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uncertainty is a 
discreet variable:  
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min uncertainty = 
0.39 (only 0.2 0.25 
and 0.33 is on the 
left part of the 
parabola) 

min attendance is 
close to 2500 
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«Ordinary» matches without 
brand-teams

Matches with band-team as 
an opponent
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(0.0704)

0.578*** 
(0.104)

UNCERTAINTY -2.527*** 
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(0.645)
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(0.613)

UNCERTAINTY^2 2.044*** 
(0.538)

-0.287 
(0.766)

CV Included
Constant 8.213*** 

(0.325)
6.652*** 
(0.384)

Observations 644 403
R-squared 0.447 0.561
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PRICE

Price is particularly endogenous when it comes to brand-team participation

By matching games of three seasons of BSCh with the same combination of home- and away-team playing 
PRICE is instrumented by ATTENDANCE in the previous season 
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CONCLUSION effect of brand-
team playing is 
relatively more 

significant

U-shape effect of 
uncertainty of 

sport outcomes is 
explored

the phenomenon of highly 
competitive matches do 

not work in the case when 
brand-team is playing 
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