bad or good effects these influencers have on you. 

 Very bad Bad 
Neither 

nor Good 
Very 
good 

Cristiano Ronaldo           
Lionel Messi           

 

8. When you shop for sporting goods, which brand do you seek the first? 

 (  )   Nike 

 (  )   Adidas 

 (  )   Not quite sure 

 (  )   Other, what? ____________ 

 

9. Did you know that Cristiano Ronaldo has a partnership with Nike? 

 (  )   Yes 

 (  )   No 

 

10. Did you know that Lionel Messi has a partnership with Adidas? 

 (  )   Yes 

 (  )   No 

 

11. What is your gender? 

 (  )   Male 

 (  )   Female 

 

12. What is your age? 

 (  )   20 years or younger 

 (  )   21 – 25 years  

 (  )   26 – 30 years  

 (  )   31 – 40 years  

 (  )   41 – 60 years 

 (  )   61 years or elder 
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13. What is the highest level of education you have completed? 

 (  )   Primary school 

 (  )   High school 

 (  )   Undergraduate studies at the tertiary level 

 (  )   Postgraduate studies at the tertiary level 

 (  )   Doctoral studies 

 

14. Do you exercise or do sports? 

 (  )   Yes 

 (  )   No 


