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Abstract: 

Good reputation creates a positive image of the organization. The Indian Premier League 
(IPL) contributed 11.5 billion INR to India’s Gross Domestic Product (GDP). The 6.3 
billion USD IPL ecosystem provides significant scope for research. The research aims to 
explore the concept of corporate reputation for sports teams in general and IPL in 
specific. The researchers have analyzed Chennai Super Kings (CSK) as a team to unearth 
the effect of various drivers of corporate reputation on the reputation of sports franchises, 
based on a total of 213 responses and secondary data analysis from Entertainment and 
Sports Programming Network (ESPN), Times Internet and IPL official websites. The 
researchers applied filters to ratings, subsequently added different weights to opinions of 
CSK and non-CSK fans, and calculated a scaled mean rating for each factor using a 
weighted average factor method to estimate its impact on the corporate reputation of 
CSK. The findings of the research indicate that team spirit and consistent on-field 
performance team captain have the most significant impact on CSK’s reputation. The key 
beneficiaries of this study will be sports franchise strategy planners and decision-makers, 
stakeholders. The researchers have proposed a scorecard that will enable the 
stakeholders to understand the relative strength each factor has on the corporate 
reputation of the team. 

Keywords: Reputation Score card, Indian Premier League, Team Ethos, Player 
Orientation, Player Retention, Team Success 

Introduction 

Corporate Reputation is a premier intangible asset that determines organizational 
success. The sustenance of a good corporate reputation leads to the creation of greater 
value to the stakeholder. Organization equity and financial strength are greatly 
enhanced by ensuring favorable reputation amongst stakeholders. (Fombrun and 
Shanley, 1990.)   
Good reputation creates a positive image of the organization. Reputation is now a 
significant factor in business, including sports. Reputation is the concept by which the 
sports club creates a pretty picture of itself. It is something that the organization 
shouldn’t neglect as it can quickly turn into a negative reputation. The reputation of the 
sports club impacts its fans and this is reflected positively on social media and the 
club’s fan pages. Good reputation creates a positive image of the organization.  
The effect of organization reputation and satisfaction revealed an outstanding 
organization reputation can increase the intrinsic valuation of a firm and increase its 
market share and impacts the customer base. (Hong and Jang, 2009) Studies show that 
individuals project a higher measure of faith and trust onto well-reputed sports 
organizations (Shank and Bravo, 2010), increase their loyalty towards those 
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organizations (Czarnitzki and Stadtmann, 2002; Walsh et al, 2009), engage in positive 
word of mouth activity (Walsh and Beatty, 2007) and demonstrating a close affiliation 
with the organization by purchasing merchandise products (Walsh et al, 2009). 
Existing reputation measurement scales developed in the fields of marketing, 
management, and ignore characteristics specific to sports teams’, such as team 
performance and team tradition (e.g. Walker and Kent, 2009). 
The role of reputation in predicting the consumption behavior of sports fans remains to 
be explored (Walker and Kent, 2009). A Spectator-based Sports Team Reputation 
(SSTR) method was developed by considering the two parameters: reputation built on 
a collective level and through interactions between a sports team and spectator 
experiences (Jang et al, 2015) 

 

Scope: 
The main focus of this research effort was the creation of a comprehensive framework 
by which the reputation of sports teams, specifically CSK, a cricket franchise playing 
in the IPL, can be analyzed.  The study involves identifying the most relevant factors 
affecting corporate reputation in the aforementioned cricket franchise by using a blend 
of analytics and weighted average factor method for indicator recognition. 
The project covers the assignment of a score to each factor based on which the relative 
effect of each factor on reputation is tabulated. The study is limited to an extensive 
spectator study within India itself and the subjects studied are all Indian nationals.   
The project can be used as a blueprint for reputation measurement and factor 
determination in all existing cricket franchises in the world.  Some calculations, 
assumptions, and selections were made as a consideration of the authors’ method and 
approach.  
This study is based on the first eleven years of the IPL tournament, which focuses on 
the years from 2008 to 2018. All the data that has been included in this research study 
was extracted in March 2019, prior to the start of the twelfth edition of the tournament 
held in 2019.  
 

Need and Relevance:  
Throughout its history, cricket has been a highly exclusive game, played only among 
ten to twelve countries for the first hundred and thirty years of its existence. It, 
therefore, had limited reach and scope, catering to a gentlemanly audience class with a 
limited need for international teams to manage their reputation. Standardized teams and 
supporter nationalism coupled with exemplary player conduct while representing their 
nations ensured that the reputation of international cricket teams was always 
effervescing around a high standard.  
The advent of T20 leagues and franchise cricket thirteen years ago (2007) in a cricket-
crazy nation like India crated a need to measure the corporate reputation of these 
teams, since the spectator demographic is neither entirely elite nor is the support even 
remotely dependent on just geographic and locational factors.   
While studies have been previously conducted to study various aspects of corporate 
reputation, there are a limited number of them on sports franchises in general and 
cricket franchises in specific. New studies can be conducted in the area of sports team 
management to analyze the impact of team ethos, owner influence, spectator 
orientation, player impact, and team success on the corporate reputation of sports 
franchises.  
The impact of each of these factors and the extent to which they influence sports team 
reputation can be analyzed in greater detail over an 11 years from 2008-2018. Further, 
the research will attempt to identify if a particular factor has a more pronounced effect 
on reputation than another factor, and present a scorecard of factors that affect sports 
team reputation, in decreasing order of their effect on the same. 
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The researchers believe that, in an age where live sports draw increasing viewership 
both as gate crowds and via television broadcasts, the management of the reputation of 
sports franchises is a neglected area.  
This work is an attempt to pinpoint, assess and improve performance within the factors 
that affect corporate reputation within the context on CSK, and use the insights to build 
a reputational model that can be replicated across all sports franchises. Cricket has 
evolved drastically with countries starting their own T20 leagues with foreign players 
turning up to represent these teams. The advent of T20 has commercialized the sport, 
with huge investments poured into franchises in the form of sponsorships. The 
researchers believe this paper will be of utility to sports planners, franchise investors, 
team owners and marketing, reputation, and social media managers working for sports 
franchises all around the world. 
  

