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Sumario

No mundo de hoje em dia, € cada vez mais acentuada a importancia que a Internet e as
redes sociais vao tendo na sociedade e navida de cadaum dosindividuos que acompdem.
Com o aumento exponencial do nimero de utilizadores e com o aparecimento de novas
redes, os clubes de futebol tém visto nestas plataformas a possibilidade de comunicarem
de uma forma ndo muito dispendiosa para uma audiéncia de milhares ou milhdes de fas
de uma maneira relativamente segmentada. Portugal n&o é excecéo e de uma melhor ou
pior forma, a maioria dos clubes da Liga Portuguesa ja se encontra nas redes sociais mais
popul ares.

O presente estudo de caso, partindo da tematica referida anteriormente, pretende retratar
a forma como o Sporting Clube de Portugal alterou a sua estratégia de marketing nos
ultimos anos e a centrou em torno dos seus adeptos, evidenciando um grande foco na
vertente online e mais especificamente nas redes sociais. Partindo deste pressuposto, sera
apresentada a evolugdo do clube nas diversas plataformas, desde o momento da sua
criacdo até aos dias de hoje, pretendendo demonstrar que na sua generalidade, a presenca
do Sporting nos social mediapoderaser consideradacomo umareferénciando so nacional

mas também internacional .

Parafacilitar o entendimento do caso sera ef etuada uma abordagem ao tema do marketing
desportivo, aimportancia dos fas e como estes se relacionam com os clubes de futebol e

finalmente ao crescimento dos social media no contexto da Internet.

Palavras-Chave: Redes Sociais, Marketing Desportivo, Futebol, Sporting Clube de
Portugal

JEL Classification System: M31 — Marketing; L83 — Sports
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Abstract

In today’s world, it is becoming more prominent the importance that Internet and social
media have been having in society and in the lives of each individuals who compose it.
With the exponential increase in the number of users and with the emergence of new
socia networks, football clubs have seen in these platforms the possibility to
communicate in anot very expensive way to an audience of thousands or millions of fans
in afairly segmented form. Portugal is no exception and in a better or worse manner, the
majority of the Portuguese League clubs are already present in the most popular socia
networks.

This case study, based on the theme referred above, seeks to portray how Sporting Clube
de Portugal has changed its marketing strategy in the last years by shaping it around the
club’s fans, revealing a strong focus on the online component and more specifically on
social networks. On that basis, it will be presented the progress of the club in the various
platforms, from the moment of its creation to the present day, intending to show that in
general, Sporting CP’s presence in social media can be considered not only as a national

but also as an international benchmark.

To contribute for a generic comprehension of the case study, a literature review will
highlight the main concepts of sports marketing, the importance of fans and how they
relate to football clubs and finally the growth of social mediain the Internet context.

Keywords: Social Media, Sports Marketing, Football, Sporting Clube de Portugal

JEL Classification System: M31 — Marketing; L83 — Sports
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1. CASE STUDY

1.1. Problem Presentation

In 2013, after the worst sports season in the history of Sporting Clube de Portugal and
with accumulated losses of 90 Million Euros, the club is forced to carry out a thorough

financial restructuring as well as severa collective redundancies.

As aresult of this process, in April 2014, Sporting hires two 24-year-old community
managers, belonging to a Portuguese communication agency, to take over the club’s
social networks. Following the motto of the club: Effort, Dedication, Devotion and Glory,
they reach in October 2014 the highest Facebook engagement rate among European
football clubs and the 3rd best in the World, the most important statistic of this socia
media platform according to reputable website Social Media Today (Appendix I).

This Case Study, just like the “Astérix et Obelix” tale, tells us the story of all the changes
performed in the various club’s social networks by these two young “Gauls”, which
without a single euro invested in Facebook ads, have been able to defeat several powerful
“Roman” clubs all around Europe and remain to date among the world’s highest

interaction rates.
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1.2. Sporting Clube de Portugal
1.2.1. History

Following several failed attempts to establish a notorious football club in the Lisbon
district, a group of aristocrats gathered and decided to create “a big club as big as the
biggest in Europe”. On the 1% July of 1906, Sporting Clube de Portugal, also known as
Sporting or Sporting CP, was founded by Visconde de Alvalade and his grandson, José
Alvalade, among 34 other people.

The club’s main colour is green while its symbol is the rampant lion. The green colour
represents the hope in the club’s success while the lion embodies strength, power,
leadership and courage. Both attributes have aways been present in the six creststhe club
has had so far. At the same time, Sporting’s kit is known for its horizontal green and white
stripes.

Figure 1 - Sporting's crest and the 3 kits for 2015/2016

Source — Retrieved from Google and adapted by the author

With more than one century of existence, Sporting Clube de Portugal is nowadays one of
the biggest clubs in Portugal and in the World, as shown by the fact that Sporting is the
2" most titled European club, in the whole set of its sports, right after FC Barcelona. In
total, Sporting has over 20Kk titlesin its different sports.

As of today, Sporting accounts 45 national titles in Portuguese competitions and 1
international title, the 1964 European Cup Winners’ Cup, reflecting its long history of
successes. Sporting is also known for the prestige of itsfootball training facility, recently
considered as one of the TOP 15 in the World, as well as the continuous development of
world class footballers like Ballon d’Or recipients Cristiano Ronaldo and Luis Figo along

with Nani, Jodo Moutinho, Ricardo Quaresma, Rui Patricio, Adrien Silva, among others.
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Although football is the club’s main sport, Sporting Clube de Portugal has 35 different
sports, which reflects its eclectic philosophy. Athletics, Futsal, Handball, Roller Hockey
and Swimming are also very popular among fans. The regular participation of Sporting
athletes in the Olympic Games is aso a proof of its greatness. In 27 editions of the
Olympic Games, Sporting was represented in 19 of them, having had 124 Olympic
athletesin 16 different sports by 2012.

With thearrival of the 21% century, Sporting pioneered again by building a state of the art
stadium that could hold capacity for 51k people. Estadio José Alvalade, classified by
UEFA as a5-star stadium, islocated in Campo Grande, Lisboa, and is part of a complex
that includes a movie theatre, a health club, the club’s museum as well as its headquarters,
aclinic, an indoor training facility and is scheduled to debut an Arenafor its maor indoor
sports in 2017. Claiming to be the “greatest club in the national sport”, the club has

nowadays more than 3 million supporters and around 125k associates.

Figure 2 - Estadio José Alvalade

Source - Sporting CP Facebook

1.2.2. Thestumbling of theroaring lion

After 18 years without winning the national title, the turn of the millennium would bring
the much desired trophy, a feat that would be repeated 2 years later. Everything seemed
to go well and the transition to the new stadium in 2003 as well the debut of the new

training facility in Alcochete seemed to create a sense of encouragement among the fans.

Despite the good forecasts, the opposite happened. Since 2003, year of the switch to the
new stadium, the club hasn’t achieved any national championship title. In the last decade,
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sports results have proved to be much lower than the expected by the fans, reaching only

3 Portuguese Cups and 2 Super Cups and well as 4 appearancesin the Champions League.

In addition to the sporting aspect, in the last 10 years it was possible to behold severa
distancing policies of the associates by the club’s board, wishing to have customers rather
than associates that could interfere in the management of the club. As a result, the club
dropped the number of members to 80k in 2010, significantly lower numbers than main
rivals Sport Lisboa e Benfica e Futebol Clube do Porto. Directly linked to these data is
also the drop in the average attendances of the new stadium, from 30,958 in 2003/2004
to 24,858 in 2010/2011 (Appendix 11). Something had to change to reverse the course of
events.

1.2.3. A new president...a brand new marketing strategy

In 2013, Sporting Clube de Portugal faces the most difficult period of its century-old
history. Financialy, after severa yearsin arow giving negative results, the club in only
2 years reaches around 90 million of accumulated losses, leaving it on the verge of a
collapse. Only a miracle could save Sporting from bankruptcy. On the sporting side, the
situation wasn’t much different, with the club achieving apainful 7" place in the national

football league, its lowest rating in history.

On March 24, 2013, Bruno de Carvaho takes over the presidency of the club after the
resignation of his predecessor. The club was divided and in a much weakened situation.
Bruno de Carvaho, a 39-year-old business manager with ahuge passion for the club, now
had the difficult task of “uniting” the supporters, financially restructure the club and bring
back many Sporting fans who had lost faith in the club. His first words, surrounded by
many hundreds of associates, were: “Sporting Clube de Portugal belongs to its associates

and fans. Sporting is ours again”.

And indeed Sporting approached its fans. At the beginning of the season 2013/2014,
Sporting launched a slogan called "o Sporting € Nosso" (Appendix I11). With this
positioning more oriented for its associates and fans, the club seeks to boost the pride and
strength of being a "lion". Therefore, over the season, severa initiatives would be
launched to bring back the fans.

One of the first measures was to make Cristiano Ronaldo the 100.000" associate of the

club and thus help raising new members to Sporting Clube de Portugal. In September
4
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2013, the start of the new season, Sporting launches the “Bilhete Familia” and the
“Bilhete Anti-Crise”. Intended only for associates, this measure aimed to bring more
families to the stadium as well as fans with economic difficulties. In addition to these
measures, the following month the club launched a new member’s ranking at half the
price (6€) for those fans who are physically distant from the club but still want to be part
of the “leonine family”. At the same time, to honour its members and fans, Sporting
removes the number 12 from all the club’s teams, making it belong exclusively to the
supporters. This campaign was called: "12° Jogador”. All fans who bought a shirt with
this number could be selected to take a picture with the squad before the game and be
received by the President on the pitch (Appendix V).

Figure 3 - Cristiano Ronaldo, the 100.000™ associate of Sporting

“%  BONALDO
|

ba

2 1000008

Source - Sporting CP Website

The next season followed the same theme, this time with a different slogan: "Tu és a
Nossa F€'(Appendix V). Again, with this positioning Sporting Clube de Portugal
claimed that the fans were the faith of the club and they should get increasingly involved,
employing their strength, devotion and race just like the Sporting’s motto. For a greater
connection with them, the club launched in July 2014, Sporting TV, the officia TV
channel of Sporting Clube de Portugal. Besides the obvious content targeted to fans, this
was a way of boosting the commercial side of the club, generating more and better
revenue such as sponsorships and advertising.

The CRM component was also quite worked by the club during these two years. It is
worth noting the increased personalization of Emails, SMS and other types of direct
marketing, sending different messages to different targets (Appendix VI). Still in 2014,
Sporting reshapes the official club’s shop, merging in the same space the merchandising

and the service to members, intending thereby to increase impul se purchase.
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In March 2015, to promote a straight rel ationship between the football team and the fans,
the club invites its members to an open training session, choosing three of them to train
alongside their idols and have a moment to remember later. As a result of the policies
pursued by the club to bring more members, Sporting Clube de Portugal reaches, in July
2015, the milestone of 125k members.

1.2.4. Theonlinelift-off

If Sporting managed to get closer to its fans, much is due to its online strategy. Over the
past two years, there has been a growing concern in establishing a more two-way
communication, with the boom of social networks and the internet itself being the major
contributors, putting fans at the centre of the talks. Moreover, the use of a more relational
and less transactional marketing, is something that is aso reflected in the online
component of the club.

The “MVP” of this online component has been undoubtedly its social networks. As a
result of the great improvements made in the last two years, the club’s official Facebook
achieved in October 2014, the biggest interaction rate in Europe and one of the largest in
the World in terms of football clubs. However, al this successis not limited to its media
platforms. In November 2014, Sporting Clube de Portugal launched a website called
"Socio num Minuto" (Appendix VII), which promised that without paperwork, hassles
or delays, any person around the world could be member of the club in just a minute. Not
only this campaign was a tremendous success, with hundreds of new registrations in the
early hours and thousands in the coming months, as it was replicated by Sporting’s main
rival Sport Lisboa e Benfica.

In order to take advantage of the two-way communication referred above, in December
2014, Sporting launched the "Voz Leonina’ (Appendix VII1) initiative, which alowed
members of the online community "ForumSCP", a Sporting’s supporting platform with
over 10 years of existence, to make severa questions to the account of Sporting Clube de
Portugal related not only to the new member’s campaign (*Sécio num Minuto") as well
asthe presence of the club in digital media. Finally, following the perspective of bilateral
communication as well as the modernization of its online facet, Sporting launched in
September 2015, an entirely renovated website at the same level of the best clubsin the

world.
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1.3. Internet and Social Networksin Portugal
1.3.1. Internet in Portugal

According to the Internationa Telecommunication Union, an agency of the United
Nations, about 44% of the world population already uses the Internet which totals up to
approximately 3.2 billion people. Portugal, following the global trend of growth when it
comes to Internet penetration rate, reached in 2014 the value of 64%, corresponding to
5.48 million people. A much higher value than the 37.6% in 2005 and 57.1% in 2010
(Marktest, Bareme Internet 2014).

Table 1- Portuguese Internet Usage (%)

62.8 63.2 64.0

57 0%
539
48.8
46.6
424
376
327
29.9
233 254
17.1
13.0
104
r I I

97 98 99 00 01 02 03 04 05 06 07 08 09 10 11 12 13 14
Source - Marktest, Bareme Internet 2014

Asreported by a study of Obercom (2014), the use of Internet is quite similar in terms of
gender (51% of male users compared to 49% female). However, the usage rate drops

sharply with the increasing age of the respondents or the decreasing level of education.

In terms of Internet usage, 72.9% of the respondents access it daily, 13.2% say they log
in 3 or 4 times a week and only 9.6% surfs the web 1 or 2 times per week (Obercom,
2014). However, it isin theway of using the Internet that the situation more has changed.
If, on the one hand, the computer remains the most used device to access the Internet
(61%), on the other hand, mobile devices such as smartphones (42.3%), tablets (25.7%),
TV's (4%) or video game consoles (4.9%) are starting to stand out. For example, tablets
were the device with the biggest leap, with agrowth of 50% from 2014 to 2015 (Marktest,
2015). According to TNS/Google (2014), on average, each Portuguese adult already uses

2.1 devices to access the Internet.

Despite the growing use of mobile devices, such as smartphones and tablets, during the
accessto the Internet, most respondents still perform few tasksin these gadgets, being the
7
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computer the number one choice most of the times to consume content or to perform
online tasks (Obercom, 2014). The most popular online activities, done at least once a
month, are the access to e-mail account (92%), checking news, sports and weather (84%),
the use of search engines (83%) , visiting social networks (77%), looking for product
information online (75%), watching online videos (73%), among others (TNS / Google,
2014).

1.3.2. Social Networksin Portugal

As claimed by the survey "Os Portugueses e as Redes Sociais' conducted by Marktest in
2014, about 70% of internet users in Portugal access socia networks. A percentage
significantly above the EU average (57%).

According to the Facebook managing director for Portugal, in 2015, the most popular
social network in Portugal was Facebook with 5.2 million unigue monthly users, followed
by Google+, YouTube, Linkedin, Twitter and Instagram (Appendix I X). It isimportant
to stress the expected decrease of Google + in the coming years, atrend common to the
rest of the world. On the other hand, it isworth noting the major growth of LinkedIn (fruit
of greater instability in the labour market) and Instagram (nearly 400%) last year (Fullsix,
2014).

Figure 4- Most popular social networks in Portugal

facebook [l Google+

Linked [T} You(TT)

Sustoguom

Source - Retrieved from Google and adapted by the author
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In terms of gender, men and women are present in the same proportion, 50%. The most
popular age group is 25-34 years (25.2%), followed by 18-24 (22.5%) and 35-44 (22.1%)
(Expresso, 2014).

In 2012, each Portuguese spent around 88 minutes a day on socia networks. Today, in
2015, only on Facebook, they aready spend 47-48 minutes a day on average. On top of
that, during primetime, Facebook online users can reach from 1.7 up to 1.8 million people
beating any TV channel audience. Regarding the preferred time of access to socia
networks, it takes place between 20h and 24h (TEK Sapo, 2015).

If the computer is still the chosen means of access to socia networks, this may change in
a near future. In some periods in the morning (7h-9h) and during the lunch hour (13h-
15h) the smartphone is already the preferred device to access social media platforms
(Marktest, 2014). As aresult of the growing importance of mobile devices, several social
networks like Instagram, Snapchat, Vine and Periscope (Appendix | X) bet exclusively
in this kind of devices. It won’t be any surprise to say that these social networks are also
among the favourite of young people up to 25 years aong with Pinterest and Tumbilr.
Betting on multimedia content (a must nowadays for the younger crowd) such as photos,
video streaming or short clips, sometimeswith limited viewing time, the truth isthat more

and more these socia networks are gaining followersin Portugal .

Figure 5 - Emerging Social Networks in Portugal

£y snapchat \$ine

—

Source - Retrieved from Google and adapted by the author
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1.4. Football in Portugal and in Social Networks

1.4.1. Football in Portugal

In Portugal, as in many countries especially in Europe and South America, football is a
very popular phenomenon, having a growing importance in society over the decades,
asserting itself as the preferred sport of the Portuguese people. It is largely due to this
multi-million dollar football industry that Portugal, a small rectangle in the corner of
Europe, keegps standing out in the eyes of the world, especially dueto its national football

team and football clubs as well as FIFA Ballon D’Or, Cristiano Ronaldo.

Football in Portugal is dominated by the 3 most popular clubs, respectively: Sport Lisboa
e Benfica, Sporting Clube de Portugal and Futebol Clube do Porto. Together, not only
they win most of thetitlesin the various sports, as their fan base totals around 77% of the
population. As reported by a survey of O& O Performance, held in 2012, SL Benfica has
about 6 million supporters while Sporting CP and FC Porto have around 3 million fans
each. Still according to the same survey, the other 23% of the Portuguese population (10.5

million in Portugal and 5 million abroad) either has no club or isafan of adifferent club.

If in other countries, such as Germany and England, the choice of aclub ismainly due to
family and geographical reasons, where the main club of afan is the one of his city, in
Portugal the situation is not totally identical. In some cities, such as Guimarées, Braga
and Coimbra, this still happensin part, but in the rest of the country the first club of fans
is predominantly one of the "big three", with supporters of Sporting CP and SL Benfica
dominating in the capital Lisbon and fans of FC Porto being the majority in Porto.