CSK - A short summary 
CSK is an IPL franchise based in Chennai, India. Having won the IPL thrice, it is the 
most successful franchise in the tournament’s history. They hold the record of most 
appearances in the playoffs stage (nine) and in the final (seven). Apart from just being 
successful, CSK is also one of the most popular franchises, mainly due to the presence 
of former Indian cricket team captain M.S. Dhoni. CSK is a model of consistency, and 
they emphasize on ‘playing the game hard but fair, and within the spirit of the game. 
Cricket is referred to as ‘The Gentleman’s Game’. The International Cricket Council 
recognizes that playing hard, but playing fair is an important aspect while playing the 
sport. The ICC thus has an award known as the ‘ICC Spirit of Cricket Award’ that 
recognizes the contributions made by an individual or a team to play the sport in a 
dignified manner. M.S. Dhoni, the CSK captain, is a recipient of this prestigious award.  
The IPL also followed suit and the organizers have tried to get the teams to play within 
the ‘Spirit of the game’. After the spot-fixing scandal rocked the tournament in the 
sixth edition in 2013, the organizers have made it a point for the teams to pledge 
allegiance to MCC’s Spirit of Cricket. The teams pledge to play hard, but play fair and 
within the spirit of the game. 
During its first edition in April 2008, the IPL had pledged its allegiance to the MCC's 
Spirit of Cricket campaign, and it has been reaffirming it each year. This is done during 
the Opening Ceremony that is held prior to the commencement of each edition of the 
tournament with the captains called onto the stage to sign the ‘Spirit of Cricket’ bat. 
The IPL also has a ‘Fair Play Award’ that is given at the conclusion of each season to 
the team with the best record of fair play. After each match, the two on-field umpires, 
and the third umpire, score the performance of both the teams out of a total of 10 
points. The winner is decided based on the total points accumulated over the course of 
the season. The factors that are taken into consideration are how the team adhered to 
the spirit of the game according to the umpires, the respect towards the opposition, the 
laws of cricket, and the officiating umpires. 
In the eleven editions of the IPL, CSK has won the award an astounding six times (in 
2008, 2010, 2011, 2013, 2014 and 2015), despite not playing the tournament twice. No 
other team has won the award more than once. This emphasizes that CSK has not just 
been the most successful team in terms of their on-field performances but they’ve also 
done it by playing it fair. 
 

Methodology 
Variables and Constructs 

Construct 1- Team Ethos: Team Spirit; Approach to game; Fair play; Core 
Leadership Group  
Construct 2- Owner Influence: Owner Involvement; Player Retention (Auction 
Strategy), ‘Whistle Podu’ Express Campaign 
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Construct 3- Spectator Orientation: Loyalty (Merchandise); Team Anthem; 
Preferring IPL over International cricket; Enthusiasm; Fan Support; Social Media 
Support (if needed) 
Construct 4- Player Impact: Marquee player contributions; Style of play; Extent of 
connect with fans, Fan Support in absence of player (Dhoni, Raina) 
Construct 5- Team Success: Consistency; Performance; Home W/L record  
 

Purpose of Study: 
The purpose of this study is to analyze the effect of Team Ethos, Owner Influence, 
Spectator Orientation, Player Impact, and Team Success on the Corporate Reputation 
of sports franchises in the IPL in general and CSK in specific. These constructs have 
been identified from a combination of sources: the authors’ own experience, the results 
of a qualitative survey that garnered over 210 responses, and discussions with reputed 
names in the cricket fraternity, closely associated with Chennai Super Kings.  
 

Construct Operational Definition:  
1. Team Ethos- Spectator’s perception of sport team’s tradition and principles translating 

into the team’s overall achievement and success. 
2. Owner Influence- Spectator’s perception of the participation of the Team owners and 

their strategic vision having a positive impact on the team and its comparison to those 
of other similar organizations 

3. Spectator Orientation- Spectator’s perception to which degree a sport team puts 
spectators at its center of focus and how they reciprocate to it. 

4. Player Impact- Spectator’s perception of the positive influence of the players of the 
sport team and how they influence the team success. 