Figure 6 - The "big three" clubs of Portugal

Source - Retrieved from Google and adapted by the author
10



Sporting Clube De Portugal, A Social Media Benchmark In The Football Clubs’ Sector

1.4.2. Portuguese Football Clubsin Social Networks

From the second half of the 20" century on, football in Portugal has been gaining
increasing popularity as well as a progressive media coverage. The newspapers were the
first main carrier of sports information. Then, technological advances brought the radio
along with television, allowing matches broadcast as well as a tremendous highlight of
football in the news. Asaresult of a"blue ocean” in media, in the last 10 years, 2 TV
gports channels showed up naturally, devoting most of its programming to national
football. Recently we have witnessed the rise of socia networks and with it came the
opportunity for national mediato easily deliver the latest sports information to millions
of Portuguese in Portugal and around the globe.

Following this evolution of the media, clubs realized that their supporters are nowadays
"blended” consumers, being present in traditional platforms but turning exponentialy to
digital. Thisforced clubs into creating their own digital marketing strategy, leading them
to create accounts on various socia networking websites in order to communicate with

different targets, adapting content and tone of voicein each one.

If the most popular social networks among the Portuguese are Facebook, Google +,
LinkedIn, Y ouTube, Twitter and Instagram, it isin 4 of these 6 socia platforms that most
Portuguese league clubs are concentrated. Indeed, most clubs don’t feel their presenceis
required in socia networks like LinkedIn or Google + as they are mainly focused on the

professional side or just falling into disuse.

At first glance, when analysing the presence of Portuguese football clubsin social media
platforms, the first thing to highlight is the significant weight that the "big three" have in
the various social media. Together, FC Porto, SL Benfica and Sporting CP account 91%
of followers among first league clubs, totalling 10 million out of 11 possible (Appendix
X). Therefore, it will not be surprising that each of these clubs have exclusive departments
responsible for their club’s online communication. At a great distance from the Top 3 we
have clubs such as Sp. Braga, Académica (Coimbra) and V. Guimaraes with significant
weight in its city and with great tradition in the league but only achieving no more than

100k followers each.
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Chart 1 - The huge weight of the "big three" social media followers in the Portuguese League

B Followers of FC Porto M Followers of Benfica

M Followers of Sporting Followers of the other Portuguese League Clubs

Source - The Author

The preferred network of Portuguese clubs is Facebook, with al clubs of the first
Portuguese league being present. Most clubs, including the smaller ones, already do an
acceptable use of Facebook. However, while they are already expanding their presence
to other digital platforms, they still miss some strategy, coherence and interaction in their
main socia network. The communication on this page is mostly formal having as its
primary goal to keep their fans up to date with the news of their club. Other clubs with
bigger experience on Facebook, especially the “big three”, try to go beyond and achieve
higher engagement by performing other kind of activities such as interaction with fans,

contests, promoting the club sponsors, among others...

The Portuguese club with most likes on Facebook is FC Porto with 3 million likes,
followed by SL Benfica and Sporting CP. It is this latter however that presents the best
engagement rate with their fans among the clubs of the national |eague, having obtained
the highest engagement rate in Europe and the 3rd best in the world in October 2014.
Speaking of fans, on average every club from the Portuguese league has 60% of
Portuguese fans against 40% of foreign fans, important data that reveal the importance of
socia networksin helping to attract fans from all around the globe (Appendix X). These
statistics are even more surprising if we note that the “real” rate of domestic fans is in fact
40% (only 3.5 million fans are Portuguese out of the 9 million followers) much dueto the
internationalization of FC Porto, SL Benficaand Sporting CP.
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Chart 2 - Local vs Foreign Social Media Followersin the Portuguese League
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Source - The Author

The second social media platform with most followers is Twitter, reaching nearly 1.5
million followers among first league clubs. Estoril and U. Madeira are the only clubsin
the Portuguese league who are not yet present. Portuguese users and therefore most
Portuguese clubs are now beginning to understand that Twitter is not an extension of
Facebook, with some of them aready using specific and customized content to this
platform, bonding with fans and promoting several contests. Others, despite being
present, underestimate Twitter merely replicating Facebook content or posting
infrequently - factors that lead to alow or even null interaction with fans. Since Twitter
tend to have a different and younger target, clubs’ communication is quite informal,
starting to occur occasionally the interaction between players, fans and clubs, sometimes

with the exchange of provocative comments but without being disrespectful.

The club with most followers in this social network is FC Porto, reaching almost 500k
followers, closely followed by SL Benfica, with Sporting CP closing the podium. Once
more, it is Sporting who has the best engagement rate with their fans among the “big
three”. As this is a social media platform where everyone interacts with everyone,
sometimes at a frenetic speed (each Tweet has a lifespan of only 18 minutesin average),
itis natural that the average number of posts throughout the week by Portuguese clubsis
somewhat higher than Facebook, 52 tweets against 35 Facebook posts (Appendix X).
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The third most popular socia network is Instagram reaching a little over 500k followers
if wetotal all Portuguese league clubs. Having in account that it is a social network that
is trending in Portugal and clearly on the rise, it is expected a significant increase in
followers in late 2015 and during 2016. Despite the great popularity among the
Portuguese, this still does not happen among Portuguese clubs, with 5 clubs from the
national league yet not being present in Instagram and with many failing to surpass 2k
followers mark. Clubs have been using this platform until now to post transfers, squad
line-ups, photos of game day and training. However, the future may be promising since
in the week under review by the author, the average of new followers on Portuguese clubs
was twice comparing to Twitter and only half of Facebook. Since it is a social media
platform dedicated to photos and videos, with a"chic" and "premium” connotation, it is
expected that Portuguese football clubs will be increasingly active in the future, posting
unique content such as behind-the-scenes in order to attract more followers and ensure

more interaction with fans.

The club who stands out the most in Instagram is FC Porto with 300k followers, twice as
much as SL Benfica and 4 times more than Sporting CP. Unlike Facebook and Twitter,
FC Porto takes the lead in the engagement with its fans followed almost immediately by
Sporting CP. Besides, it isalso the club that publishesthe most per week (27 times), twice
as much as Benfica and Sporting and 3times more than the Portuguese league average (9

times) (Appendix X).

In fourth and last placeis Y ouTube, collecting 140k subscribers among first league clubs.
Despite being in last place this does not mean a lower popularity of this social network.
In fact, the videos present on the Y outube channels from al Portuguese |eague clubs have
been seen over 34 million times. Being in last place only reveal s that the communication
on this platform is more unidirectional than bidirectional. Thus, fans prefer to have amore
passive attitude inside Y outube, feeling on the other hand more open to engage with that
same content in other social media platforms like Facebook, Twitter, Blogs or Forums.
Most clubs use this social network to upload videos promoting future matches, interviews
to players and coaches as well as match highlights. Clubs with higher number of
subscribers go a litter further and try to engage with fans by uploading motivational

videos as well as memorable goals in important matches.
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If SL Benficais the club with the highest number of subscribers and videos posted by
week, FC Porto isthe club that reaches most views in that same period. Only Maritimo is
not present on Y outube (opting to publish their videos on its online TV channel) which
reveals the predominance of this social network when having to choose a website to host

the clubs’ videos.

Finaly it is worth mentioning the shy use of Vine by some football clubs such as
Belenenses and Sporting. Vine is a socia network that allows users to publish micro
videos with a maximum of 6 seconds being directly linked to Twitter. In Portugal it is
used primarily by these two clubs to show the stadium’s atmosphere but in other European
clubs it is also used to show team plays, teams leaving the lockers towards the pitch,
moments in training, among other situations. It is expected that more clubs bet on this
socia network during 2015/2016 season. Snapchat and Periscope are also other trending
socia networks that are not being used by Portuguese clubs. However, it is very likely
that the “big three” may end up trying out those applications in a near future as other
European and American clubs are already sharing exclusive photos and videos to its fans

or even live streaming them.

Figure 7 - Jack Cork (Southampton FC) using the club’s Snapchat account

Happy Xmas!! X

Source - HITC Website
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1.5. Social Media Benchmarking for Sporting Clube de Portugal

As seen before, most Portuguese League clubs still miss much of the potential of socia
media, not adapting their presence to the target of each social network, not providing the
most appealing content to its fans and therefore lacking in terms of the engagement they
have with them. On the contrary, the “big three” show an acceptable performance in each
social mediaplatform they participate, with the exception of Y outube where none of them
stands out in terms of content. If Sporting CP takes the lead in Facebook and Twitter in
terms of engagement rate, FC Porto on the other hand dominates Instagram, being a good
national benchmark for Sporting Clube de Portugal .

If most of the Portuguese clubs are still below expectations, the same cannot be said for
the majority of clubsin the Premier League (UK) and Bundesliga (Germany). In fact, the
vast magjority of clubsin both leagues have a strong presence in social networks and show
agood engagement with fans being therefore a good benchmark for the “leonine club”.

1.5.1. Facebook: Manchester United

Manchester United is an English football club based in Trafford, Manchester’s
metropolitan area, being nowadays one of the most popular and most succeeded clubsin
England and in the World, having won throughout itslong history 20 Premier L eague and
3 UEFA Champions League titles.

To communicate with their fans, Manchester United is actively present on socia
networks, having accounts in Facebook, Google +, Twitter, Instagram, Weibo, Renren
and Vine. Despite such differentiated presence it is Man United’s Facebook who clearly
takes the lead, being the 3™ football club page most liked with an astounding mark of 66

million followers and with amost 2 million people engaging with the page a week.

The first thing that picks the viewer’s attention in Manchester United’s Facebook is the
design used in its images. Regarding the digital art, images normally have a red
background with a retro ook, looking quite consistent across the several posts. On the
other hand, photos published by the club are normally covered with ared soft filter, giving
them amore refine touch asif they had been taken with Instagram.
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Figure 8 - Example of 2 Manchester United Facebook Posts

@ Manchester United @ Manchester United
You've heard the team news, now predict who will be in Sunday’s line-up v It's matchday and we've got a score to settle with Swansea City Football
Swansea Club. Come on!

Enter here: http://bit ly/1BaKEwe

GAN YOU
UNITED’S STARTING
LINE-UP?

K5

Source- Manchester United Facebook

The club publishes on Facebook about 8 times a day, with atone of voice mostly formal,
highlighting the club news, providing exclusive interviews or behind-the-scenes videos
and allowing the interaction of fans through its Facebook Apps with polls, contests and
questions (Appendix XI) . To participate in those Apps, where fans can choose their
starting eleven, win a signed shirt or answer a quiz for example, users are required to
leave some personal information such as email or date of birth which is then used by the
club to CRM or to provide to the club sponsors. And this tight relationship with sponsors
usually brings good results for both sides. In 2012, Manchester United and Turkish
Airlineslaunched acontest in the club’s Facebook where 19 Man Utd fans from all around
the globe could win a trip to the club’s first home match with all expenses paid by the
airline company. The campaign was a tremendous success with 322 million viewsin the
club’s communication channels as well as 200k new followers in Turkish Airlines’

Facebook, making it the 4" most followed airline company in this socia network.

1.5.2. Twitter: Borussia Dortmund

Borussia Dortmund is a 105 year old German sports club based in Dortmund, being one
of the most successful clubs in German football history with 8 championships and 1
UEFA Champions League title. Nowadays BVB, as it is known by fans, is one of the
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most popular clubsin the world with more than 13 million fans on Facebook. Its stadium
isthe largest in the country and the club has the highest average attendance of a football
club in the world, showing how Borussia fans are really committed with the club.

BVB ispresent in the mgjority of social networks, having an active presence in Facebook,
Google +, Twitter, Instagram and Vine. Borussia’s Twitter is clearly the platform that
stands out the mogt, totalling 1.75 million followers, being the 20" football club most
followed as well as the one with the best engagement rate of the entire Bundesliga.

The main strength of Borussia Dortmund on this social network is the tone of voice used
by BVB that according to David Goérges, the club’s communication director, “is one you
would normally associate with fans, rather than a strict PR department” giving “a quirky
and informal feel to most posts”. To increase the interaction with fans “being able to
produce one-liners and jokes is crucial”. On the other hand, the ability to change between
styles, from informal to formal, is another thing the club’s communication department

masters very well as “jokes are only meant for certain situations”.

Figure 9 - Theinformal tone-of-voiceis present in almost every tweet

Borussia Dortmund X guindo
ﬂ Borussia Dortmund vwedvsduzcgadsichsdivhbsdihbdscihbdsciC
8l JAMAAAAAAAAI RAMOS A LA PLAYAL HBDASKCHBADSKCBADScjhbdscjhsbdcib
#bvbbsc (90+3) dsncjadscbjhBDSACJHADS #bvbbmg 0-0

V Borussia Dortmund
BYB) Halbzeit. 15 Minuten Trinkpause. // #bvbbsc 1-0 HT. Call it a 15 minute
09
drinking break

rY Borussia Dortmund

‘Y}u Beautiful header from @matshummels,
T beautiful cross from @S_Kagawa0317. In
fact, you're all beautifull #bvbbsc 1-0

Source - Borussia Dortmund Twitter

Dortmund’s Twitter has over 38k tweets, which makes it the 9™ football club with most
tweets in the world. With an average of 20 tweets a day, and with its content in German
and English, BVB’s page also gives a strong emphasis to content posted by others,
replying to fans’ tweets very often or retweeting fan pages, players, sponsors and opinion
makers (Appendix XI1).
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1.5.3. Instagram: FC Bayern Munich

Bayern Munich isa German sports club based in Munich, being the most successful club
in Germany and one of the best in the world. To date, FC Bayern has won 25 national
tittes and 5 UEFA Champions League titles. All this success also extends to Facebook
where the club has more than 31 million fans being the 6™ football club most followed.

The club has a strong presence in several socia media websites like Facebook, Twitter,
Instagram, Youtube and Google + but it is Bayern Munich’s Instagram that has been
attracting the fans attention by accumulating almost 3.4 million followers and leaving it

in the 61 position of the football clubs with most fans in this platform.

FC Bayern’s outstanding performance on this socia network is mainly due to three
reasons. Firstly, the club does a remarkable photo coverage of the main events, from
match line-up, goals and final score to moments in training, photos of fans and behind-
the-scenes, always adopting a modern and eye catching design (Appendix XII1).
Secondly, Bayern Munich steals everyone’s attention by posting several videos a month
in this platform to engage with fans, by showing some exclusive behind-the-scenes clips,
bloopers and funny momentsin training. Finally, the club uses witty customized hashtags

for each player with helps increasing the levels of engagement with fans.

The club posts around 5 times a day with both photos and videos having short and
informal fan-oriented captions that for being written in English end up increasing its

interaction with fans, easily achieving each more than 100k likes and 10k comments.

Figure 10 - Example of an Instagram posts with witty descriptions

FC BAYERN MUNCHEN ~~

GOOOAAAL

1:1| 8TSGFCB

-

@ 88 480 gostos ® 92967 gostos
fcbayern #Miillered #TSGFCB 1-1 fcbayern @thiago6 don't drink, just smell! (&
#MiaSanMia #FCBayern #Oktoberfest #FCBSummer

Source - FC Bayern Munich Instagram
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1.5.4. Youtube: Manchester City

Manchester City is a 121 year old English football club based in Manchester, being
nowadays one of the wealthiest clubsin the world after Abu Dhabi United Group bought
it in 2008. Throughout its long history Man City won the Premier League for 4 times as
well as a UEFA Cup Winners’ Cup. Today, the club has almost 20 million fans on

Facebook which ranks the “Citizens” in 10" place of the most followed football clubs.

To be closer to its fans, Manchester City is present in 11 different social media websites
such as Facebook, Twitter, Instagram, Y outube, Google +, Vine, Snapchat, Periscope,
Pinterest, Foursquare and Flickr. Despite such extensive presence on social media
platforms, the club’s major bet in the last 4 years has been on Youtube. Due to its
engaging and creative videos, Manchester City is aready the 3" most followed football
club with amost 500k subscribers.

Being referred by many as the best football club’s YouTube channel in the world, the
“Citizens” have been far ahead of its competitors, showing an incredible imagination in
its exclusive behind-the-scenes videos. In 2015, Manchester City upgraded its already
existing Tunnel Cam, allowing fans to control the view of Etihad Stadium tunnel before,
during and after the match thanks to the introduction of a 360 degree camera (Appendix
X1V). It is dso quite common to see players in rarely seen situations like singing
Christmas carols, making pranks to each other or preparing postcards for fans. To please
those who appreciate football related moments, is not unusual for City to upload videos

of a player’s first day in the club as well as funny momentsin training or freestyle skills.

With over 2814 videos uploaded, an average of 8 videos aweek, the club has been getting
a positive return of its bet in unique and creative videos, accumulating 25k new

subscribers and 8 million views every month.

Figure 11 - Example of some Manchester City Youtube Videos

)
s TEVEZ TEACHES BALOTELLI | TUNNEL CAM: City v Spurs KOLAROV'S JINGLE BELLS
Inside City Special Advent Calendar | December 9 2011/12 Behind the scenes at a Advent Calendar | December 2

Source - Manchester City Youtube Channel
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1.6. The presence of Sporting Clube de Portugal in Social M edia

1.6.1. Introduction

As we have seen before, Sporting Clube de Portugal is a century-old sports institution
with adeep impact on the various sectors of society, from sportsto social, counting as of
today with more than 3 million fans. Social networks are nowadays a vital platform to
communicate with fans around the globe but also a way of exploring more successfully
its commercia side. Thus, Sporting CP made its debut in social mediain 2009, currently
having an active presence in 7 different social platforms such as Facebook, Twitter,
Instagram, Y outube, Vine, Tumblr and Pinterest. In addition to the official pages mostly
dedicated to the football team, also 18 other sports sections of Sporting CP are present in

socia networks — the magority of them in Facebook.