5. Team Success- Spectator’s perception of quality of sports team’s performance that 
leads to team success  

 

Figure 1: Research Framework 

 
Data Sources and Description: 

The research is exploratory and is based on a quantitative questionnaire as a primary 
data source, supplemented by secondary data using cricket statistics. A total of 213 
responses were collected across locations all over India from diverse age groups with a 
blend of CSK and non-CSK supporters. 
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The researchers used multiple sources of information, namely (a) Secondary 
information obtained by collecting player and team statistics from sources like ESPN 
Cricinfo and Cricbuzz (b) quantitative questionnaire which generated 213 responses 
from various locations all over India from diverse age groups with a blend of CSK and 
non-CSK supporters. 
The researchers collected secondary data from sources like ESPN Cricinfo, Times 
Internet’s Cricbuzz, and the official sites of the participating teams. 
The collected data was used to measure and validate team performance and included 
the win-loss record of all IPL franchises with special focus on home records, 
performance in crunch knock out games, individual player achievements contributing 
to overall team’s success, team records, auction strategies, the volume of players to 
have represented franchise over the years and head to head records against specific 
teams in IPL. The researchers also collected data on the overall IPL brand valuation, 
individual team’s valuation and IPL viewership – ever since its inception over the 
years, along with the team’s social media following across various channels, their 
marquee players contracted with them for the season. 
The researchers collected questionnaire results from 213 respondents, spanning across 
different geographical locations within India. The survey consisted of 39 questions, 
which were one of the following types -dichotomous, polychotomous (with some 
measurable on the 5-point and 7-point Likert scale), and open-ended questions. The 
survey gauged the demographics of the respondents, their orientation towards IPL in 
general, and its franchises in particular, their perception about the team in question, and 
their loyalty towards the team they support. 
A survey was conducted using Google form, which was the source of our primary data. 
The objective of the questionnaire was to gauge the peoples’ perception about CSK - 
What according to the spectator affects the reputation of the franchise, and whether the 
reputation of the franchise takes a hit in light of certain events. 
The survey comprised of basic demographic questions and then sought information 
about the respondents’ favorite team and their extent of loyalty towards their team 
using a 7-point Likert scale.  Questions were testing their awareness about their teams’ 
anthem, captain, coach, and whether they had ever attended their teams’ home games. 
Loyalty was further enquired by asking if they would support their team in the next 
year. The subsequent section contained questions about CSK’s scandal – respondents’ 
awareness about the same, their view on whether it was justified or not, and if it had an 
impact upon their perception about the franchise. These questions were answered on a 
dichotomous scale. 
The next section contained sections specific to CSK fans, asking on a dichotomous 
scale, if they would continue supporting the franchise, should some key players leave. 
The respondents were then asked to rate CSK on a 7-point Likert scale on factors like 
approach to game, consistency, enthusiasm, fair play, fan support, performance, 
retention strategy, the role of core leadership and team spirit. 
There were 213 respondents, out of which 88.3% were male and 11.7% female 
spectators, and the rest preferring not to say. They belonged to diverse age groups with 
36.7% belonging to the age of 21-30, which was followed by the age group of 46-60, 
with the second-highest percentage of 25.7% 
 

Tools of Analysis: Way of creating analysis and Process used to develop conclusions 
The responses of the survey contained some missing values. To overcome that, they 
were imputed, i.e. replaced with a likely average and then analyzed as actual observed 
values. For missing values in responses measured on a Likert scale, the average value 
of the sample’s rating for that particular question was assumed.  
For missing values in dichotomous responses, the most popular opinion i.e. the mode 
of the responses by the sample was assumed to be the replacement value. Certain 
variables like name of respondents, that contained missing values were dropped from 
the process of analysis. 
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For analysis, the responses were subjected to stratified random sampling, which is a 
method of sampling that involves the division of the population into smaller groups, 
known as strata. Population groups were created based on gender, age, career 
background, and favorite team. 
To analyze the responses, we began by profiling the respondents as CSK and non-CSK 
fans and assessed them on 9 independent parameters that Jang Paper establishes as 
indicators of a strong corporate reputation. By applying multiple filters to respondent 
ratings on the aforementioned factors, the researchers first determined the percentage 
of respondents who had scored CSK high, assigned weight to a CSK fan’s rating as 2 
and weight of non-CSK fan’s rating as 3 using the Weighted Average Method, since 
the favorable opinion of a non-CSK fan would be a more critical indicator of strong 
reputation than that of a CSK fan. 
Further, the researchers calculated a mean of the ratings given by all respondents to 
CSK on all the previously mentioned factors and multiplied the mean by 14.286 to 
scaling to 100, to bring it on par with the rating percentages calculated before, to 
provide further stability and depth to analysis of results. Finally, both calculations were 
given equal weightage, the scaled mean was added with average rating obtained by 
Weighted Average method and the result was divided by 2 to give the final score out of 
100 for each factor to quantitatively measure its impact on CSK’s corporate reputation.  
 

Research Interpretation and Analysis 
From the survey circulated to a total of 213 responses across locations all over India 
from diverse age groups with a blend of CSK and non-CSK supporters. 115 of the 
respondents were CSK fans while 98 of the fans were non-CSK supporters. From the 
responses generated, we arrived at the following interpretations- 

Construct 1- Team Ethos:  
Approach to game; Team Spirit; Fair Play; Core Leadership Group  
 

(i) Approach to Game 
80% of CSK’s fans and 52.04% of non-CSK’s fans rated CSK’s Approach to Game a 6 
or 7. The Mean Rating from CSK fans’ responses was 6.16 while the Mean Rating 
from the non-CSK fans’ responses was 5.27.  
Since the percentages of fans voting for 6 or 7 and the mean rating from both CSK and 
non-CSK fans are high, we can say that CSK’s Approach to the Game has a positive 
influence on their Corporate Reputation.  
 

(ii) Team Spirit 
86.1% of CSK’s fans and 61.22% of non-CSK’s fans rated CSK’s Team Spirit a 6 or 7. 
The Mean Rating from CSK fans’ responses was 6.39 while the Mean Rating from the 
non-CSK fans’ responses was 5.44.  
Since the percentages of fans voting for 6 or 7 and the mean rating from both CSK and 
non-CSK fans are quite high, we can say that CSK’s Team Spirit has a strong influence 
on their Corporate Reputation.  
According to the CSK fans’ response, we can conclude that they feel that Team Spirit 
has the strongest influence on the team’s Corporate Reputation because the largest 
percentage of population have voted a 6 or 7 as well as the mean rating being the 
highest of all the factors.  
 

(iii) Fair play 
76.5% of CSK’s fans rated CSK’s Fair play a 6 or 7 with the mean rating of the 
responses being 6.03, which is a solid number. However, only 35.7% of the non-CSK 
fans rated CSK’s Fair play a 6 or 7 with the mean rating from the responses being 4.66. 
This is the highest disparity observed amongst all the factors in both the frequency of 6 
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or 7 and the mean rating. This is because of the contrasting opinions of both sets of 
fans.  
The CSK fans felt that Fair play is a factor that they take pride in, and this is backed by 
the numbers too. CSK won the IPL Fair Play Award six times in the first eight editions. 
Astoundingly no team won the award twice in the first eleven editions. The presence of 
‘Captain Cool’ MS Dhoni, coach Stephen Fleming, Muttiah Muralitharan, ‘Mr. 
Cricket’ Mike Hussey and Brendon McCullum at various points ensured that CSK had 
some of the most admired and respected gentlemen to have taken the field. This has 
emphasized that CSK was not just successful on-field in terms of the results but they 
had achieved all of their success by playing fair. This is why CSK fans have rated 
CSK’s Fair play so highly.  
However, the non-CSK fans didn’t quite agree to the same, possibly due to the two-
year ban enforced on CSK. CSK’s owner N. Srinivasan’s son-in-law Gurunath 
Meiyappan was caught betting on IPL matches. Being a senior member in the 
franchise, his involvement in betting brought embarrassment and shame to the 
franchise and led to them being from the IPL for two years. This had led to some of the 
non-CSK fans come up with allegations that CSK’s players might have been involved 
in spot- fixing like a few Rajasthan Royals players were found to have been involved.  
There is no such proof that any of the CSK players were involved in such offenses but 
some of the non-CSK fans claim that it is because of their owner N. Srinivasan’s 
position and clout in the Board of Control for Cricket in India (BCCI). However, the 
two-year ban has besmirched CSK’s name in the minds of the non-CSK fans.  
Hence, we can say that in the minds of the CSK fans, Fair play has a significant 
influence on the Corporate Reputation whereas in the minds of the non-CSK fans it is 
the least influencing factor.  
 

(iv) Core Leadership Group 
86.1% of CSK’s fans and 63.27% of non-CSK’s fans rated CSK’s Core Leadership 
Group a 6 or 7. The Mean Rating from CSK fans’ responses was 6.37 while the Mean 
Rating from the non-CSK fans’ responses was 5.68.  
The core leadership group starts right from the top. CSK have retained the nucleus of 
the team from their first seasons, with their captain MS Dhoni remaining unchanged 
since their first game in the tournament. Dhoni is the only captain in IPL to have 
captained the team all through its existence and has captained his team in 145 matches, 
way above the rest of the pack. His win percentage also exceeds 60%, more than 
anyone else who has captained more than 20 matches and this illustrates the continuity 
that CSK has had in leadership.  
Stephen Fleming, who was one of the senior batsmen in the team in the first IPL, has 
stuck around ever since after becoming the coach from the second season. Michael 
Hussey and Lakshmipathy Balaji who were key members in the CSK team during the 
first few years, returned back as batting and bowling coach respectively in 2018, when 
CSK came back after the two-year ban.  
CSK has also made a conscious effort to keep hold of the experienced players, thus 
building a strong core leadership group. This could be evidenced by the presence of 
senior players like MS Dhoni, Brendon McCullum, Faf du Plessis and Dwayne Bravo 
who were captains of their respective international sides, all at the same time. Apart 
from them, some of the most decorated names in the game like Muttiah Muralitharan, 
Matthew Hayden, and Mike Hussey lent their experience on and off the field. CSK also 
kickstarted the careers of players like Suresh Raina, Murali Vijay and Ravichandran 
Ashwin, who went on to become senior members in the CSK team and also represented 
the Indian team with distinction for many years.  
The presence of such seasoned campaigners ensured that CSK always had experienced 
minds at the helm making the decisions. This has always remained a major part of the 
team’s success as they had always had stability and assuredness due to Dhoni and 
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Fleming’s constant presence. That’s why the CSK fans have felt that their Core 
Leadership Group has been an important factor in CSK’s success over the years.  
 