In 2014, as aresult of the club’s financial restructuring, the communication department
was no exception with several layoffs. With Sporting CP’s board wanting to do more with
less resources, Diogo Bernardo and Christopher Halder were hired to take over the club’s

social media and boost its presence.

Loaded with new ideas, they wanted Figure 12 - The social media presence of Sporting CP

football to be seen by the leonine %@}_SPORT,NGSOQAL

supporters not only as a sport but also asa
form of entertainment. Adopting an
informal approach in the various social
networks, their first task was to adapt the

contents of each page to its target. Over

the past 16 months, they increasingly
strengthened the relationship with the

fans, showing maor improvements in

—
#ondaverde

terms of coherence, design,

communication and interaction. After #ONDAVERDE

achieving the highest engagement rate of Source - Sporting CP Facebook

football clubsin Europe and the 3rd best in the world on Facebook in only a 5 months’
time, the future looks promising with more improvements and innovation yet to come
during the 2015/2016 season. But let's look at each social network in particular and see

how changed for the better.
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1.6.2. Facebook
1.6.2.1. Statistical Insights

Sporting Clube de Portugal joined Facebook in June 2009. Six years past, by August
2015, the club surpassed the 1.85 million mark expecting to reach 2 million followersin
afew months. If the club took three and half years to reach its 1 million fans, with the
significant changes made over the last year, the club is now about to double the number

of itsfollowers little over ayear and a half later .

From its nearly 2 million followers, only 727k are Portuguese, reflecting the need for top
clubs to communicate to a global audience. In fact, according to Diogo, Sporting CP
should bet more and more on attracting international fans to its page as they are
struggling, just like SL Benficaand FC Porto, to reach more local fans without resorting
to paid Facebook Ads. The key reliesin good performances in European competitions as
well asthrough big-name signings. Something FC Porto has been doing very successfully

in the past couple of years.

In terms of gender, Sporting’s Facebook population is composed by 75% men and 25%
women, agap hot so evident when speaking in terms of active users. The 18-24 age group
is the most popular representing 39% of users, followed by 25-34 with 20% and 13-17
with 16%. With 75% of its users under 34 year’s age, it is important to maintain an
informal and interactive relationship — something Sporting has been doing quite well.
According to the study conducted by the author, Sporting achieved an engagement rate
of 10.11% in the selected week (Appendix X), anumber slightly below the 10.69% that
made Sporting the European club with the highest engagement rate back in October 2014
but still more than enough to lead the Portuguese L eague ranking of clubswith the highest

interaction (if we only consider pages with more than 100k followers).

1.6.2.2. From standing still to outstanding

By the time Sporting CP joined Facebook in 2009, there was a widespread unfamiliarity
with this socia network both by the club and its usersin general. It will not be surprising

that for many months the club simply published the news’ links to its website.

From 2009 to the end of 2011 major changes took place in Sporting’s Facebook. It was

possible to see an increase in the variety of content published by page. If before some
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posts were being replicated more than 10 times in a row, as days went by new content
started to arise such as contests, sales promotion, other sports information, among others.
Aesthetical inconsistency was another problem the club’s community managers weren’t
efficiently taking care of during this time period. Some images were large while others
were small, some had a decent resolution whereas others look blurry and pixelated
(Appendix XV).

In the following year, the page started showing some improvements. In March 2012,
Sporting introduced historical events in the club’s Facebook timeline allowing fans to get
to know more about Sporting Clube de Portugal’s history. The club also increased its
interaction with fans. Firstly, several contests took place exclusively on Facebook giving
away season tickets to club members. Sporting would reveal some hintsin its posts and
fans had to search the club’s mascot in Lisbon’s City Centre. Secondly, Sporting started
inviting players from different sports to live interviews where fans could ask their

questions. An initiative repeated throughout time that turned out to be a major success.

During 2013, the club decided to put more effort in this social platform as they were now
communicating to an audience of more than half amillion followers. Most of the pictures
aready had a reasonable quality as well as a watermark yet a consistent design was
something that still did not exist (Appendix XVI). On the other hand, there was
significant progress in the club’s tone of voice. Not only had the communication become
more informal, asking frequently for the followers’ opinions, as Sporting’s Facebook

page started answering fans’ replies and posts.

The 1 million followers” milestone was achieved in March 2014 mainly due to the signing
of Egyptian famous player Shikabala. In a 1 month period, the page skyrocketed its
number of likes, being literally invaded by 200k new Egyptian fans. Sporting’s reaction
was immediate posting several content in Egyptian and English in order to engage with
its new audience. A short-lived response as Sporting quit using foreign languages a few

months after, indicating that a coherent strategy was still to be found.

In May 2014, Diogo and Christopher took over Sporting’s Facebook account. If they
knew they had to keep what was being done well, it was also important to give it their
own persona touch. Their first job was to solve the great lack of aesthetical consistency
that was persisting along the years. In an interview given to the author of this Case Study,
Diogo claimed that “content was not standardized until that moment”. For example: “one

23



Sporting Clube De Portugal, A Social Media Benchmark In The Football Clubs’ Sector

image could be posted with alighter shade of green while another right after could have
a darker one”, giving the impression that “Sporting’s Facebook was under control of
several different people”. With the help of a designer they created specific templates for
almost every kind of content. Not only they were consistent among each other but at the

same time very eye-catching.

If graphically speaking things were on the right track, much still had to be done about
everyday’s content. Their next move was to come up with a strategy regarding what
should be published on a daily basis. According to Christopher, from that moment on
“people knew that on Mondays they would find al sports results from the weekend, on
Thursdays the squad list and so on”. Although planning was important, even more vital
was to be prepared for some good real time marketing. Full of good examplesin arecent
past, impromptu definitely became Sporting CP’s middle name (Appendix XVI1).

Figure 13 - The aesthetically appealing posts of Sporting CP's Facebook

Sporting Clube de Portugal
GOLOOOO! Teo Gutierrez abre o marcador em Moscovo! #RumoAChampions

DiaDeSporting

Unlike - Comment - Share

;f:= Sporting Clube de Portugal Y You, Diogo Bernardo, Christopher Halder, Hugo Abreu and Most Relevant
gl Nanifez 4 golos em 44 jogos nas suas duas Gltimas épocas no Manchester United. Esta 15,047 others like this.
&poca, ja leva 5 golos em apenas 11 jogos!

& 1,203 shares

Nani scored 4 goals in 44 matches in the last two seasons at Manchester United. This *
season, he has already scored 5 goals in 11 matches! £.%2 Dj.Osvaldo Djing Vou dedicar esta vitoria ao meu pai,sportinguista
QE incondicional. Faleceu no passado dia 20 de Agosto. Viva o Sporting Clube

Também achas que esta a fazer uma grande época?

Do you think he is having a great season? de Portugall
Like - Reply 219
Unlike - Comment - Share AL
» View previous replies
3 You, Andre Mendes Marques, André Nogueira, Filipe Faustino  Most Relevant

and 16,886 others like this m Sporting Clube de Portugal @ As nossas condoléncias, Osvaldo.

Vamos tentar ganhar também pelo teu pail SL
& 482 shares Like - Reply - 587 N

Source - Sporting CP Facebook

The formulafor success was amost complete. Content and aesthetics were aready there
but the right way to deliver the message was somewhat missing. To achieve higher
interaction, Diogo and Christopher adapted the tone of voice and the language used to
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each specific post. “If the subject is for example the promotion of the club’s newspaper,
it doesn’t make that much sense to post it both in Portuguese and English as it is mainly
intended for Portuguese users” they said. On the other hand, it was also important for
fans to identify themselves with the “language” used by the page. Indeed, it has been

recurrent the use of fan chants’ jargon in Sporting’s Facebook posts (Appendix XVI11).

After this first year and a half of major changes in Sporting Clube de Portugal’s Facebook,
the future looks promising with more improvements yet to come mainly focused on

providing greater financial return to the club.

1.6.3. Twitter
1.6.3.1. Statistical Insights

Sporting Clube de Portugal has been actively present on Twitter since February 2009. By
August 2015, six years after its debut, the club has over 323k followers in its main
account. To communicate exclusively with its foreign audience, Sporting CP has
reactivated its English-speaking account in September 2014, having nowadays around
12k followers. As the main goa of this secondary Twitter is to replicate the content of
the primary account in English, not bringing any kind of exclusive material, it will not be

discussed along this case study.

The local fan ratio is 55% meaning that 178k followers are from Portugal, followed at
great distance by Brazilians with 13k and both British and Indonesians with 10k each. In
terms of gender, 81% of Sporting CP followers are men while only 19% are women.
Again, like in Facebook, this gap is not so prominent when we take only in consideration
the active users. Regarding age groups, athough there is no official information, Diogo
and Christopher state that the most popular must be the one with users ranging between
13-17 closely followed by the 18-24 age group. As the average users’ age is lower than
Facebook, it only reassuresthe real need to establish avery active, engaging and informal

presencein this social platform in order to achieve higher levels of interaction with fans.

In the week selected for analysis, Sporting Clube de Portugal achieved afan engagement
rate of 1.84% (Appendix X), being the Portuguese League club with the highest
interaction from all 18 clubs (if we only consider pages with more than 10k followers).
This “award” isonly asmall proof of the remarkable effort that has been done in the last

year and a half which will be discussed in the next subchapter.
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1.6.3.2. From litter to aremarkable Twitter

The presence of Sporting on Twitter has always been quite undervalued by the club’s
communication department over the years. The main explanation to this attitude may be
well related to the fact that this sociad media platform never reached the levels of
attractiveness it has achieved in places like the United Kingdom or the United States.
Therefore, it will not be surprising that Sporting didn’t pay much attention to its Twitter
account, simply publishing the recent news from the club’s website in its tweets. With the
increasing popularity of Facebook over the last 5 years, from November 2011 onward,
Sporting started to automatically replicate its Facebook posts on Twitter: aminor change
that still did not bring any kind of interaction to the page.

When Diogo and Christopher took control of Sporting CP’s Twitter they knew the club
had to show a much more active attitude in this socia platform as it was Twitter was
starting to gain increasing popularity in Portugal, especially among teenagers. In April
2014, the club finally started tweeting and interacting and a sudden boom was

immediately felt with over 60k new followers in a one month period.

With all the aesthetics changes in the club’s Facebook multimedia content being also
applied to Twitter, it was time to set the right strategy to this socia network. With
Sporting fans to be known for their great love for the club as well as their enormous
dedication, participation and commitment, Diogo and Christopher took advantage of it
starting to interact with fans by retweeting their publications, answering fans’ tweets even
wishing a happy birthday to some of them. In Christopher’s opinion, Sporting wanted not
only to reinforce its proximity to the fans but also to show that Twitter is “supposed to be
aplacefor alighter, funnier and more informal chat”. The informality present in the page
doesn’t end only in the communication with fans. In fact, Sporting CP’s Twitter also
interacts with the club’s sponsors, brands, players, fan clubs’ pages or even with other
club’s fans whenever they feel it is relevant (Appendix XIX).
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Figure 14 - A strong informality present in Sporting CP's tweets
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Source - Sporting CP Twitter

Besides from engaging with others, this socia platform is also the chosen way for the
club to provide the latest information as well as to follow step by step every moment of
the club’s matches from football to futsal, female futsal, handball, hockey or even beach
soccer. Recently, following the latest trends, Sporting was the first to club to start using
Vine in order to publish six second-long looping videos in the club’s Twitter feed as a

way to fans who cannot attend the club’s football match to get a taste of the environment.

Another magjor contributor for the tremendous success Sporting has been achieving on
Twitter is the flawless use of hashtags, being quite often a nationa trend. Diogo and
Christopher use them as a way to put fans speaking about a certain topic. With severa
hundreds of thousands of tweets and images using the club’s hashtags, the most popular
ones are: #SportingCP, #OndaVerde, #DiaDeSporting, #EuVouLaEstar and
#V ocesSabemL a.

With such a strong presence at a domestic level, it is expected that the focus of these 2
young community managers may shift temporarily to the English-speaking Twitter as a
way to provide them the same experience as the Portuguese audience already have.

27



Sporting Clube De Portugal, A Social Media Benchmark In The Football Clubs’ Sector

1.6.4. Instagram
1.6.4.1. Statistical Insights

Being the youngest of the four main social networks of Sporting Clube de Portugal, the
club decided to join Instagram on February 2014. One year and a half after establishing
its presence, the club has nowadays 70k followers, being reasonably behind its main
national competitors: SL Benfica and FC Porto (168k and 307k respectively). However,
with several improvements in the last year, Sporting’s Instagram has doubled its number

of followersin the last six months.

If in terms of followers the scenario isn’t the most appealing, in the matter of interaction
with fans the scenario is not so dark. In the last six months, following the increasing
number of new followers in the page, Sporting CP doubled its number of average likes
per photo (3500 in February 2015 vs 6907 in August 2015). To corroborate this data, in
the week selected for analysis, Sporting Clube de Portugal reached an engagement rate
of 15.64% (Appendix X), anumber very closeto the leader FC Porto with 16.53% (if we

only consider pages with more than 2k followers).

Although thereis no official information, Diogo and Christopher believe that the ratio of
men vs. women is more balanced than on Facebook or Twitter, being quite evident the
number of women to interact with Instagram page. Regarding the average users’ age is
likely that it is higher than Twitter but lower than Facebook.

1.6.4.2. Interaction but still no satisfaction

When Sporting decided to join Instagram back in February 2014, there wasn’t any kind
of clear strategy defined for this app. The objective back then wasto be present in asocia
network that was being followed for an increasingly number of people. Making quite an
entrance on Instagram, Sporting published around 40 imagesin only 4 or 5 days. Having
spent al their stock of photos, the club stayed inactive for awhile, posting only every 2
weeks.

Astime went by, several mistakeskept persisting. Firstly, there was an overall lack of
quality in the photos. On top of that, photos had a watermark with the club’s logo right in
the middle of the image making them less appealing than they were supposed to be.
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Secondly, the hashtags used were not the most appropriate making their use redundant.
Finally, the club remained 8 weeks without posting any kind of media.

When Diogo and Christopher joined the club and took over the club’s Instagram, they
immediately knew they had a difficult task in hands. Their immediate first action was to
be seen by fans. They started posting regularly in order to get more followers and make
them know that Sporting is on Instagram to interact and build a relationship with them.
Only after that goal being achieved they could think of new ways to engage more with

fans and to bring innovative content to the club’s Instagram.

If in the first months the images uploaded were simple, with an average quality and with
short descriptions, a couple of months after, they started bringing new and better content
to thissocia platform. Soon, video content began to be published more regularly whereas
brand new hashtags started giving amore professional ook to the image captions. By the
end of the year, Diogo and Christopher decided to increase the interaction the page has
with its followers by making contests, publishing fan photos aswell asto givelikesto the
Instagram photos of their fans — a rarely seen gesture by a sports club in today’s world
(Appendix XX).

Throughout the year of 2015, Sporting Clube de Portugal Instagram’s page has been
increasing the type of content published. On the one hand, the page started posting much
more information on matchday like the squad list, the line-up, goas and the fina score
but also about other Sporting CP sports (Appendix XX1). On the other hand, the club’s
Instagram pays much more attention to everyday’s content such as wishing players Happy
Birthday, using players’ phrases to emphasize the importance of the club’s supporters or
showing memorable moments on that date. With a growing number of foreign supporters
following Sporting CP on this social media platform, the club decided to post their
captions both in Portuguese and English in posts where it would be relevant to have

interaction from international fans.

Today, it is quite clear the magor improvements that took place on Sporting Clube de
Portugal’s Instagram since its very beginning. However, the lack of quality in some media
as well as the use of few exclusive content may indicate that there is till along way to

go in order to reach the level of those who most stand out in this socia network.
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Figure 15 - Example of Sporting CP Instagram posts
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Source - Sporting CP Instagram

1.6.5. Youtube
1.6.5.1. Statistical Insights

Sporting Clube de Portugal opened its Y ouTube account on June 2010. Nowadays, the
club has almost 25k subscribers and over 4 million viewsin this socia network, being the
third most viewed Y outube channel from all the Portuguese L eague clubs. If the situation
isn’t that bad in terms of channel views, it gets pretty much worse when it comes to
number of videos. Asamatter of fact, Sporting CPisonly the 9" club from the Portuguese
League with most videos uploaded with a total of 360 in the last 5 years. Not a very
pleasant indicator for a club of the size of Sporting Clube de Portugal. Another data that
reflects the weak performance of the club in this social platform is the number of videos
uploaded in the selected for analysis: only one (Appendix X). A significantly lower
number to those recorded by Benfica and Porto (23 and 14 respectively).

In the last 30 days, 85% of Sporting CP’s channel views came from Portugal, followed at
great distance by France, Switzerland and the United Kingdom. Three countries with
large communities of Portuguese emigrants. According to YouTube, 90% of the
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subscribers are men while only 10 % are women. The greatest distance we have seen so
far in terms of gender. The most popular age group among subscribers is the one with
ages between 18-24, followed by 25-34, 35-44 and 13-17. That same order is aso

observed for the most popular age group in terms of channel views.
1.6.5.2. A million views channel going down the tube

If we take a good look at the presence of Sporting Clube de Portugal in the severad
different socia networks it is possible to see a progressive improvement over time:
Facebook achieved the highest interaction rate of a football club in Europe, Twitter is
considered by many as one of the most active and engaging accounts in Portugal and
Instagram has been showing very positive signs with several new types of content in the
last months. On an opposite direction we have the Sporting CP’s Youtube being the black
sheep of the family.

When Sporting decided to join Y outube back in 2010, it was not seen as a new social
network but as a way to solve two main problems: address the lack of a club’s TV channel

and to be a content provider for Facebook.

Throughout the years, with more or less quality, Sporting has been uploading match
highlights from several club’s sports like Football, Futsal, Handball and Hockey. Despite
only being placed online some of the matches, often without any obvious criteria, it was
in some cases the only way for fansto be able to get access to that content. These type of

content account for 50% of the videos posted in Sporting’s channel.