Construct 2- Owner Influence:  
Owner Involvement; Player Retention (Auction Strategy) 

(i) Owner Involvement in Cricket  
Almost an equal amount of both CSK fans (26%) and non-CSK fans (26.5%) felt that 
the owner’s involvement doesn’t impact the game positively.  
27% of the CSK fans felt that owners’ involvement in the IPL is good for the game 
because it adds glamour and entertainment in the tournament whereas a higher 
percentage, 34.7% of the non-CSK fans felt that the involvement of their owners 
impacts the tournament by adding glamour and entertainment. However, for a cricket 
tournament, this doesn’t necessarily have to indicate a positive or negative influence. 
Certain ardent cricket fans may feel that owner’s bringing glamour into the tournament 
destroys the sanctity of the game while certain fans might feel the involvement of their 
owners, especially actors, might have a positive effect on the Corporate Reputation of 
the franchise. 
Hence, it’s better to consider the responses in which the respondents have explicitly 
stated that the involvement of their owners is a positive influence on the Corporate 
Reputation of the franchise. Almost half of the CSK fans, 47% feel that their owners 
involved with the franchise in a positive manner, whereas a significantly lower amount 
of non-CSK fans, 38.4% feel that the involvement of their owners is good for the 
game.  
Hence, it can be concluded that the owners of CSK have a positive influence on the 
Corporate Reputation of CSK as compared to the owners’ involvement in the 
Corporate Reputation of the other franchises.   
 

(ii) Auction Strategy 
One area where the owner’s positive influence on the franchise and the team can be 
judged is through their auction strategy. Since the owners, along with the coaches of 
the team decide on the auction strategy and the players they feel will fit into the 
playing style and culture of the team, a good Auction Strategy directly indicates the 
Owners have a positive influence on the team.  
A mean rating of 5.9 indicates that the fans are placed with the auction strategy that has 
been adopted by the owners and the team management of CSK. Similarly, even the 
non-CSK fans’ responses have generated a mean rating of 5, which still goes on to 
show that the auction strategy adopted by the team owners is a successful one.  
CSK has retained the nucleus of the team from their first seasons, with their captain 
remaining unchanged since their first game in the tournament. MS Dhoni and Suresh 
Raina, the current captain and vice-captain of the team have remained in the team all 
through CSK’s existence in the tournament and despite not hailing from the hometown 
Chennai, have gone on to become poster boys of the team. Stephen Fleming, who was 
one of the senior batsmen in the team in the first IPL, has stuck around ever since after 
becoming the coach from the second season. Michael Hussey and Lakshmipathy 
Balaji, who were key members in the CSK team, during their prime returned back as 
batting and bowling coach respectively in 2018, when CSK came back after the two-
year ban.  
CSK’s auction strategy revolved around retaining the nucleus of the team, and filling in 
the fringe players with Indian domestic players who were knocking on the doors of the 
Indian team. Hence, they were in a position to a form an eleven with at least 9 or 10 
international players, sometimes even 11. They also made it a point to keep hold of the 
experienced players, thus building a strong core leadership group, which could be 
evidenced by the presence of senior players like MS Dhoni, Brendon McCullum, Faf 
du Plessis and Dwayne Bravo who were captains of their respective international sides.  
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CSK’s retention policy could be explained by certain stats: 
1. Of the 25 players to have represented a single team for more than 75 matches, 7 of 

those players represented CSK- MS Dhoni, Suresh Raina, Ravichandran Ashwin, 
Subramaniam Badrinath, Ravindra Jadeja, Albie Morkel and Dwayne Bravo. 

2. Of the 22 batsmen to have scored more than 1400 runs for a single team in IPL, 5 of 
those players had done so for CSK- Suresh Raina, MS Dhoni, Mike Hussey, Murali 
Vijay and Subramaniam Badrinath.  

3. Of the 26 bowlers with over 50 wickets for a single team in IPL, 5 of those players did 
so for CSK- Dwayne Bravo, Ravichandran Ashwin, Albie Morkel, Ravindra Jadeja and 
Mohit Sharma.  

4. Of the players with more than 30 catches for a single team in IPL, 4 of those players 
had done so for CSK- Suresh Raina, Dwayne Bravo, Ravindra Jadeja, Murali Vijay 

5. Combining these 4 stats together, CSK had the most representatives (21), followed 
closely by Mumbai Indians (20), who have employed a similar strategy and enjoyed  an 
equal amount of success. They are well ahead of the remaining teams who haven’t had 
a similarly effective auction strategy. 

6. MS Dhoni is the only captain in IPL to have captained the team all through its 
existence and has captained his team in 145 matches, way above the rest of the pack. 
His win percentage also exceeds 60%, and this illustrates the continuity that CSK has 
had in leadership.  
 

Construct 3- Spectator Orientation: 
Loyalty (Merchandise); Team Anthem; Preferring IPL over International cricket; 
Enthusiasm; Fan Support; Social Media Support (if needed) 
 

(i) Loyalty 
1. 68.7% of CSK’s fans rated the loyalty to their favourite team as a 6 or 7, while only 

50.5% of non-CSK’s fans rated the loyalty to their favourite team as a 6 or 7.  
2. The Mean Rating from CSK fans’ responses was 5.83 while the Mean Rating from the 

non-CSK fans’ responses was 5.27. 
3. Taking the same weighted average method- the Loyalty indicator for CSK fans was 

76% (68.7+5.83*14.286), while the Loyalty indicator for non-CSK fans was just 
62.75% (50.5+5.27*14.286).  