Having in mind the increasing popularity of YouTube, one of the most famous websites
in Portugal and on Earth, the club realized that this social network could be not only more
than acontent provider for Facebook but also afree and targeted way of delivering content
and messages to supportersin avideo format. Therefore, the club started using it to upload
motivational and historical videos to engage with Sporting CP’s fans but also to promote
commercial campaigns, events, football and other sports matches. Together, all these

content represent the other 50% of the videos posted in the club’s YouTube.

If on the one hand, match highlights have always been feeding Sporting CP’s Youtube
channel at a constant pace and with the same quality, gathering most of the timesthe same
views, on the other hand, the same cannot be said about the “engaging videos”. From

2010 to 2013, this kind of content was more and more present, hitting its climax in 2012
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when Sporting reached the semi-finals of Europa League. In that year, 48 videos were
uploaded to interact with fans totalling more than 700k views. In 2013, the number of
videos dropped to 19, achieving a total of 440k views. A decreasing trend aso seen in
2014, where the number of those videos fell to 17, accumulating only 230k views. After
a5 month hiatus without any new video in Sporting’s Youtube, in 2015 the club has only

posted 6 videos with content to interact with fans reaching only amild 33k views.

When the club’s TV channel finally started to broadcast in July 2014, it was expected that
synergies could take place and more and better content could be provided to Diogo and
Christopher. Unfortunately, with the club’s board not realizing the importance of this
socia network, exchanges of content and information have been difficult and few media
from Sporting TV has been uploaded in the club’s YouTube.

Figure 16 - A lack of engaging videos among the most seen content of Sporting CP Youtube channel

Taga de Portugall Benfica 4 Nos acreditamos no Sporting. E | Liga] Sporting 3-2 Maritimo
Sporting (Epoca 13/14) - Resumo tu? (Epoca 13/14) - Resumo
241.146 visualizacdes + 1ano atrés 23.788 vis 0.678 visualizagdes « 1 ano atrés

Quem é do Sporting desde

Sporting vs. Man. City
sempre, é do Sporting para 86.969 visualizagdes - 3 an

13/14) - Re

Sporting 1-0 Benfica (26° Sporting 8-1 Alba (Epoca 13/14)  Sporting 5-1
76.831 visualizagdes + 2 anos atrés Jornada - Epoca 11/12) - Resumo 13/14) - Res!
75.961 visualizagdes + 3 anos atrds 67.358 visualizagdes - 1a s 66.920 visualiza

Sporting 4-0 V. Setubal (Epoca
13/14) - Resumo

Source - Sporting CP Youtube Channel

1.6.6. Hashtag Campaign: #OndaVerde

Hashtags play a very important role in today’s social networks, being a major tool in the
use of Twitter and Instagram. As we have seen before, a hashtag is simply a way for
peopleto search for tweets/ posts/ images that have acommon topic. With theincreasing
popularity of Twitter and Instagram in Portugal as well as the introduction of hashtagsin
Facebook, hashtags are becoming a trend and several brand already develop marketing

campaigns around them.

When the two young community managers started working at Sporting Clube de Portugal,
both knew really well what they wished to implement in the club’s social networks.
Following Sporting’s new marketing strategy, 100% focused on the fans, Diogo and
Christopher knew that it was important to create an initiative that would not only be a

tribute to them but would also increase the levels of interaction between them and the
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club. Diogo wanted to show the supporters and how it is to be a Sporting fan on a daily
basis while Christopher wanted to show fans on vacations. They decided to merge both
their ideas and this is how #OndaV erde (green wave) was born on May 2014. For them
“Onda Verde is a way to show that you live Sporting every day even in those that Sporting

doesn’t play”.

To put this campaign in motion they needed alogo as well as a platform for al photos
and videos they would be receiving from the fans. After having taken care of the logo,
they decided to create a Tumblr and Pinterest social network account to help them achieve
the second objective. Tumblr would be the chosen archive for all photos while Pinterest
would have 2 main purposes for them: to help them divide photos by categories (Sporting
in Summer Festivals, Sporting around Portugal, Sporting around the world, among others)
and to integrate it in a Facebook App of “Onda Verde” in Sporting CP’s Facebook
(Appendix XXII).

The campaign turned out to be a major success with more than 3000 photos received by
email and 25000 posted by users on Instagram since the beginning of the campaign.
Although there is no official information about Twitter, only in August 2015 there was
more than 1800 tweets about Onda Verde. With so many photos available, Diogo and
Christopher try to group them by several kinds of categories (in which country they were
taken, if it is underwater, with animals, children, among others) and post them later on

Facebook, Twitter and Instagram.

After successfully developing the Onda Verde campaign online, the two youngsters
decided to go even further with thisinitiative. Recently, they registered OndaVerde as a
trademark having scarves on sale at the club’s shop. According to Diogo, “the objective
is for supporters to buy this scarf at a symbolic price at the club’s store and give to
someone you know or will get to know when you go on holiday as away to transmit your

Sporting CP passion”.
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Figure 17 - Several pictures of Onda Verde posted in Sporting's Facebook

S

f

o N 4
#ondaverde #ondaverde

Source - Sporting CP Facebook



Sporting Clube De Portugal, A Social Media Benchmark In The Football Clubs’ Sector

1.7. Questions

1% Question: Given the information on the case, develop a dynamic SWOT analysis for
the presence of Sporting Clube de Portugal on social networks with one specific strategy
for each quadrant.

2nd Question: Based on your answer to the first question, elaborate further on one idea
from the strategies proposed in the quadrants.

3" Question: Do you think that Sporting is providing targeted content depending on the
socia networks they address? Justify your answer.

4" Question: Having in mind the benchmarking analysis covered in the Case Study,
suggest ideas to improve the Instagram of Sporting Clube de Portugal.

5 Question: Foreign fans represent nowadays around 60% of the total Sporting CP
Facebook followers. How do you evaluate the club’s current approach to thistarget in the

different socia networks? Propose solutions if necessary.
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1.8. Appendix

Appendix | — The article about the highest engagement rate of Sporting CP on Facebook

Sporting no Facebook:
‘gostos’ ndao se discutem

A pagina oficial de Facebook do Sporting tem crescido exponencialmente em ntimero de
fas, mas e na métrica mais importante que se mostra das melhores do Mundo: a interaccao

conceituado site Social Me-

dia Today escreve um artigo

intitulado “Por que € a Taxa

de Tnteracgdo mais impor-
tante do que os Likes no seu Facebook?”
A justificacio é simples e jd conhecida
entre os ‘marketeers’ digitais: “a Taxa de
Interacgdo oferece uma imagem muito
mais clara do sucesso que a rharca tem
no Facebook, porque permite perceber
0 quanto as pessoas intéragem com a
plataforma’”.

Mas o que €isto da interacgio? Nao
serd uma questdo secunddria? Nao sera
expectavel que uma pagina com mais
fis se traduza numa marca mais co-
nhecida? A resposta, para os profissio-
nais na ferramenta digital, é clara: nem
sempre. E o Social Media Today escla-
rece: “um marketeer amador ou’ uma
empresa que ¢ novata em ‘social media
marketing’ no Facebook deverd estar fe-
liz por ver a sua pagina receber muitos

‘likes. Isto ¢ um dos maiores erros que
se pode cometer no Facebook. A maior
plataforma de ‘social media’ no Mun-
do providencia muitas ferramentas de
andlise de sucesso e a maior parte das
pessoas nio sabe como usa-las”

Afinal, que ferramentas sdo essas? A
‘mais importante tem um nome que tal-
vez j tenha visto mas a que nunca ligou:
“Pessoas que falam sobre isto” Trata-se do

- niimero de utilizadores que, por dia, inte-

Tage com a marca na pagina, através de
‘likes, comentdrios ou partilhas ¢ que de-
pois € dividido pelo mimero total de fas
da pigina, dando um valor em percenta-
gem — a Taxa de Interacgdio. Para os ‘ex-
perts, uma taxa superior a 1% € conside-
rada razodvel, ainda que algumas paginas

consigam valores bem mais altos, como é

o caso da pagina. .. do Sporting Clube de
Portugal, que tem a melhor Taxa de Inte-
racgdc da Buropa entre clubes e a terceira
melhor do Mundo (ver quadro).

Taxa de interaccdo: Europa

Voltemos atrés: afinal, se uma pa-
gina tiver muitos fas, isso néo significa
que o seu contetido vai chegar a mais
pessoas do que uma pagina mais pe-
quena? A teoria diria que sim, até por-
que é de senso comum que, se falarmos
para um grupo maior, significa que
mais pessoas nos vio ouvir. Mas o Fa-
cebook ndo funciona desta forma.

“A maioria das pessoas faz ‘like’
numa pagina porque vé amigos a fazer
ou porque gostou da marca ou de uma
campanha numa certa altura. Porém,
a maior parte esquece-se das paginas
em que tem ‘like} pelo que um grande
ntimero de fas da pdgina ndo significa
necessariamente que a marca esteja a
realizar um bom trabalho”. Pense bem:
tem nogao do nimero de paginas de
Facebook em que ji fez um ‘like’?

Além desta justificacio do Social
Media Today, ¢ importante recordar que
0 Facebook foca-se cada vez mais em

mostrar aos utilizadores apenas conteli-
dos de qualidade. E a qualidade avalia-se
por uma métrica: interacgio, Um post,
quando é colocado numa pagina de
Facebook, & mostrado apenas a uma pe-
quena parte dos seus fas, Se tiver pouca
interacciio, nio cresce; mas se, pelo con-
tririo, liver muitos likes, comentdrios
e partilhas, cada vez mais pessoas vio
vé-lo, porque tem qualidade,

Resumindo: dependendo da inte-
racgdo, uma pagina de 1,5 milhdes de
fis poderd ter um alcance muito supe-
rior a uma pégina de trés milhoes. Afi-
nal, ‘gostos’ ndo se discutem. Porque hd
algo muito mais importante a discutir
~ € os Sportinguistas fazem-no, todos
os dias, nas redes sociais.

Fonte: Social Media Today e Social-
Bakers http://www.socialmediatoday.
com/content/why-wengagement-rate-
more-important-likes-your-facebook

it

Taxa de interaccéo: Mundd — e

CLUBE FASLOCAIS TOTALDEFAS PESSOAS  INTERACCAO  CLUBE FASLOCAIS TOTALDEFAS PESSOAS  INTERACCAO
DR QUEFALAM QUEFALAM .

. SOBREISTO ; _SOBREISTO j
1.Sporting CP 685778 1557814 166200 1067% 1.Colo-Colo 1748 785 1924041 444187 2309%
2.0lymplacos 411068 563734 40029 7% 2. Internacional PA, 1657653 1802474 196543 108%
3.FCPorto 795836 2317093 140297 605% 3.Sporting CP 685778 1557814 166200 10,67%
4.legiaVarsovia = 619419 714278 41124 576% 4, Atlético Minelro 1591342 2184362 210927 966%
5.Fenerbahge 8749394 9939473 553049 556% 5. Botafogo 987968 1124216 104568 93%
6.Lech Poznan 486696 542069 29067 536% 6.Club America 4582402 6308392 558237 885%
7.Bayern Munique 2232099 22697 866 991081 437% 7.550 Paulo 5449550 5800023 451740 779%
8:5L Benfica 1329131 2583965 107 841 417% 8 River Plate 3790468 - 4877056 373947 767%
9.RealMadrid 2336650 75451862 2974507 394% 9.0lympiacos 41068 563734 40029 7%
10.Schalke 04 563111 | 2354528 88102 374% 10.Vasco Da Gama 2252595 2349458 188704 . 675%
M.ManchesterUtd 2120150 60013833 2194774 366% 11.Boca 4270920 6238051 379765 6,08%
12.Chelsea FC 950128 37244410 1335807 359% - 12.FCPorto 795836 2317093 140297 6,05%
13. Juventus 2692370 14465727 477639 3,3% 13. Zamalek 2089690 2769265 162488 587%
14. Liverpool 1633942 23555832 745213 316% 14.Club Atiético Nacional 2935683 3285627 190259 58%
15. Borussia Dortmund 1514 547 10948512 318725 291% 15.Legia Varsévia 619419 714278 124 576%
16. Arsenal 1226286 30013420 853397 284% 16.Corinthians 9204578 9762894 551295 565%
7. Besildas 4758599 5468561 155039 284% 17. Ferterbahce 8749394 9939473 553049 556%
18.ManchesterCity 398906 16256325 459764 283% 18.Lech Poznan 486 696 542063 29067 536%
19. Barcelona 2188224 77218354 2160788 2.8% 19. Fluminense 971089 1062788 53458 503%
20.Galatasaray 10386046 12748764 348956 274% 20. AlianzaLima 2508033 2805356 135056 496%
21.Lyon 788842 1668029 43337 26% 21.5porting Cristal 534951 621394 29703 478%
22. Paris Saint Germain 1903314 14026349 359090 256% 22.5antos 2094941 3035608 133669 44%
23.Marselha 1985910 3735765 88053 2.36% 23.Bayern Munique 2232099 22 697 866 991081 4.37%
24, Atlético Madrid 496652 8673940 189952 219% 24.5L Benfica 1329131 2583965 107841 417%
25.ASRoma 893248 3989896 85687 215% 25.Grémio 2185934 2339499 94567 404%
26.Inter deMildo 1033021 4310885 79400 184% 26.Flamengo 8821841 9316 944 367744 3.95%
27.Ajax 555847 1689444 31043 184% 27.Real Madrid 2336 650 75451862 2974507 3,94%
28, Celtic FC 37689 1201680 16860 14% 28.LA Galaxy 299327 1049727 39754 379%
29, Tottenfiam 439915 5651701 67297 19% 29.5chalke 04 563 111 2354528 83102 374%
30.Zenit 631497 879740 9137 . 104% 30.ManchesterUnited 2120150 60013833 2194774 366%
31.Napoles 996639 3143291 31012 097% ' Notas:T o o iaZ0 de Cutibro
32.SpartakMoscovo 515939 721656 7182 0.96% | Paginas c aT: 20% ou 30%, pel
33.ACMilan 1884900 23187778 208721 09% ! ol CEER YL T el com quea Taxah =

oscile atéfré: d i i | Dadaessa

[ NP Z683d8_docs QG5 —

Source - Jornal Sporting
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Appendix Il — National football league average attendances in Estadio José Alvaade

League average attendances in Estadio José Alvalade
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Appendix |11 — Printed communication of “O SPORTING E NOSSO!” slogan
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Source - Sporting CP Website
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Appendix IV = The “12° Jogador” member taking a photo with the team

Source - Sporting CP Website

Appendix V - Printed Communication of “TU ES A NOSSA FE” slogan

(%) TUES ANOSSAFE

E ] B T I 3k o= R

TR At S LT KXo XXX = e e R F = R X

Source - Sporting CP Website
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Appendix VI — Customized Email and SMS Marketing from Sporting Clube de Portugal

< Bl SPORTING

Bilhete Socio desde €5
ou Gamebox
Champions desde €84
com 21 jogos incluidos.
TU ES A NOSSA FE.

assistir ao SPORTING
vs BELENENSES deste
sabado as 20h15.
Bilhete desde €5 ou
Gamebox Champions
desde €84 com 19
jogos incluidos.

Ola Miguel,

Hoje, dia 1 de Julho, assinalamos o 108° Aniversario do Sporting Clube de Portugal.
E para mim € um enorme orgulho poder continuar a jogar neste grande Clube Centenario,
que faz do Sporting, um dos Grandes Clubes da Europa.

Desde o primeiro dia, que aprendi que o maior patriménio do Sporting sao os seus Socios,
como tu. E € por ti Miguel, que decidimos tornar este dia de Aniversario do Clube ainda mais
especial, mostrando-te em primeira mao os novos equipamentos que vamos usar esta época.

Contamos também contigo para vestires a nova camisola. A tua pele, a nossa forca!

Source — The Author

Appendix VII - “Socio num Minuto” Website with 2 associate ranking options

;ﬁ: SERSOCIO VANTAGENS DESCONTOS QUOTAS VOUCHER-OFERTA REGRESSAR HESITANTE? FAQ'S ‘SN y=K:Yo1ei (o))
=
=EY=

h 4

HESTA NA HORA

DE SERES SOCIO, COM QUOTAS ESPECIAIS
NUNCA FOI TAO ECONOMICO SERES SOCIO DO CLUBE DO TEU CORAGAO!

b a .
v —

OPGAO ECONOMICA OPGAO PREMIUM

CLICA AQUI PARA COMPARAR AS DUAS OPGOES >

TENS MENOS DE 18 ANOS? CLICA AQUI PARA PAGARES APENAS 3€

Source - Sécio num Minuto Website
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Appendix VII1 — Sporting CP answering a fan in the “Voz Leonina” Initiative

Sporting Clube de Portugal * ~»= &

Citagdo de: Gtony em Janeiro 15, 2015, 11:13 am

1) App MeuSporting

Estdo previstos desenvolvimentos futuros para esta aplicacdo? A aplicacdo é boa, bastante util (para bilhetes entdo é excelente @ @) mas
creio que tem margem para ser melhorada, e nomeadamente deixo algumas sugestdes:

- Disponibilizagdo dos videos dos Golos da Equipa B;

- Disponibilizagdo de estatisticas e calendarios 4 semelhanca das apresentadas para o futebol, para as restantes modalidades;

- Disponibilizacdo da programagdo e de conteudos da SportingTV;

- E por ultimo uma sugestdo inovadora. Integrar a Game Box no MeuSporting para quem assim o desejar. Neste caso convinha que a aplicagdo
funcionasse Off Line. Nem sempre ha rede/saldo para ligar a App, e por isso convinha que a App funcione Off Line.

0la, Gtony!

Por agora ainda ndo estdo previstos desenvolvimentos para a App, mas tal ird acontecer apés a implementacdo do novo site, na légica de
coeréncia e melhoramento de todas as plataformas que temos vindo a seguir. As tuas sugestdes serdo levadas em conta e certamente
irdo ajudar. Obrigado!