4. 65% of the CSK fans have been supporting CSK since the inception of the tournament 
while only 50% of the non-CSK fans are still supporting the franchise that they were in 
the first season.  

5. 37% of the non-CSK fans have begun supporting their favourite teams in the last 6 
years, whereas only 29% of the CSK fans have begun supporting CSK in the last 6 
years.  

6. 2.6% of the CSK fans plan not to support CSK next year whereas a comparatively 
higher 7.1% of the non-CSK fans plan not to support their team next year 
 
All these factors are is a clear indicator that the CSK fans are more loyal and take pride 
in supporting their team. This also goes on to prove that Loyalty has a major influence 
on the Corporate Reputation of CSK.  
 

(ii) Merchandising 
Only 30.1% CSK own the team merchandise as compared to 34.3% non-CSK fans 
owning the merchandise of their favourite team. This factor shows that though CSK 
fans are more loyal than the non-CSK fans, they haven’t felt an urge to purchase the 
merchandise to showcase their loyalty towards the team.  
This proves that purchasing merchandise is not an indicator of Fan loyalty towards the 
franchise.  
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(iii) Team Anthem 
1. 16.52% CSK fans don’t recollect their team’s anthem. 32.32% non-CSK fans do not 

remember their respective favourite team’s anthem. 
2. 89.6% CSK fans feel that Whistle Podu is the best anthem 

This shows that the CSK fans take pride in their team’s official anthem and that it is a 
good indicator of Spectator Perception.   
 

(iv) Preferring IPL over International Cricket 
50.43% of the CSK fans prefer IPL over international cricket whereas only 23.23% of 
the non-CSK fans prefer IPL over international cricket. We can conclude that CSK has 
a large section of fans who majorly follow cricket during IPL.   
 

(v) Enthusiasm 
80.9% of CSK’s fans and 55.01% of non-CSK’s fans rated CSK’s Enthusiasm a 6 or 7. 
The Mean Rating from CSK fans’ responses was 6.24 while the Mean Rating from the 
non-CSK fans’ responses was 5.34. 
According to the CSK fans’ response, we can conclude that they feel that Enthusiasm 
has a strong influence on the team’s Corporate Reputation because a large percentage 
of population have voted a 6 or 7 as well as the mean rating being quite high.   
 

(vi) Fan Support 
83.5% of CSK’s fans and 71.42% of non-CSK’s fans rated CSK’s Fan Support a 6 or 
7. The Mean Rating from CSK fans’ responses was 6.37 while the Mean Rating from 
the non-CSK fans’ responses was 5.8.  
Since the percentages of fans voting for 6 or 7 and the mean rating from both CSK and 
non-CSK fans are quite high, we can say that CSK’s Fan Support has a strong 
influence on their Corporate Reputation.  
When taking the combined weighted average score of both the CSK and non-CSK fans 
mean rating and the frequency of responses being 6 or 7, fan support ranked the 
highest. This indicates that when combining the responses of both sections of fans, Fan 
Support is the most influencing factor on CSK’s Corporate Reputation. 
 

(vii) Social Media 
 

 
 

Figure 2: Social Media presence across IPL teams 
 
These social media figures indicate that CSK is consistently close to the top across 
each of the social media platforms, unlike Kolkata Knight Riders who are flying high 
on Facebook but lack a similar presence on Instagram. CSK’s major competitor again 
remains Mumbai Indians, who have a stronger presence than CSK on each of these 
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platforms. Mumbai Indians, which is equally popular and successful as CSK has 
established itself as the most valuable IPL franchise, marginally ahead of CSK. 
Mumbai Indians capitalized on CSK’s two-year absence and established itself as the 
most popular team in the league, at least on social media.  
CSK’s popularity springs from the connect that the players have with the local fan base 
of the state of Tamil Nadu, and the unique culture of the state. The players have made 
it a point to converse in the local language- Tamil in the small fan videos on social 
media, and this has brought them closer to their fans. The 
#SUPERLOCALCHALLENGE on YouTube, in which the players are seen blending 
into the culture of Tamil Nadu has been a massive hit with the local fans.  

 CSK Superstar Challenge- The players have recreated some of the famous dialogues 
and actions of popular film star Rajinikanth, who is famous all around the globe.  

 CSK Kuthu Challenge- The players danced to the tune of the local Tamil local movie 
songs. 

 CSK Kaapi Challenge-The players challenged themselves to pour the filter coffee in 
the style of the local tea stall owners.  
These are some of the fan videos that went viral in and around Tamil Nadu as it 
connected extremely well with the Tamil population.  
Where CSK probably loses out to Mumbai Indians in Social Media could be that the 
vast majority of the MI fans are fluent in Hindi and their fan videos connect with their 
fans all across India. However, since CSK comes from Tamil Nadu, which has a 
completely different language and culture, their Tamil Nadu-centric videos were a 
massive hit among the Tamilians but these videos didn’t really connect with the rest of 
their fans around India, who wouldn’t know Tamil.  
The researchers recommend that sustained initiatives might have to be taken to reach 
out to their fans that are not familiar with Tamil.   

 
Construct 4- Player Impact:  

Marquee player contributions; Style of play; Extent of connect with fans, Fan Support 
in absence of player (Dhoni, Raina) 
 

(i) Marquee Player Contributions 
1. When asked to choose from 12 standout performers of CSK over different seasons, 

non-CSK fans chose 9 different CSK players out of the 12 options. This goes on to 
prove that CSK’s different players were well-liked by other team fans as well. 