Source - ForumSCP Website

Appendix I X — Short description of the most popular and trending social networks

Facebook is a social networking website that allows registered users to
create profiles, upload photos and video, send messages, keep in touch
with friends, family and colleagues as well as to interact with companies
and organizations

Google Plus is a social networking website that enables you to connect
with other people who are interested in your passions. It lets you categorize
people by circles, allowing you to upload photos, video chat, share
thoughts, among other things.

Youtube is a video-sharing website where registered users can upload
and share videos with anyone as well as rate and comment other users’
videos. Several companies and organizations also use YouTube to
promote their business.

LinkedIn is a social networking site designed specifically for the business

community. The goal of the site is to allow registered members to establish
and document networks of people they know and trust professionally.



Sporting Clube De Portugal, A Social Media Benchmark In The Football Clubs” Sector

Twitter is an online social networking tool in which users post 140
character updates of what is going on in their lives along with links to things
they think are interesting, funny or useful to their followers.

Instagram is an online mobile photo-sharing, video-sharing and social
networking service that enables its users to take pictures and videos, and
share them on a variety of social networking platforms such as Facebook
or Twitter. A distinctive feature is that it confines photos to a squared
shape similar to Polaroid images.

Snapchat is a mobile app which you con then use to “chat™ with fiends
through photos, videos and captions. One of the most unique things about
Snapchat is the “self-destructing” feature for photos a few seconds ofter
photos have been viewed.

Vine is a video-sharing app that is designed in a way for users to film shor,
separate instances so they can be linked together for a total of six
seconds. Each short video plays in a continuous loop and is viewable
directly in Twitter's timeline or embedded into a web page.

Periscope is a ‘live video streaming platform”, which allows its users to
fransmit a live recording of themselves to their Periscope and Twitter
followers. It lets whoever's watching to comment and ask questions.

Pinterest is like a virtual bulletin or cork board that allows users to find and
curate images and videos. Unlike other photo sharing sites, the emphasis
here is on the discovery and curation of other people’s content and not
storing your own.

Tumblr is a free social networking website that allows registered users to
post multimedia content like text, images, videos, links and audio files to

their own customizable blogs.

fad (2] €3 5 €

Source - The Author
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Appendix X — Social Networks’ Statistics of Portuguese League Clubs

Clubs (1) Likes (2) Local Fans (3) Local Fans Ratio (4)

Benfica 2991 704 1421861

47,53%

Facebook

Weekly Fan Growth (5) Posts 7 day period ) Fan Engagement (7)

FC Porto 3150 781 824 380

26,16%

250 055

Sporting 1855 631 727 731

39,22%

149191

Sp. Braga 139 166 68 695

49,36%

187592

V. Guimaraes 99 229 63 615

64,11%

8789

Belenenses 82 855 61 900

74,71%

5773

Naclonal 34870 7379

21,16%

12987

P. Ferrelra 58 875 36 360

61,76%

616

Maritimo 91744 28 249

30,79%

5129

Rio Ave 43054 27504

63,88%

5435

Morelrense 7116 5178

72,77%

3624

Estorll 17 705 12437

70,25%

394

Boavista 98 992 70494

71,21%

807

V. Setubal 46 494 34 859

74,98%

6 085

Académica 135463 110511

81,58%

Arouca 10 825 8315

76,81%

Tondela 24518 19 850

80,96%

U. Madelra 9212 6793

73,74%

Total 9 8898 234 3536111
Average (10) 39,74%

60,05%

37325
12442

(1) - 2015/2016 Portuguese league clubs

(2) - Retrieved from Facebook on August 20

(3) - Retrieved from SocialBakers on August 20

(4) - LF Ratio = Local Fans / Likes

(5) - New Facebook fans from 14/08 to 20/08 ( SocialBakers)

(6) - Number of Facebook posts from 14/08 to 20/08
(7) - "People talking about this" on August 20 (Facebook)

(8) - Fan Engagement Rate =F.E./ Likes

Fan Engagement Rate ()
8,36%
4,74%

S %

6,32%
5,82%

S e

1,77%
8,71%
5,92%
8,42%
5,54%
4,56%
6,15%
4,00%
2,69%

8,38%

(9) - The Weekly Fan Growth Total only considers Benfica. FC Porto and Sporting

(10) - The Weekly Fan Growth Average only considers Benfica. FC Porto and Sporting

Source - The Author
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Twitter
Clubs (1) Followers (11) Tweets (12) Weekly Fan Growth (13) Tweets 7 day period (12) Fan Engagement (15) Page Engagement Rate (16) Fan Engagement Rate (17)
Benfica 0,69%
FC Porto 0,75%

Sporting 1,84%
Sp. Braga 0,22%
V. Guimaraes y 0,41%
Belenenses L71%
Nacional 0,10%
P. Ferreira 0,06%

Maritimo 482%

Rio Ave 0,10%
Moreirense 0,00%
Estoril
Boavista 0 0,00%
V. Setsbal 0,16%
Académica 1,11%
Arouca 0,30%
Tondela | 1,43%
U. Madeira

Total (9) 1415 849

Average (10)

(9) - The Weekly Fan Growth Total only considers Benfica. FC Porto and Sporting (14) - Number of Tweets from 14/08 to 20/08

(10) - The Weekly Fan Growth Average only considers Benfica. FC Porto and Sporting (15) - Fan Engagement = ( Favorites + Retweets + Replies) from 14/08 to 20/08
(11) - Retrieved from Twitter on August 20 (16) - Page Engagement Rate = F.E. / Number of Tweets from 14/08 to 20/08
(12) - Retrieved from Twitter on August 20 (17) - Fan Engagement Rate = F.E. / Number of Followers

(13) - New Twitter Followers from 14/08 to 20/08

Source - The Author
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Instagram
Clubs (1) Followers (18) Media (19)  Weekly Fan Growth (20) Media 7 day perlod (21) Fan Engagement (22) Page Engagement Rate (23) Fan Engagement Rate (24)
Benfica 128577 10,96% |
FC Porto 355553
Sporting 76 561
Sp. Braga 4377
V. Guimaraes 637
Belenenses 1394
Nacional 589
P. Ferrelra

Maritimo
Rio Ave
Morelrense
Estoril
Boavista
V. Setubal
Académica

Arouca

Tondela
U. Maderra

Total

Average (10)

(9) - The Weekly Fan Growth Total only considers Benfica. FC Porto and Sporting (21) - Number of Instagram posts from 14/08 to 20/08

(10) - The Weekly Fan Growth Average only considers Benfica. FC Porto and Sporting (22) - Fan Engagement = ( Likes + Comments ) from 14/08 to 20/08

(18) - Retrieved from Instagram on August 20 (23) - Page Engagement Rate = F.E. / Number of Posts from 14/08 to 20/08
(19) - Retrieved from Instagram on August 20 (24) - Fan Engagement Rate = F.E. / Number of Followers

(20) - New Instagram Followers from 14/08 to 20/08
Source - The Author
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Clubs (1)
Benfica
FC Porto
Sporting
Sp. Braga
V. Guimaraes
Belenenses
Naclonal
P. Ferrelra

Maritimo
Rio Ave
Morelrense
Estorll
Boavista
V. Setubal
Académica

Arouca

Tondela
U. Madelra

Total (9)
Average (10)

(9) - The Weekly Fan Growth Total only considers Benfica. FC Porto and Sporting

(10) - The Weekly Fan Growth Average only considers Benfica, FC Porto and Sporting

Subscribers (25)

Videos (26)

Total Views (27)

Youtube
Weekly Fan Growth (28)

New videos 7 day perlod (29)  Channel Video Views 7 day perlod (30)

58 257 1788 7396 218 159 38 380
47713 1948 15611185 166 55 089
4022947 14 375
988 723 8616
1530 796 4480

24051 NA
1368811 3649

610

1275116

312 209

85

18 647

NA

455

169 894

NA

903

199 825

NA

241

97 821

NA

755

244 284

NA

112

11972

NA

867

626 331

NA

192

65 214

NA

139759

(25) - Retrieved from Youtube on August 20

(26) - Retrieved from Youtube on August 20

425
142

(27) - Retrieved from Youtube on August 20
(28) - New Youtube Subscribers from 14/08 to 20/08

(29) - Number of new Youtube videos from 14/08 to 20/08
(30) - Channel video views from 14/08 to 20/08

Source - The Author
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FC Porto 4003 030
Benfica 3704028
Sporting 2 284 606
Sp. Braga 220958
Académica 139 364
V. Guimardes 107 800
Boavista 103 955
Belenenses 87 248
Maritimo 92376
P. Ferreira 63117
Rio Ave 47 730
V. Setdbal 47 348
Nacional 39326
Tondela 28759
Estoril 18 160
Arouca 13119
Moreirense 10 648
U. Madeira 9404
Total 11 020 976

Source - The Author
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Appendix XI — Example of aManchester United Facebook App

@Q Manchester United

Win a season ticket. Witness a new @

competition here: hitp://bit.ly/1cv

WINA

SEASON TICKET.
WITNESS A
NEW ERA.

Answer a simple question ¢
by midnight August 15
for your chance to win.

How many times have United won the first division league title? *

First Name *

£ : 3 Manchester United Season Ticket 2013/2014 ~

Manchester United

Surname *

Emad Address *

Contact number *

Do you want 1o be added 10 the Season Ticket Priority List? *

Source - Manchester United Facebook

Appendix XI1 — Example of Borussia Dortmund’s answer and Retweets on Twitter

dnysha
@BVB hi my name is dnysha and I'm your big fan you guys rock and | love
ashley purdy because he is hot

BVB Borussia Dortmund X '

@d62496811 That's very nice. However,
we're not the band you're looking for. In
fact, we are not even a band. We're a
football (soccer) club

3820  2.051 RS Y Tatt e

N Laura Reynolds
- Hofmann makes a beautiful save on the line. Beautiful play between
Shinji and Miki. Beautiful finish by Ramos. Beautiful beautiful beautiful

Evonik

N Freitag und Samstag - Lesungen zu
"#ManMussEinSpielauchLesenKonnen" Infos & Termine auf Facebook
@BVB @Aufbau_Verlag facebook.com/Evonik

(@)

Marcel Schmelzer

E 7,6 und 3 Jahre haben wir gemeinsam gekampft, gemeinsam Titel
gewonnen und auch gemeinsam schlechte..
instagram.com/p/7KuBe0OQFo/

Source - Borussia Dortmund Twitter
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Appendix XI11 — Example of several Bayern Munich Instagram posts

fcbayern

@ 83 047 gostos

fcbayern #FCBayern fans getting a shower during the
#DFBCup match against FC Nottingen. #MiaSanMia

K9 fcbayern  sem

L

LINE-UP | BUNDESLIGA

FC BAYERN MUNCHEN
1 NEUER
5 BENATIA
9 LEWANDOWSKI
10 ROBBEN
11 COSTA

14 ALONSO
17 BOATENG
21 LAHM
23 VIDAL
25 MULLER
27 ALABA

O Q r

@ 83 344 gostos

o000

fcbayern Line-up #FCBayern for #FCBHSV. #packmas
#MiaSanMia #Bundesliga

O Q :
® 95 096 gostos

fcbayern Football ¢ Popcorn ¢/ Anticipation ¢/ We
can't wait for #FCBHSV to kick off! What about you?

ey
1@} fcbayern sem

O Q r

® 124 200 gostos

ooo0

fcbayern Happy Birthday, @_rl9 (27)! #HappyBirthday
#MiaSanMia

Source - Bayern Munich Instagram
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Appendix XIV — Manchester City 360° Tunnel Cam

Source - Manchester City YouTube Channel
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Appendix XV — The evolution of Sporting’s Facebook from 2009 to 2011

2009

Sporting Clube de Portugal

Derlei ndo aceitou proposta de novo contrato Sporting Clube de Portugal

www.sporting.pt Acordo de principio com o Villareal por Matias Fernandez
I O Sporting informou a CMVM que ja existe acordo de principio entre o
sk Clube e o Villareal, tendo em vista a transferéncia de Matias Fernandez
Like - Comment - Share .
www.sporting.pt
9 Bruno Soeiro likes this o

Like - Comment - Share

9 36 people like this

Sporting Clube de Portugal

*O Facebook do Sporting quer atingir rapidamente 0s 100,000 fas!
Queremos reunir 0s melhores SOCIos & Adeptos do Mundo na Nossa Sporting Clube de Portugal
pagina oficial. Convida 4 todos 0s teus amigos Sportinguistas a fazerem

parte da nossa Familia no Facebook SEM TI NAO HA CAMPEGES. TU

£S O SPORTING *

A nossa equipa de Andebol prepara-se para o jogo de hoje contra o
Aguas Santas. Precisamos do vosso apoio para voltar a lideranga do
campeonato! JUNTA-TE AOS CAMPEOES. TU ES O SPORTING.

Mariana Pereira and 562 omers like this Lihs omment Shars

Cliudia Gaivoto, Jéssica Marques and 230

2011

E Sporting Clube de Portugal

No dla 1 de Junho, Dia Mundial Ga Crianga, as vistas 20 Estadio José
Alvalade e 30 Museu Mundo Sporting ser3o gratuttas para todos os
S6ci0s & Adeptos Sub-171 APROVEITA JA ESTA OPORTUNIDADE! TU

£S 0 SPORTING! E Sporting Clube de Portugal

No préximo Sabado, dia 13 de Julho, as 20h15, vamos ter o Sporting vs
Olhanense, 0 1° Jogo da Liga Nacional. VEM APOIAR A TUA EQUIPAI O
SPORTING ESTA DE VOLTA!

VS OLHANENSE

AL SABADO, 13 AGOSTO AS 20H15

»SO6CI0 oeso €10
» ADEPTO oesoe €20

o bhe s

b Like @ Comment 4 Share

Helder Alexandre Rodrigues and 250 others like this

Source — Retrieved from Sporting CP Facebook and adapted by the author
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Appendix XVI — The inexistence of a consistent design in Sporting CP’s Facebook

Qual € o teu palpite?

Alvalade espera por ti!
http://bit.ly/scpbilhetes... See More

SPORTING 'S BEIRA-MAR

ESTAMOS SEMPRE CONVOSCO!

e Like @ Comment # Share

1,477 people like this.

11 jogos, 11 vitdrias, 63 golos marcados e apenas 4 sofridos!

Pedro Cary vai estar online, hoje, as 16h00 para te contar tudo sobre a
fantastica época da nossa equipa de futsal e falar do grande jogo contra
0 Benfica!

_ \ '},'_
RESPONDE ASTUAS ™
PERGONTA !

3 »
\‘4'\'I\VmEEDDK EDWSijNGCLUBEPDRYLIEA

w Like Comment # Share

517 people like this

Source — Retrieved from Sporting CP Facebook and adapted by the author

Appendix XVII — The use of real-time marketing by Sporting Clube de Portugal

Unlike | Comment

§ Sporting Clube de Portugal
Mas ha duvidas? E branco e dourado.
#TheDress #whiteandgold #SportingCP

Unlike - Comment - Share - February 27 - Edited

Y You, Sofia Oliveira, Filipe Saude, Carolina Castafio Simdes

and 15,161 others like this.
&> 894 shares

m: Timeline Photos
Shared with: @ Public

Open Photo Viewer
Download
Embed Post

Most Relevant ~

Report Photo

Source - Sporting CP Facebook
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all SCP = 19:06 00% M 6 W
{ MENSAGENS JORGE JESUS CONTACTO

LEAO, SE JOGARMOS COM 0 TEU APOIO ESTAREMOS
MAIS PERTO DE AVANGAR NA LIGA DOS CAMPEOES.
CONTO CONTIGO EM ALVALADE?

0| PODE CONTAR COMIGO, MISTER. /EUVOULAESTAR:

UBBBBBIBBBUUM
0000Da0000000K]
poooooooooonnnG

Sporting Clube de Portugal From: Sporting Clube de
Esta € a SMS enviada pelo Mister Jorge Jesus. Vais responder ao seu apelo? Portugal's Photos in Timeline

Photos

Com bilhetes desde 15€, & s0 carregar em ‘enviar” http/bitly/1g20qo4 #EuVoulLaEstar Shared with: @ Public

Unlike - Comment - Share - August 16

Open Photo Viewer
Y You, Miguel Pinto Fraga, Diogo Bernardo, Francisco Guerreiro  Most Relevant ~
and 9,371 others like this.

&> 872 shares

Download
Embed Post

Source - Sporting CP Facebook
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Appendix XVII1 — The use of fans jargon in Sporting CP’s Facebook posts

#SIR
WILLIAM
ISBACK

/ \\

TLAM CARVALH
'O REGRESSO DO REJ

Unlike = Comment

= Sporting Clube de Portugal Timeline Photos

William Carvalho esta de volta e pronto a ser uma auténtica barreira no meio-campo @ Public
‘leonino’l #YouShallNotPass #OurPrecious #SirWilliamlsBack

ke - Comment - Share Open Photo Viewer

= Download

Y You, Miguel Pinto Fraga, Diogo Bernardo, Carolina Castaino Most Relevant ~

Simdes and 7,429 others like this. Embed Post
& 557 shares Report Photo

a’: Carminho Cordovil TOP!l
s Like - Reply

N Jorge Almeida A comunicacéo do Sporting esta cada vés melhor!
Like - Reply - 575

Sporting Clube de Portugal @ Obrigado, Jorge! Os teus
comentarios também estdo bastante bons (&) SL
Unlike - Reply - ¢% 112

< View more replies
A Ultima Barreira Chamaram-nos? (2
Like - Reply - ¢ 61

Sporting Clube de Portugal @ Ainda n#o, que a nossa A Ultima
Barreira & Rui Patricio! (&) SL

Like - Reply - ¢ 206

Source - Sporting CP Facebook
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Appendix X1 X — The interaction of Sporting’s Twitter with other brands, clubs and users

Gongalo Ribeirinho @ PequenoAfluente - 3 h
Digam me la: Qual a melhor marca no #Twitter em #Portugal?

Joao Almeida Ribeiro ‘i djibaila - 3 h
. Essa é facil, @PequenoAfluente! O @Sporting_CP!

Gongalo Ribeirinho @ PequenoAfluente - 3 h
»djibaila @Sporting_CP hmmm tirando as escolhas "clubisticas"?!

Joao Almeida Ribeiro @ djibaila - 3 h
' »PequenoAfluente curto da cena da @TelepizzaPt e @SumolOriginal ;)

Sumol @SumolOriginal - 2 h
pdjibaila 'ssup? Como para o baile? @PequenoAfluente @TelepizzaPt

Gongalo Ribeirinho @ PequenoAfluente - 2 h
\ pdjibaila Pelos vistos o programa é ver o @Sporting_CP a comer uma
S8 @TelepizzaPt e a beber um @SumolOriginal...

scr  Sporting CP @Sporting CP -2 h
»PequenoAfluente @djibaila @TelepizzaPt @SumolOriginal Achamos que
somos nés: ndo temos segredos e ja fizemos historia... 1) SL

André Pereira () AndredPereira - 6 de set
) @Sporting_CP,estdo a contratar?
) Resultado: Colocado
Instituicdo:[1518] Instituto Superior Técnico
Curso:[9458] Engenharia Fisica Tecnologica

1 2

scrp  Sporting CP @Sporting CP - 6 de set
@Andred4Pereira parabéns, Andrél

03:58 - 6 de set de 2015 - Detalhes

Ocultar conversa

Responder a @Sporting_CP @Andre4Pereira

. André Pereira () AndredPereira - 6 de set
g8 @Sporting_CP Muito obrigado! As redes sociais do Sporting sempre em cima
dos acontecimentos

1

Source - Sporting CP Twitter
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ASMONACO @AS_Monsco - 16h
@ Siseulement le 4e arbitre avait mis ses lunettes de notre partenairs
#AlginAffielou...

8.2 mil 2.4 mil

i ok o
@AS_Monaco
| KNOW THAT FEEL BRO

RETWEETS CURTIRAM —_— P
592 230 faliEDAARE

13:14 - 20 de ago de 2015

[ Vitoria FC 20h
it @vitoriaVFC
GOOO0O00000O0O0O0OO0OO0OOOO0OOOO0OO0OOOO0OOO0O0LO

Sporting CP W Follow
@Sporting_CP —
@vitoriaVFC que golaco, Vitorial #weetleonino
8:23 PM - 24 Aug 2015

4« 13340 K38

Pl bernardo “bemardopgs - 2 h
/ "Jorge Jesus acusa o0 SPORTING de ndo encarar a Taca da Liga com

seriedade." LOL

Rodrigo Lux retweetou

Sporting CP Sporting CP - 5 min

@bernardopgs tentamos que todos os Sportinguistas discutam os assuntos do
Clube dentro do Clube, mas ndo é facil! :)

s s REANRLECER

21:54 - 20 de jan de 2015 - Detalhes

Ocultar conversa

L X

Source - Sporting CP Twitter
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Appendix XX — Sporting’s Instagram contest to increase the interaction with followers

‘,o % sportingclubede...
PASSATE M PU 4,276 curtidas

y 4 sportingclubedeportugal Queres ganhar -

dois bilhetes para o Sporting X Pacos de
Ferreira? Marca nos comentarios o teu
melhor amigo e explica-nos por que a
vossa amizade 'leonina’ merece ser

recompensada. #EuVoulaEstar

PAR | |HAR s
debora_fino Pois era mesmo
@cassandrantome
' felipeguedesdasilva @sebastiaofalcaco
- danny_dp7 @ailton_cardoso_judo_por
slb morro matou fassou tudo por ele elle
sCp O e minha metade commo se fosse un
/
R * e
w N _.dcp._ O meu amigo é o meu pai. Deve
_— parecer que eu nao tenho amigos mas
22'AGOSTO | 18H30 para o Sporting eu € 0 meu pai SOmMos 0s

irmao pra min e temos 0 mesmo gosto e
ser SPORTINGUISTAS
melhores amigos. Ele € sécio também. v

Source - Sporting CP Instagram

Appendix XXI — Sporting CP’s Instagram post with the squad list

: S sportingclubede... SEGUINDO
FC PORTO X SPORTING / LIGA NOS @ -

CONVOCADOS , :
SQUAD 19H15 / 1DE MARCO / ESTADIO DO DRAGAD

2,423 curtidas

HUI PATRiCIU ADRIEN ; : sportingclubedeportugal Marco Silva

convocou 20 jogadores para o classico

MARCELO BOECK  JOAD MARIO como o FC Porto! #TuVaisVencer
MIGUEL LUPES CARB,“'I'U teresaweller If you don't want Ryan
P. ULIVElnA MANE anymore, can we have him back at

Tannadice please

NABY SARR NAN' @sportingclubedeportugal

luz.pedro Penso que serdo André

JUNATHAN S".VA CAPEL Martin§ e Capel a sererﬁ pretgrldos.
CEDRIC JUNYA TANAKA rendec2s oo o 0
TUBIAS M[]NTERU ; S::I:jdebarros ateresaweller we sure
WILI_IAM SLIMAN| ‘ want him. but he's young. he will

ROSELL

certainly become a star at
ANDRE MARTINS

@sportingclubedeportugal ;)

miguelmottaa Ent e o ryan

andremarques2 Queremos o jefferson !!!

(3 /SPORTINGCLUBEPORTUGAL N /SPORTINGCP (B3] /SPORTINGCLUBEPORTUGAL

Source - orting CP Instagram
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Appendix XXI1 —Onda Verde’s Pinterest World Map and Tumblr account

~© Onda Verde Sporting pelo Mundo Deixar de seguir dlbum | | 4

T — TR

v S A GERMA%
— Q CZECH REFUBLIC UKRAINE
FRANCE
. d H Q swirzery &J\/’E\T\N VA MOLoQVA e
; 4 P A crOATIA™ { ROMANIA ’ “

SERBIA
(ZBEKI S'\gl/xvn'cvzsmu
PORTUG ‘A'N ;

KAZAKHSTAN
MONGOLIA

{ X BULGARIA
ITALY
! O 7

‘ Q : Q IURKMENIST\AN irZAJxls’fEfJ

=) TUNISTA / \ AFGHANISTAN. |~
%

-
q 4
\ > %
PALNE. *

St ALGERIA LIBYA g \ BHUTAN

WESTERN
ISAHARA

BANGLADESH
: INDIA \ ba
O . MAURITANIA! \
- MALI NIGER g -\\
@xEyaen SENEGAL ERITREA f
GAMBIA SUDAN /‘—-VIE,TNAM

BURKINA FASO

BENIN Y
¢of NIGERIA

*  DpJsouT

- 3 GUINEA

INEZUELA ’ IVORY COASTH{

GUYANATL
A SVNAWE
| a aes.pa = ~

ETHIOPIA
SOUTH SUDAN ”

CENTRAL
AFRICAN

.AMEROON REPUBLIC

SOMALIA

K nwm;v.ul.c.n.m'--[!““‘ \

\ lions rock Manaus Amazonas s Bumthang Bumthang Bhaktapur Cuba, Havana Samarqand / Samarkand /...
N

« I

Source - Sporting CP Pinterest
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TUNMBLE UKIGIAL TS [Seuirondaverde tumblr.

3
# uWG

ENVIA AS TUAS FOTOS, VIDEOS E TEXTOS PARA:
~__ ONDAVERDE@SPORTING.PT

Inés Barradas (via e-mai

+ondaverde

Dan, Natal (via Instagram

sondaverde

ta, Lega Varsovia

NG, Polénia (via e-mail)

+ondaverde

Berui, passagem de ano (via

nstagram}

Source - Sporting CP Tumblr
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2. Pedagogical Note

2.1. Case Study Target

This case study isintended for:

Bachelor or Masters students attending courses related to Marketing, Digital
Marketing, Sports Marketing, Communication, Brand Management who may aim

to acquire further knowledge in key issues such as social media strategy;

Marketing professionals working in the sports clubs sector or in social media
management who may useit in order to have a more focused approach in their own
organization, using this as a reference.

2.2. Pedagogical Objectives
This case study was devel oped with the following pedagogical objectives:

To clarify the concept of Sports Marketing and its particularity in relation to
Marketing in generdl;

To provide readers an explanation of what are social networks, its different
characteristics and how they are established in the Portuguese society and football;

To demonstrate the evolution of afan-centric online marketing strategy by afootball
club and how its improvements in the several social networks led the club to a high

interaction with followers;

To recognize the importance of adapting content and communication to the

respective targets in the different social networks,

To encourage readers the use of analytical skills and creativity in the devel opment

of asocial media strategy.
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2.3. Literature Review
2.3.1. Introduction

In an academic research project like this, we are asked to develop aliterature review that
not only will help the writer but also the reader to understand better the concepts that lie

behind the research problem.

Therefore, in this chapter it will be covered the most important topics to analyse the
subject of this study. As aresult, this literature review will focus on 3 main topics:

Sports Marketing and the relationship with sports fans;
Internet, Social Media and Social Networks,

The presence of sports clubs on the Internet.

2.3.2. SportsMarketing and therelationship with sportsfans
2.3.2.1. What isMarketing?

Before centring the topic on Sports Marketing itself, it is very important that we
understand the big picture first. Therefore, a definition of Marketing is needed to
comprehend why this topic has some much impact on today’s management world.

According to Kotler and Armstrong (2012, p.25), Marketing is “the process by which
companies create value for customers and build strong customer relationships in order to
capture value from customers in return”. Consequently, Marketing nowadays is no longer
only about sales but about satisfying consumer needs, creating products that provide
superior customer value, at the right price and place with an effective promotion

2.3.2.2. Definition of Sports Marketing

Focusing now the subject on Sports Marketing and relating it to the definition of
Marketing stated above, it is possible to see that although it suits most companies doing
business out there, it isn’t differentiating sports from other products or services. As
companies are nowadays “increasingly using sports as promotional vehicle” (Gray &
McEvoy, 2005, p.229), using a general Marketing approach is failing to capture the
essence of sport. “Buying a ticket to watch a game or paying a subscription to a sports

internet website is not the same as marketing industrial components or boxes of washing
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powder” (Beech & Chadwick, 2007, p.4). Therefore, Sports Marketing includes al
activities that are designed to meet the needs and wants of sport consumers through
exchange processes. If its main element is “the marketing of sports products and services
directly to consumers of sport”, on the other hand “the marketing of other consumer and
industrial products or services through the use of sport promotions” must not be forgotten
(Mullin, Hardy, & Sutton, 2007, p.11).

2.3.2.3. Characteristicsof SportsMarketing

Aswe have seen, there are many disparities between Sports Marketing and other types of
marketing in general. The major difference that really distinguishes sports from other
products or services is the uncertainty of outcome as, according to Dobson and Goddard
(2001), thisisthe most fundamental appeal of sports. People watch afootball match or a
tennis game because nobody knows in advance what is going to happen creating a huge
sense of excitement and expectation. If we took this tension and drama away from it,

people would start to lose interest.

Beech and Chadwick (2007) state that sport organizations performance on the pitch as
well as sport consumers have a significant influence in the success of the club’s marketing
strategy, therefore indicating that sport is product led. In fact, the presence of other
customers is a crucial part of the product and it plays a vital role in the whole consumer’s
experience. An experiencethat can be further enhanced if the consumer watchesthe game

together with friends, family or other fans.

Another big difference between sport marketing and the marketing of normal productsis
the fact that it is quite common that sport fans are unlikely to purchase products from a
rival club (company). A standard that usually does not apply to most products as

consumers desire competition in order to make the most adequate choice.

Finally, the need of competition, the fact that the Marketing directors cannot change the
main product rules and the spontaneity of the players’ performance are also other
specificities of sports marketing (Dionisio, Rodrigues, Lindon, Lendrevie, & Lévi, 2015).
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2.3.2.4. Sportsfansloyalty and itsimportance

As it is possible to conclude from the previous chapter, fans have a totally different
relationship when it comes to sports clubs. Normally, it is much easier to establish along
lasting relationship with a football club, for example, than with a normal brand. In the
opinion of James (2001, p.233) “preferences for and commitment to sport teams can start
developing at the age of 5”. According to Harris and Ogbonna (2008), the main four
elements of a club maintaining a successful relationship with football fans are: intimacy,
mutuality, trust and commitment. However, in the opinion of the authors, although most
fans feel they have arelationship with the club, in almost every case thereis alack of at
least one of the four elements. This may be a good indicator of why some football fans

are more passionate than others regarding their club.

In fact, Shank (2005) believes that fans can be divided into three different groups. the
ones with low identification, medium identification and high identification. The first
group, also called aficionados-fans, are very committed to the sport and to one team in
particular often recruiting new supporters to the team. The second group, also called fair-
weather fans, can even change teams depending on the club’s results although enjoying
football as much as the first group. Their main motivation is seeing good results and
therefore only identify themselves with a team for a short period of time. It is very
important for the club to be able to convert this kind of supporters into aficionados-fans
asthey are only lacking commitment in their relationship with the team. Finally, the last
group aso called theatre goers, attends sport because of the benefits they can gain for
themselves feeling more passion for the external elements of amatch and not so much for
the team itself.

If there are several different kinds of fans, they are also motivated by different factors.
Research by Shank (2005) state that 8 different factors influence fans:

Self-Esteem Enhancement — Fansfeel better when their team of choiceiswinning;

Diversion from everyday life — Fans watch games as a reason to distract
themselves from normal routine, being a way of putting aside their personal

problems;

Entertainment Value — Football matches provide drama and entertainment and it

isaway of focusing on something elseg;
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Eustress — Football generates a positive level of arousal which leads supporters to

attend more matches;

Economic Value— A diminutive number of fans sees football as away to increase

financials by gambling on sports events;

Aesthetic Value — Some fans are motivated by the beauty in the athletic

performance seeing it as an-form;

Need for Affiliation — Watching a game together with friends or family increases
the perceived quality of the game as fans are truly motivated by being part of
something;

Family Ties — Football can be seen as a way to get the family together and spend

quality time with each other.

Asit was stated earlier, football fans show a remarkable brand loyalty, keeping the love
for their club despite the fact that other football clubs might be more successful. A
positive affected bond in the point of view of Foster and Hyatt (2007).

With such importance for football clubs, fans are considered as the club’s main asset,
contributing directly for ticket sales, associate fees, sales of merchandising and being tied
indirectly to others such as sponsorships or the TV market pool (Van Leeuwen, Quick, &
Daniel, 2002). Nevertheless, football clubs cannot solely rely on the loyalty of fans in
order to maintain its relationship. As we have seen before, fans can change the level of
identification with club and it can be connected with factors such as the poor sports
results, the trading of players or the increase in ticket prices.

With so many different kinds of supporters and motivations, football clubs must be aware
of fan behaviour changes and try to develop targeted marketing strategies to satisfy the
needs of different groups (Parker & Stuart, 1997). To achieve that, clubs must address
specific actions to fulfil different fan motivations. It is quite common nowadays to see
promotional activies before and during the match break to satisfy those who seek
entertainment for example or family and group tickets in order to attract those who are
motivated by the need for affiliation.
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2.3.3. Internet, Social Media and Social Networks
2.3.3.1. Theevolution of Internet

“The emergence of the Internet in the 1990’s has had tremendous global effects on every
sphere of the human existence” (Enonbun, 2010, p.18). With the turn of the century, we
switched from Web 1.0, where internet users had a more passive approach and
communication was made in one direction, to Web 2.0, where communication is done
both ways, alowing internet users to have a more active approach by having the
possibility to interact with others (Constantinides & Fountain, 2008).

Figure 18 - Web 1.0 vs. Web 2.0

AN
—
”/o‘l\affoﬂ\o

WEB 1.0 WEB 2.0

Source - Emplo.com

2.3.3.2. What isWeb 2.0?

According to theinventor of the Web 2.0 concept, Tim O’Reilly: “Web 2.0 is the network
as platform, spanning all connected devices, Web 2.0 applications are those that make the
most of the intrinsic advantages of that platform: delivering software as a continually-
updated servicethat gets better the more people use it, consuming and remixing datafrom
multiple sources, including individual users, while providing their own data and services
inaform that allows remixing by others, creating network effects through an architecture
of participation, and going beyond the page metaphor of Web 1.0 to deliver rich user
experiences”. (O'Reilly, 2005, para.1).

Therefore we can understand that “Web 2.0 refers to a perceived second generation of

Web development and design that facilitates communications and secures information
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sharing, interoperability and collaboration on the World Wide Web” (Enonbun, 2010,
p.20).

Having this in mind, by creating a technological infrastructure that supports the social
phenomenon of consumer-generated content and collective media, the world was able to
watch a “a shift in locus of activity from the desktop to the web, a shift in locus of value
production from the firm to the consumer, and a shift in the locus of power away from

the firm to the consumer” (Berthon, Pitt, Plangger, & Shapiro, 2012, p.4).

2.3.3.3. Web 2.0tools

There are plenty of tools available on the Web 2.0 that ease and promote communication
and collaboration. These tools are very interactive and encourage user’s involvement and

participation. Some of these tools are:

Wikis: a collection of Web pages designed to enable anyone with access to
contribute or modify content, using asimplified mark-up language and is often used
to create collaborative Websites,

Blogs: a “personal webpage, kept by the author in reverse chronological diary form”
with regular commentary entries, event descriptions or other material such as

graphics or video. (Wagner, 2003, p.131);

Podcasts: a“digital mediafile, usually digital audio or video that isfreely available
for download from the Internet using software that can handle RSS feeds”
(Enonbun, 2010, p.20);

Social Networks: a “social structure made up of a set of socia actors (such as
individuals or organizations) and a set of the dyadic ties between these actors. The
socia network perspective provides a set of methods for analysing the structure of
whole social entitiesaswell asavariety of theories explaining the patterns observed

in these structures” (Wasserman & Faust, 1994, p.1);

Virtual Worlds: a “computer simulated environment” (Bartle, 2003, p.2) that

allows users to interact with each other without any geographical restrictions.
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2.3.3.4. Theexponential growth of Social Media

Before focusing the subject on the new platforms that have arisen with the growth of
socia mediain the internet context, it isimportant to define what this concept is.