2. 74.8% of the respondents have chosen Dhoni as their favourite CSK player, with a 
massive 81.6% of the CSK fans having chosen Dhoni as their favourite CSK player. 
This goes on to prove that MS Dhoni is a major factor influencing CSK’s fan 
following.  

3. 67.7% of non-CSK fans have also chosen Dhoni as their favourite CSK player. This 
again goes on to prove the standing that Dhoni has in the CSK team even amongst the 
non-CSK fans.  

4. 82.35% of the CSK fans who prefer IPL to international cricket have chosen MS Dhoni 
as their favourite player. This shows that Dhoni has a significant impact on fans 
supporting CSK.  
Together, these three points prove that MS Dhoni has a major impact on CSK’s 
reputation.  
CSK’s retention strategy employed in the auction is another indicator of them building 
a strong group of core players, who go on to become the brand image of the team over 
time. The likes of Ravichandran Ashwin, Michael Hussey, Muttiah Muralitharan, Albie 
Morkel and Matthew Hayden became synonymous with the franchise and are still 
loved by the fans even if they no longer represent the franchise. The likes of Dhoni, 
Suresh Raina, Ravindra Jadeja, Dwayne Bravo, Faf du Plessis and Murali Vijay are the 
poster boys of the team.  
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(ii) Extent of connect with fans 

1. 85.2% CSK fans and 75.5% non-CSK fans feel that player in the team is the reason 
why that team is their favourite. 

2. 79% of the fans feel that the players in the team is the first thought that comes to their 
mind when they think of CSK. 83.5% of the CSK fans feel that their players lead to top 
of the mind recall of the franchise.  
These factors indicate that fans associate a lot with the players in the team and connect 
with the players is a crucial factor that impacts the franchise’s reputation.  
 

(iii) Fan Support in the absence of player 
1. 32.2% of the CSK fans will not continue to support the franchise in MS Dhoni’s 

absence. 
2. Amongst the 38 non-Tamil Nadu CSK fan responses, 23 (60.53%) of those fans will 

not continue to support the team if Dhoni leaves the franchise. 
3. 11.3% of the CSK fans will not continue to support the franchise in Suresh Raina’s 

absence.  
4. Amongst the 38 non-TN CSK fan responses, 5 (15.8%) of those fans will not continue 

to support the team if Raina leaves the franchise. 
5. In total, 36.5% of the CSK fans will not continue to support the franchise in either 

Dhoni or Raina’s absence.  
6. Amongst the 38 non-TN CSK fan responses, 24 (63.15%) of those fans will not 

support the team if either Dhoni or Raina leave the franchise. 
All these factors are a clear indicator that the presence of MS Dhoni and Suresh Raina 
has a major influence on the fan following of CSK.  
 

Construct 5- Team Success: 
Consistency; Performance; Home W/L record (Connect with Performance and 
Consistency) 
 

(i) Consistency 
75.7% of CSK’s fans and 71.42% of non-CSK’s fans rated CSK’s Consistency a 6 or 
7. The Mean Rating from CSK fans’ responses was 6.19 while the Mean Rating from 
the non-CSK fans’ responses was 5.66. 
CSK’s consistency can also be explained by a few statistics: 

1. CSK has won the IPL title three times, which is joint-highest with Mumbai Indians. 
2. CSK is the only IPL team to have reached the knockout stage each time they’ve 

participated. They’ve reached the knockout stage nine out of nine times. This is more 
than Mumbai Indians, who’ve reached the knockout stages seven out of eleven times 
and are way ahead of the rest of the teams. 

3. CSK has also reached the finals seven times out of the nine times they’ve participated, 
which is also more than any other team. Mumbai Indians, who have reached the finals 
four times out of eleven attempts are way behind in second.  

4. CSK has also won the Fair play Award six times. No other team has managed to win 
the award twice.  

5. CSK has won the Champions League title twice, which is joint-highest once again with 
Mumbai Indians.  

6. CSK also qualified for the Champions League the most times, missing out on 
qualifying only for the 2009 edition.  
All these statistics and the survey results indicate that Consistency is one of the 
strongest indicators of CSK’s Corporate Reputation.  
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(ii) Performance 
82.6% of CSK’s fans and 65.31% of non-CSK’s fans rated CSK’s Performance a 6 or 
7. The Mean Rating from CSK fans’ responses was 6.15 while the Mean Rating from 
the non-CSK fans’ responses was 5.14. 
CSK’s performance over the duration of the IPL can be explained by their overall 
record.   
CSK have won 90 of their 148 matches and have a Win-Loss percentage of 61.56. This 
is higher than any of the other teams, with Mumbai Indians closest at 57.01.  
All the statistics stated under Consistency also go on to prove that CSK’s performances 
throughout have been top-notch and is a major factor that influences CSK’s Corporate 
Reputation.  
 