We can define Social Media as “a group of Internet-based applications that build on the
ideological and technological foundations of Web 2.0 and that allow the creation of user-
generated content” (Kaplan & Haenlein, 2010, p.61). According to Kietzmann and
Hermkens (2011), by breeding these highly interactive platforms on the Web, individuals
and communities and wel comed to share, co-create, discusstheir thoughts, ideas, feelings,
transforming broadcast media monologues into social media dialogues (Berthon, Pitt,
Plangger, & Shapiro, 2012).

Besides the Web 2.0 tools mentioned before, the exponential growth of social media

brought with it some new platforms like:

Picture-sharing websites. users are invited to store and share their photos (e.g.
Y ahoo Flickr, Google Picasa, Photobucket, among others);

Video-sharing websites. users are invited to upload and share their videos (e.g.

YouTube, Vimeo, Dailymotion, Metacafe, among others);

Micro-blogs. social networking websites that alow users to send and read very
short messages, with a limited number of characters (e.g. Twitter, Tumblr, among

others).

With more and more peopl e using the Internet nowadays and spending moretimein social
media platforms, sharing information and connecting with others, customer rel ationships,
marketing and business are changing rapidly. Companies are taking advantage of that by
exploring Word-of-Mouth Marketing, listening to the complaints and advices of their
(potential) customers as well as engaging with them allowing brands and products to go
viral (Jenkins, 2009).
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2.3.3.5. Social Networks, itsdifferent types and adjacent opportunities

In 1994, Stanley Wasserman and Katherine Faust defined social networks as a social
structure made up of a set of social actors (such as individuals or organizations) and a set
of dyadic ties between these actors. The social network perspective provides a set of
methods for analysing the structure of whole social entitiesaswell asavariety of theories

explaining the patterns observed in these structures. (Wasserman & Faust, 1994).

However, with the growth of Internet and social network websites, this definition was
adapted to the online context. Therefore, in 2009, Jose Gomez-Arias and Larisa Genin
defined social networks as “web-based services that allow individuals to construct a
profile (public or private) within a bounded system, articulate a list of other users with
whom they share aconnection and view their list of connections and those made by others
with the system” (Gomez-Arias & Genin, 2009, p.79).

Nowadays, with the boom of Social Network websites, people have a lot of options to
choose from when the time comes to register in one of them. Asall these socia networks
don’t focus on the same targets and contents, is possible to list them in seven different
categories (White, 2011):

Social Connections: allow people to keep in touch with friends and family, being

Facebook, Twitter, Google + and Myspace the most popular ones;

Multimedia Sharing: platforms where people are welcome to share video and

photography content online, being Y ouTube, Instagram the most visited ones;

Professional: the goal here is to provide opportunities for career related growth,
being LinkedIn and Classroom 2.0 some of the most popular socia networksinside
this category;

Informational: the aim of this category of social networks isto gather people who
seek answers for everyday problems from home improvement to technology or

gardening;

Educational: these are social networks where students collaborate with each other

and share material's, opinions, projects among other things,
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Hobbies: alow peopleto discusstheir favourite projects or topics of interest related
to their personal hobbies, gathering people from around the world who share the

same passion and interests;

Academic: social platformsfor academic researchers be able to share their research

aswell asreview results achieved by colleagues.

It isworth noticing that sometimes some socia network websites, mainly the most visited
ones like Facebook or Twitter may be able to mix more than one category, being exactly
that one of the reasons for their success. Other aspect that is related and relevant is the
fact that although some socia networks are global and very popular, in some countries
some local socia network may be as powerful as the global ones and companies while

developing their social media strategy must give attention to that detail.

To sum up and relating Social Network Websites with Brands, it is undoubtedly a major
win-win situation for both parties. Not only the socia network platforms earn money by
allowing brands to precisely capture potential consumers by providing them with very
specific targeted ads, but al so brands have the possibility to communicate with their target
audience for free and have rea-time feedback from the platforms about metrics and
engagement rates and finally users who have the chance to aggregate and follow in
one/few place(s) their favourite brands (Fill, 2009).

2.3.4. Football clubson theinternet

Aswe have aready seen before, the Internet and the Web became important vehicles for
advancing public relations and promoting the business of professional sports teams
(Delpy & Bosetti, 1998).

Some years ago, before the Internet “boom”, people would only go to the Internet to find
information about event schedules, public transports, accommodations, parking, food,
entertainment, weather, shopping and few other things (Filo & Funk, 2005). Though, with
the devel opment of Web 2.0 and Social Media, football fans have nowadays amuch more
active role on the Internet, searching more information about their team as well as they
try to buy their tickets online, try to shop some merchandising or even discuss the team’s
strategiesin internet forums. (Scholl & Carlson, 2012)
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This active search by football fans in the internet triggered an intensive competition
between teams throughout the web. With millions or even billions of football fansall over
the globe, “professional sports teams no longer only compete in games with each other
but they also compete for sustained loyalty as well as increased mindshare and
followership in cyberspace”. (Scholl & Carlson, 2012, p.139)

This online competition led football clubsto bet in new ways of communicating and new
strategies in order to improve the relationships, businesses and information shared with
their fans. Therefore, it was no surprise the fact that football clubs joined social network
websites in order to be closer to their fans, informing them in rea time and alowing
marketers to develop blended marketing strategies merging the online and the offline
world and developing content able to go viral on the web. Most of the clubs tend to be

present in platforms like Facebook, Twitter, Instagram, Y outube, among others.

However, engagement with the club isn’t the only main objective that fans look for from
their clubs on the internet. In the last decade, with the development of e-commerce and
mobile apps, fans mainly from distant regions or countries started buying merchandising
from the club’s website store. Buying tickets online for home and away games also
became a real possibility and the clubs’ marketers are increasingly betting in this kind of
strategy (Beech, Chadwick, & Tapp, 2000).

Besides the appearance of online football clubs’ platforms, as said earlier, the emergence
of fan communities have also been very important to the strength of football clubs online.
Before the growth of the Internet around the world, the concept of tribal behaviour in
sports, introduced by Dionisio, Leal, and Moutinho (2008), only had to do with the
“offline world”, where sports fans would dress similarly, sing songs to support the team
and become attached to a larger social network helping them feel a sense of belonging
and reducing anxiety, loneliness and isolation, being sometimes the affiliation with a
football club, the only unifying subject between them (Wann, 2006). With the
technological progress and subsequent evolution of Internet, these “football tribes”
started establishing themselves also in the online world, giving place to severa virtual
communities like Blogs, Forums, Facebook groups where fans (most unknown to each
other) could share and discuss information about the club as well as their passion
(Hamilton & Hewer, 2010).
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2.4. Animation Plan

This case study is intended to be covered and solved throughout severa classes of

Marketing. The case will be handled by the lecturer to students without questions and

should be analysed at home in groups of 4 or 5 students. In class, it will be discussed in

stages, several issues and questions related to the case study. The lecturer should aso

encourage students to be creative, to brainstorm and discuss different points of view

between group members and to collect information from the Internet in order to improve

the quality of the analysis.

Session Objectives Means Time
- Break theicewith students; - Visit the club’s museum and attend
S%L“:;(;fn - To familiarize students a home football match of Sporting 150
(optional) with the club’s history and Clube de Portugal. min.
its relation with fans.
- Genera presentation of the | - Hand out the case study to the
case; students,
- Raise students interest to | - Use of animation questions to
Se:slsS; on the case study theme; create a small discussion about the rrjll?]
- Create work groups. theme;
- Summary of the case study by the
lecturer using videos and images.
- Generate common group | - Read the case study individualy at
understanding about the home and complement the
main aspects of the case information contained in it with an
Outof | gudy; online research; 150
Session min.
- Enlarge the knowledge | - Read the case study with the group
about Social Media and and discuss the main subjects.
Sporting CP.
- Converge students | - Promote a dialogue between
personal  opinion  with groups and discusstheimportance of
ond research work developed; Socia Media for football clubs, 90
Sesson | . Brief students about case min.

study expectations.

especidly in Portugal;
- Distribution of the case study

questions.
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- Elaboration of PowerPoint
presentation and Word

document (10 pages max.).

- Case Study anaysisin groups and
the linkage to questions;

- Resolution of questions 1-5 in

Out of Word document; 360
Session - Prepare PowerPoint presentation; min.

- Send lecturer the Word and

PowerPoint files by email.

- Case Study presentation - Déelivery of the Word document

by each group; and the PowerPoint in paper to the
3d gnd 4t | - Promote learning through lecturer; 180
Session | students’ discussion about min.

the presentations.

- Group presentations to the class;

- Short review of the presentations

by the lecturer and the students.

2.5. Animation Questions

1% Question: Do you have an account on social network websites? In which ones?

2"d Question: In your opinion, what are the most popular social networks in Portugal ?

3'd Question: In your opinion, what is the importance of social mediafor football clubs?

4t Question: In your opinion, what are the best football clubsin each social network?

5 Question: What do you know about Sporting Clube de Portugal on social media?

6" Question: Do you follow Sporting Clube de Portugal on any social network? Why?
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2.6. Resolution Proposal

1% Question: Given the information on the case, develop a dynamic SWOT analysis for

the presence of Sporting Clube de Portugal on social networks.

1. Sporting is present in 7 different socia media
websites and was the first Portuguese club to
enter trending socia networks like Vine or

Tumblr;

2. The improvement of its online presence in

teems of design, communication and

led the club to high

engagement rates on Facebook, Twitter and

interaction have

Instagram;

3. The increasing use of exclusive content on
Facebook and Twitter has resulted in higher

fan growing ratesin the last months;

4, The appropriate use of Hashtags reaching

quite often “Top Trends” on Twitter.

1. Sportingisstill quite behind itsrivalsinterms
of the total of followers ( especially theforeign

ones) in the severa social networks;

2. The performance of the club’s Youtube
Channel isway below the expected, especially

in comparison with the remaining;

3. The club is till missing a significant amount
of exclusive content on Instagram which can

delay the growth rate of followers;

4. After all the significant changes made in the
last year, the clubis still struggling to monetize

their presence on socia networks.

1. Internet usage and the time spent on social
networks is growing considerably in Portugal,

especially on mobile devices;

2. The rising popularity of new social networks
like Vine, Snapchat and Periscope, especially

among teenagers;

3. Instagram was the social network with the
highest growth rate in Portugal in the last year
(400%);

4, The use of social networks as a means to
provide more and more exclusive and behind-

the-scenes content to high involvement fans.

1. There is an increasing struggle for the “big
three” clubs in Portugal to increase the level of
Portuguese followers on Facebook without

resorting to paid Facebook Ads;

2. The Portuguese League still hasn’t achieved
the visibility of other European leagues,

holding the arrival of more foreign followers;

3. Portuguese football clubs still find hard to

attract women to their social networks;

4, Most English and German clubs are till
miles ahead from Portuguese clubs on social
media in terms of content, communication,
interaction and innovation, making it harder

for the Portuguese to achieve new followers.
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(S1x02) - Sporting should continue the bet on
emerging social networks by starting to
communicate with younger audiences on
Snapchat or Periscope.

(W3x03) — Sporting should focus on providing
more exclusive content to al social networks
but especially on Instagram as it is a way to
differentiate from Facebook and meet the needs

of an increasingly bigger user base in Portugal.

(S2xT3) - The low number of women following
the club’s social media pages can be reversed
through greater investment in content aimed to
the female audience, combined with an

appealing design and an informal tone of voice.

(W2xT4) — To improve the performance of
Sporting’s Youtube channel, the club should
take alook at how German but mainly English
clubs have been using this platform to show
behind-the-scenes videos and try to adapt it to
the Portuguese reality.
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2"d Question: Based on your answer to the first question, elaborate further on one idea
from the strategies presented in the quadrants.

If the mainstream social networks of the club are on the right track, with the rising
popularity of new socia networkslike Snapchat or Periscope, amajor opportunity islying
on the floor waiting to be grabbed. Therefore, this answer will show how Sporting will

approach a brand new target by using Snapchat (S1x02).

Snapchat is amobile app that allows users to take photos and videos and share them with
each other. The special feature about this social network is that each “snap” is only
available for a maximum of 10 seconds from the moment it is open. Unlike Facebook or
Instagram, Snapchat doesn’t have a newsfeed, giving users the possibility to see content
for aslong as they want and if they want. At the same time, this app is still a kingdom of
informality where people are supposed to send their content filled with emojis, captions,

filters or drawings.

With the introduction of “Stories” on Snapchat, users got allowed to merge their daily
snaps into aclip reel where others could see all other people snaps from the oldest to the
newest for aperiod of 24 hours. Thisbecame avery interesting feature not only for people
but also for brands, allowing them to show more of what is happening on adaily basisin
a sort of “one-to-many” broadcast. In Portugal, some brands are slowly adopting Snapchat
as another communication platform. Moche and Expresso are perhaps the most famous.
The latter, a Portuguese weekly newspaper, is covering the Portuguese elections on this

socia network in order to bring politicsin afunny way to teenagers.

For Sporting CP to stand out in this app it is very important to understand what its
potential audience. The club’s target will likely be teens within the 13-24 age group
(millennial generation), predominantly males, living in metropolitan areas, digital natives
and with a high involvement with Sporting Clube de Portugal (aficionados-fans) looking
for exclusive content and prepared to interact with the club as many times as possible.

The next step after defining whom to speak, is to set the tone of voice and the
communication goalsfor this app. Firstly, it isimportant to build an audience. Asthereis
no virality (you can’t like, comment or share content) it is important that Sporting uses

other channels like Twitter to remind the audience that the club is on Snapchat. Secondly,
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itisvital to stand out by provoking an immediate reaction from the users. To achieve that,
all features available should be used like drawings, emojis, filters and captions. Thirdly,
it is essential that everything done is funny as brands are expected to act more like a
person and less like atalking logo. Furthermore, it is crucial to use the stories feature to
build avideo narrative every day. Asthisapp isall about visua storytelling, a key aspect
isto betimely, by setting aregular cadence of snaps and avoid to be off the radar for too
long. Finally, it is also important to reward fans by promoting contests and giving away

coupons.

In terms of content, it is important that Sporting CP’s snaps are rea time, engaging,
exclusive and most of all relevant to its target audience. Below, it will be shown some
examples of what the club’s communication should be about:

Match Day: asthese are the days that Sporting fans are most willing to interact, the
club will remind its followers of what time and where the match will take place, it
will cover all the Pre-Match build up like the players arriving or the atmosphere
both outside and inside the stadium and finally it will show some moments of the

press conference;

Behind-the-Scenes: to avoid a cool down in the relationship with fans, Sporting’s
Snapchat must feed regularly with content that engages with fans and that makes
them wish for more such as funny moments in training, players having lunch

together or simply resting, celebrating someone’s birthday, among other thing;

Snapchat Takeovers: as part of the close relationship with fans strategy, each week
adifferent player will send personalized autographs Snaps to fans that request it;

Short-lived coupon codes and contests: to spice things up a little, the club’s
Snapchat will send coupons or tickets to those who reply the fastest wearing
Sporting’s merchandise as well as it will hold a contest where fans will have the
possibility to participate in treasure hunts around the city of Lisbon, giving them the

possibility to win a season ticket or signed jerseys.
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3" Question: Do you think that Sporting is providing targeted content depending on the
socia networks they address? Justify your answer.

The answer is yes. Regardless of being at avery early stage, Sporting Clube de Portugal
has already started showing early signs of trying to show different content in each social
network they participate.

In the past, although Sporting was present on Facebook, Twitter, Instagram and Y outube,
each account was managed at their own way, seeming that different people werein charge
of the different social networks. Facebook was very inconsistent, content and
aesthetically speaking, Twitter was simply replicating the Facebook posts, Instagram was
completely still and Youtube was just a tool to feed the club’s Facebook. However, in late
2013, the club started showing some signs of wanting to change its online strategy. Their
first action was to work on the upgrade of the CRM component, allowing the use of

personalised information in the emails, SMS and letters sent by the club to its associates.

This wish to use different messages to distinctive audiences later spread to the club’s
social networks when Diogo Bernardo and Christopher Halder took over Sporting’s
Facebook, Twitter, Instagram and Y outube accounts. Their first year was essentially to
create bonds and a straight relationship with fans as well as to bring improvements in
terms of coherence, design, communication, presence and interaction. If graphically
speaking the images used were still the same among the various platforms, on the other
hand it became evident that the communication and tone of voice were becoming more

adequate to each socia network.

On Facebook, with users’ ages ranging from 13 to more than 65 years old and a large
variety in terms of nationalities, a single strategy cannot be applied. Indeed, this socid
network is perhaps the most important source of information for fans where aiming to
find all the magjor news and events about the club. Asaresult, it isvery likely that we can
find several kinds of fans from the high involvement to the medium and low involvement
ones, who only wish to know more of what is going on from time to time. Therefore,
every post must haveits content and tone of voice adapted to the intended target audience.
While most of the times the club uses an informal approach, sometimes more formality
is needed when Sporting CP promotesits sponsors or some products and events.

Another good example is the increase on the number of posts using English language
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during Match days, revealing that it is important to have the interaction of the large

number of foreign fans that follow Sporting’s Facebook.

The attitude of Sporting Clube de Portugal on Twitter istotally different from the former.
Unlike Facebook, the presence in the social network follows a unique strategy which is
to provide a good interaction with fans, clubs and brandsin avery informal manner. The
reasons underlying to that attitude are the fact that not only the average followers’ age is
much lower in comparison to the other social platforms but at the same time most fans
show ahigh involvement with the club wishing to have as much asinformation as possible
from the club. To improve the users’ experience, Sporting also decided to split its Twitter
in 2 accounts. one for its local fans, with al content in Portuguese, and the other for the

foreign fans with al content in English.