(iii) Home W/L Record  
A major contributor to CSK’s strong performances was their vociferous home support 
at the MA Chidambaram Stadium, which came to be known as the ‘Lions’ Den’. CSK 
fed off the home crowd and the conditions at their home ground and swept opponents 
aside. The responses from the CSK fans from the survey generated a mean rating of 
6.37 for Fan Support, which was the second-highest. The fans felt that their support 
pushed the team to perform better in favorable conditions as this was also shown in the 
results.  
CSK has a strong record on their home turf with a win percentage of 70.69%, which is 
way ahead of the rest of the teams. With Chepauk as the home ground, it shot up to 
70.84%. 
Only in the first season of the IPL did they lose more matches at home than win. In the 
fourth IPL, CSK won all eight matches played on their home ground, including the 
final, to end up champions. In the eleventh season of the IPL, when CSK’s home 
matches had to be shifted from Chennai to Pune due to political unrest, CSK, fuelled 
by the fans who traveled by the Whistle Podu Express from Chennai to Pune to support 
their team, went on to win five of their six games at their new home.  
CSK’s strong home-record in which they have made their home stadium M.A. 
Chidambaram Stadium (Chepauk) a fortress, is a major driving factor behind the 
team’s success.   
 

Findings 
Managing reputation is imperative for corporate firms, and more so for sports 
franchises in an age where mass spectator involvement in sports, particularly cricket in 
India, has become a norm. The number of studies conducted on the subject of 
reputation management is not adequate to provide comprehensive knowledge on the 
aforementioned subject. This research paper is an attempt to bridge the gap between 
the knowledge required and the ability to manage sport franchise reputation. Based on 
213 responses to an extensive survey on reputation of CSK, the authors combine the 
results of all analysis to give the following insights into reputation management. 
 

1. CSK’s Approach to the Game has a positive influence on their Corporate Reputation.  
2. Team Spirit has the strongest influence on the team’s Corporate Reputation because the 

largest percentage of population have voted a 6 or 7 as well as the mean rating being 
the highest of all the factors. 

3. In the minds of the CSK fans, Fair play has a significant influence on the Corporate 
Reputation whereas in the minds of the non-CSK fans it is the least influencing factor.  

4. The presence of a Core Leadership Group has been an important factor in CSK’s 
success over the years.  

5. The owners of CSK have a positive influence on the Corporate Reputation of CSK as 
compared to the owners’ involvement on the Corporate Reputation of the other 
franchises.   
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6. The player purchasing strategy adopted by the team owners is successful and plays 
major part in determining the reputation of the franchise. 

7. Loyalty has a major influence on the Corporate Reputation of CSK.  
8. Merely purchasing merchandise is not an indicator of Fan Loyalty towards the 

franchise. 
9. CSK fans take pride in their team’s official anthem and that it is a strong indicator of 

Spectator Perception.    
10. Enthusiasm has a strong influence on the team’s Corporate Reputation because a large 

percentage of population have voted a 6 or 7 and the mean rating is relatively high. 
11. Fan Support is the most important influencing factor on CSK’s Corporate Reputation. 
12. Sustained initiatives have to be taken to reach out to their fans who are not familiar 

with Tamil 
13. The CSK captain, MS Dhoni, has had a major impact on CSK’s reputation.  
14. Former players have become synonymous with the franchise and are still loved by the 

fans even if they no longer represent the franchise. 
15. Fans associate with the players in the team to a great extent and connect with the 

players is a crucial factor that impacts the franchise’s reputation. 
16. The presence of MS Dhoni and Suresh Raina has a major influence on the fan 

following of CSK.  
17. Consistency is one of the strongest indicators of CSK’s Corporate Reputation.  
18. CSK’s performances throughout ten seasons in the IPL have been top-notch, therefore 

it is a major factor that influences CSK’s Corporate Reputation.  
19. CSK’s strong home-record, by which they have made their home stadium M.A. 

Chidambaram Stadium (Chepauk) a fortress, is a major driving factor behind the 
team’s success, thereby cementing their high reputation. 
 

Contributions 
The researchers propose a Scorecard for reputation management framework for all 
sports teams, based on the research conducted. The nine variables have been compared 
using the results obtained from the survey circulated. The ratings for the CSK and non-
CSK fans were taken into consideration separately as the frequency of a high rating 
and the average ratings were calculated. Weights of 2 and 3 were assigned to CSK and 
non-CSK fans respectively, since the favourable opinion of a non-CSK fan would be a 
stronger indicator of the reputation as compared to that of a stronger fan. The mean 
rating was normalized to a score of 100 and then a Weighted Average score was 
calculated to analyse the individual effect that each of those factors studied would have 
on the Corporate Reputation of a sports franchise, and in this context- CSK.  
 

 
 
Figure 3: Score Card for Reputation Management in Sports Franchises 
 
 

1. According to CSK fans, Team Spirit, Core Leadership Group and Fan Support are the 
biggest indicators of Corporate Reputation of CSK. 
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2. According to non-CSK fans, Fan Support and Consistency are the biggest indicators of 
Corporate Reputation of CSK.  

3. Consistency is the factor in which there is the least disparity between the two sets of 
fans. Both the CSK and the non-CSK fans unanimously agree that Consistency is a 
major influencer on Corporate Reputation.  

4. The highest disparity between in rating between the two sets of fans was in Fair play, 
where the CSK fans felt that Fair play, backed by CSK’s six Fair play Awards, was a 
major indicator of their Corporate Reputation. However, the non-CSK fans didn’t agree 
to the same, possible due to the two-year ban of CSK due to the betting scandal.  
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