Regarding the presence of Sporting on Instagram, it is evident that the club hasn’t been
able so far to provide the adequate content to itstarget audience. Sporting CP fansin this
socia network are mainly teenagers under 24 with asignificant ratio of women. Instagram
can be seen by fans, especialy the medium involvement ones, as a way to have a very
general idea of the latest club news in a short period of time (the objective of this social
network is to share your life through photos). 5 main elements are a key success driver
for thistarget audience: good interaction, informal tone of voice, quality of the mediaand
exclusive content and posting captions both in Portuguese and English. If in the former
two, the club aready shows a good performance, in the last two elements much is still to
be done. Not only are some of the photos lacking quality, as amost none of the content
isexclusive, being evident that some fans may still not find necessary to be present in this

socia network due to the lack of a correct strategy in place.

Without any kind of strategy whatsoever, Sporting’s Youtube channel hasn’t been able
to identify their target audience and offer them aregular set of content over time. After
several years in this social network, the club hasn’t been able to have a loyal audience
that regularly visits the channel. While on the one hand, fans, especiadly the high
involvement ones, expect the club to provide match highlights as well as motivational
and behind-the-scenes videos, on the other hand Sporting has been uploading less and
less videos, paying few attention to the interaction with fans. At the same time, Sporting
CP’s Youtube is still uploading its videos in Portuguese without any kind of English
subtitles, which may ward off foreign fans.
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4™ Question: Having in mind the benchmarking analysis covered in the Case Study,
suggest ideas to improve the Instagram of Sporting Clube de Portugal.

If Sporting Clube de Portugal aready shows a good performance in its Facebook and
Twitter accounts, it is also true that there is still along road ahead in order to reach for

example the level of Bayern Munich, abenchmark in this social network.

When comparing the Instagram of both clubs, Sporting and Bayern Munich, it becomes
evident that the number of posts of the latter isfar superior from the former. Posting with
more regularity will bring more fans to the page and will help building higher brand
awareness. Following the increase in terms of posts, it is also vital to have an aesthetical
consistency, something FC Bayern has been doing very well. While most of the Sporting
CP’s Instagram photos look professional, a significant piece of them still show a
watermark or look like they were taken with alousy camera. Finally, it is also crucia to
publish all the images captions both in Portuguese and English as a good percentage of
the followers are likely to be foreign.

After overcoming some of the handicaps mentioned in the last paragraph, Sporting should
turn its attention into the introduction of exclusive content on Instagram in order to
achieve more followers and a higher engagement with fans. Below it will be presented

some of the innovations Sporting CP should bring to its Instagram account:

Behind-the-scenes: in order to achieve significant interaction from fans, Sporting
should allow players to take photos in the locker room or during training with the
club’s smartphone;

Memorable moments/ players: every once in awhile the club should post media
of historical goals or wins and remarkable players who left behind brilliant legacies;

Instagram takeovers. sporadicaly, players could be invited to share pictures of
their favourite momentsin the club like their first game, the best goal or atitle they

won;

Repost of player’s Instagram photos: Sporting should use apps like Regram or
Repost to share photos uploaded by the players in their own account as this is a

feature that is really appreciated by fans and brings more interaction to the club’s
page.
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5 Question: Foreign fans represent nowadays around 60% of the total Sporting CP
Facebook followers. How do you evaluate the club’s current approach to this target in the
different social networks? Propose solutions if necessary.

When performing an overall analysisto the approach Sporting Clube de Portugal has been
doing to isforeign followers, it is possible to conclude that, at the moment, thistarget is
still not being seen as amain priority to the club. The reason to this attitude may liein the
fact that the club is still implementing its new online strategy and prefersto focusfirst on
providing a good interaction with their local fans.

Although foreign fans are not considered a primary goal in the club’s current strategy, it
cannot be said that they are seen as a hassle. In fact, over the last 2 years it was possible
to witness significant improvements. With the exception of Y outube, Sporting CP has
been paying more and more attention to this target by publishing a significant portion of
its content in English. Below it will be described the club’s strategy to address this target
in each social network and how it is possible to improveit.

Facebook

On Facebook, Sporting CP has more than 1.1 million foreign followers, anumber slightly
superior to the number of Portuguese fans on the page (727k). Although the club has been
adapting the language used to each specific post, it is sill evident that a significant
number of posts only written in Portuguese could have the potential to achieve a much
higher level of interaction if they were written in English as well. Therefore, we see that
the problem regarding foreign fansin this social media platform is amatter of interaction

and not the number of followers.

To address this problem, Sporting CP should innovate and be the first Portuguese club to
use Facebook targeting capabilities and turn Sporting CP’s page into a Facebook Global
Page. Something Juventus and Liverpool have been doing over the last year. With this
feature, content written in Portuguese will be shown to users who either live in Portugal
and Brazil or to those who have the Portuguese language selected by default in this social
network. To all other foreign audiences, users are automatically transferred to their
country page /region and the club will provide them all content in English (as it is the
main universal language) on aregular basis as well as other important information such

as the match fixtures with the correct schedule for their time zone and official TV match
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broadcaster for their country. In a second phase, if this tool proves to be effective, the

club may extend the number of available languages for foreign followers.

With this “gimmick”, foreign users are likely to have a higher engagement with Sporting
CP Facebook page as they are being subjected to better and more targeted content.

Twitter

Unlikeitsrivals, SL Benficaand FC Porto, Sporting Clube de Portugal splitsits presence
on Twitter by having 2 accounts. one for Portuguese audiences and another for foreign
audiences. However, with almost 150k foreign users on the main account and only 12k
on the secondary one, it is clear that the club hasn’t been doing a proper job on the latter.
The main reason is that the English speaking Twitter is only active during Match days
which resultsin much fewer interaction. To revivethisaccount, Sporting CP must provide

foreign users with content on aregular basis like it does on the main Twitter account.

After successfully achieving that objective, the club must develop strategies to not only
drive foreign users from the main account to the English speaking one but also to attract
new fans. In order to accomplish this, the club should hold a contest during 1 month where
fans from @SportingCP_en are invited to tweet supporting messages in English to the
players and the club using the hashtag: “#Love4Sporting”. To assure a high level of
participations the club should a so use Facebook, the main Twitter account and Instagram
to promotethiscontest. After the deadline and 1 week before ahome match for the Europa
League competition, Sporting CP’s community managers will selected the 14 best tweets
as long as they belong to foreign users. During the game, the 11 squad players plusthe 3
substitutes will wear their jerseys with the username of the winners on the back. In
addition, during the half-time the stadium’s video screens will loop the winning tweets.

Finally, Sporting will offer those jerseys signed by the players to the respective winners.

[nstagram

As Instagram is a socia network essentialy focused on multimedia content like images
and videos, there isn’t a strong difference between the approaches to local or foreign fans.
Nonetheless, posting captions both in Portuguese and English is crucia to obtain higher
levels of interaction from foreign fans. In this aspect, Sporting’s performance falls short
by failing to post much of its captionsin English. It is expected that in the near future this
situation may change. Another solution to engage with foreign audiences on Instagram is
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to publish a higher amount of photos of the club’s foreign players as a way to increase
the interaction from fans of the same home country. In addition to the caption written in
English, the club’s community managers should also hashtag the name of the player as

thisisaway of exposing the photo to a higher number of users in the social network.

Another solution to not only attract more foreign followers to the club’s Instagram but
also to encourage their interaction with the page isto devel op a contest called: “Lions All
Over”. In this challenge, foreign users living outside Portuga are invited to share on
Instagram (in photo or video format) how they expresstheir love and passion for Sporting
Clube de Portugal in their hometown using the hashtag: “#LionsAllOver”. Every month,
until the end of the Portuguese League in May, the club’s community managers will select
the winning photo or video and will offer that user and a selected guest of his choice the
possibility to attend a Sporting home match in VIP seats with all expenses paid during
the weekend (flight, accommodation, anong others).

Youtube

Like we have seen earlier, Sporting’s Youtube channel is considered the black sheep of
the family. As a result, it won’t be surprising that the club hasn’t been able to deliver any
kind of targeted content to its foreign audience.

In the short term, the club should start publishing the videos’ descriptions both in
Portuguese and English as well as it should present subtitles in all its videos in those
languages. Although this action is not specifically offering targeted content to foreign
audiences, it isasimple and effective way to increase the number of views and comments

on the club’s videos as users speaking other languages can now understand its content.

In the long term, when a YouTube strategy has been properly developed, Sporting CP
should make use of its TV Channel resources to upload videos in English specifically
aimed at foreign users. As an example, the club could develop Q& A videos where fans
could ask questions to the players. The club would upload a Pre-Interview video where
users could leave their questions in English in the comments’ section. Sporting’s
community managers would later choose the best ones and get them to be asked during
the interview. Another possible solution to interact with foreign followers is to upload
regularly 1-minute clips of Sporting Clube de Portugal historical moments in English in

order for foreign fans to get to know more of the club and develop a stronger bond.
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2.7. Resolution Slides

CASE STUDY RESOLUTION

Sporting Clube de Portugal,
A Social Media Benchmark in the Football Clubs’ Sector

Question 1: Develop a Dynamic SWOT analysis (1 strategy per quadrant) ;

Question 2: Elaborate on one idea from the strategies proposed in the

previous question ;

Question 3: Is Sporting providing targeted content on each social network ?

Question 4: Suggest ideas to improve the Instagram of Sporting CP ;

Question 5: How do you evaluate the approach to foreign fans ?

Propose solutions to each social network .
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1. Sporting is present in 7 different social media websites
and was the first Portuguese club to enter trending social
networks like Vine or Tumblr;

2. The improvement of its online presence in terms of design,
communication and interaction have led the club to high

engagement rates on Facebook, Twitter and Instagram;

3. The increasing use of exclusive content on Facebook and
Twitter has resulted in higher fan growing rates in the last

months;

4. The appropriate use of Hashtags reaching quite often

“Top Trends” on Twitter.

#Strengths

1. Internet usage and the time spent on social networks is
growing considerably in Portugal, especially on mobile

devices;

2. The rising popularity of new social networks like Vine,
Snapchat and Periscope, especially among teenagers;

3. Instagram was the social network with the highest growth
rate in Portugal in the last year (400%);

4. The use of social networks as a means to provide more
and more exclusive and behind-the-scenes content to high

involvement fans.

#0pportunities

1. Sporting is still quite behind its rivals in terms of the total of
followers (especially the foreign ones) in the several social
networks;

2. The performance of the club’s Youtube Channel is way
below the expected, especially in comparison with the

remaining;

3. The club is still missing a significant amount of exclusive
content on Instagram which can delay the growth rate of

followers;

4. After all the significant changes made in the last year, the
club is still struggling to monetize their presence on social
networks.

#Weaknesses

1. There is an increasing struggle for the “big three” clubs in
Portugal to increase the level of Portuguese followers on

Facebook without resorting to paid Facebook Ads;

2. The Portuguese League still hasn't achieved the visibility of
other European leagues, holding the arrival of more

foreign followers;

3. Portuguese football clubs still find hard to attract women

to their social networks;

4. Most English and German clubs are still miles ahead from
Portuguese clubs on social media in terms of content,
communication, interaction and innovation., making it

harder for the Portuguese to achieve new followers;

#Threats
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1. Sporting should continue the bet on emerging Sporting should focus on providing more
social networks by starting to communicate with younger exclusive content to all social networks but especially on
audiences on Snapchat or Periscope. Instagram as it is a way to differentiate from Facebook and

meet the needs of an increasingly bigger user base in
Portugal.

# WOStrategy

The low number of women following the club’s . To improve the performance of Sporting's
social media pages can be reversed through greater Youtube channel, the club should take a look at how
investment in content cimed to the female audience, German but mainly English clubs have been using this
combined with an appealing design and an informal tone platform to show behind-the-scenes videos and fry to

of voice. adapt it to the Portuguese reality.

Yo EaE

BUNDESLIGA

#STStrategy #WTStrategy
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fuestion =

Sporting will approach a brand new target by using Snapchat (S1xO2)

Snopchat is a mobile cpp that allows users to take 1-10 second photos or
Q videos and share them with each other

Users add captions, filters, drawings and emajis to make it more fun

Construction girl

4

Stories are daily Snops threaded together into a clip reel lasting for 24 hours
before disappearing
@ Brands adopted Stories in order to show what is happening on a daily basis
's"aéf:;?é! in a one-to-many broadcast
In Portugal, Moche and Expresso are the best examples of a good use of
Stories by brands

r ~

Enviem-me
perguntas
para

Expresso
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Snapchat Target Audience for Sporting CP :

13 - 24 age group
(o

Predominantly Males

Living in Metropolitan areas

Digital Natives
High involvement with the club

scp

uestion &

Provide real time, engaging, exclusive and relevant content

Behind-the-Scenes
= —
_7_____4-‘&=J"

—

O Paulinho faz anos! ~ @h= '3/

m PAVSLINHGEN & )
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uestion &

Provide real time, engaging, exclusive and relevant content

Contests
‘

Este autografo é para ti Miguel & ¥

']

Juestt

Although at a very early age, Sporting CP has already started
showing signs of trying to use different content to engage
with different targets

Several changes are taking place as a result of the new marketing strategy :
Personalised information in the emails,
SMS and letters of the club
Different communication and tone-of-
voice for each social network

Different media for each social network
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Questions

f

- _ Fans with different involvement
Several Nationalities Age Range: 13 - 65 ( high, medlium, low)

Multiple strategies: every post must have its content and tone-of-voice
adapted to the intended target audience

Sometimes the club most be formal to
promote its sponsors or some products \/ﬂ\}’ All content is posted in Portuguese

and events <D

Most of the times the tone of voice Is s k Regularly some of the content is
translated into English in order to

informal to interact with fans
3 l I §: interact with foreign users

Informal

Questions

¥

Several Nationalities Young Audience Fans with high involvement
Single Strategy: Provide good interaction with fans, clubs and
1 account for brands in a very informal manner

Portuguese-

speaking audience ‘

s Ié Ry Provide as much updated information

content in English for

7‘ F foreign audiences as possiole about the club
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ST Young Audience with Fans with high and medium
Several Nationalities o - )
significant ratio of involvement

women

3

/ The club is struggling to successfully implement a strategy that can provide the adequate content \
fo its target audience

Quality of the media

Cood interaction u .
Exclusive content .

Informal TOV. a
Significant use of .

captions in English

You

Several Nationalities Age Ronge: 13 - 65 e Whih SN e TS
involvement

/ The club doesn't have any strategy to interact with its target audience \

Regular upload of Regular upload of
match highlights behind-the-scenes videos
Regular upload of . Use of subtitles in .

motivational videos English
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Juestion

Although on the right frack, there is still a lot of improvements to be done in order to reach the level
of Bayern Munich (a good benchmark in this social network)
Post with more « » Publish all captions in
regularity Portuguese and English
HOW

TO

IMPROVE ?
Be more consistent in . - Provide exclusive
terms of design content

If well implemented, the improvements will bring more followers as well as higher brand awareness

Juestion

Examples of exclusive content to be implemented :

Behind-the-Scenes Memorable moments / players

% sportingclubedeportugal % sportingclubedeportugal

ES

@ 8 574 gostos ® 7936 gostos

tugal Que Ges guardas

tugal o tins quis oY
mostrar a alegria da equipa apés a sessio de treino desta dupla?
9! quipa ap : What memories do you keep from this duo?
(@andre8martins wanted to show the joy of the team p tista
. porting
after the training session sardelresolve
#SportingCP #tuvaisvencer
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Juestion

Examples of exclusive content to be implemented :

Instagram Takeovers

% sportingclubedeportugal

@ 9 866 gostos

sportingclubedeportugal @rpatriciol takeover:
"Defender este penalty foi um momento marcante na
minha carreira.”

“Saving this penalty was a defining moment in my
career.”
#SportingCP

Repost of players’ photos

@ 8115 gostos

spor #regram 14
"Depois de mais uma sessdo de treino esta na hora

de almogar em boa companhia ! #naquelapanela ¢ *

#SportingCP #SirWilliam

fuestion s

At the moment, foreign followers are not a main priority in the club’s social media strategy
The club s still improving its online
? ‘ strategy
Why “
’ The club is focusing first on providing
good interaction with local fans
/ However, it was possible to witness significant improvements in the last 2 years

@ More content posted in English
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f

SIGNIFICANT amount of foreign fans
‘ But LOW level of interaction with them

More content in English would mean
higher levels of interaction
Use Facebook targeting capabilities to
address this problem

i 3
T = 100k fans

fuestion s

f

¥

Tum Sporting CP's account into a Facebook Clobal Page

Other country users
Only see content written in Portuguese Only see content written in English

Strategy remains the same More content on @ Exclusive content for
lar basis like th each country such as
e dierleent Le e match fixtures and

Portuguese page official TV broadcaster
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150k 12
focicn gl  Sporting CP SportingCP_en m) G

users users
Infended for Portuguese- Intfended for foreign
-speaking audiences audiences

This Twitter is mostly active solely on
Match Days so the interaction with
foreign users is low

Shorl-_ferm Provide more content on a regular basis like Sporting
SOIUﬁOn . CP's main Twitter account

Medium-term Drive foreign fans from the main account to the English-Speaking one

ObjeCﬁVGS : Attract new followers to the English-speaking Twitter account

Foreign followers from @SportingCP_en are invited to tweet supporting
messages in English to the players and the club during 1 month using
#LovedSporting hashtag ;

After the deadline and 1 week before a home match for Europa League
‘ completion, Sporting CP's community managers choose the best 14 tweets ;

Develop a contest: » During the game, the 11 squad players and the 3 substitutes will wear their
#Love4Sporting jerseys with the usemname of the winners on the back ;
At half-time, the stadium’s video screens will loop the winning tweets

Sporting will offer those jerseys signed by the players to the respective
winners.
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r How to increase the levels of interaction with foreign users ?

Solution N. 1

Solution N. 2 :

Solution N. 3 :

Posts all captions both in
Portuguese and English
Publish higher amount of photos of
the club's foreign players
Hashtag the nome of 1h§ players in T ———

the photo captions

} Increase engagement

Foreign followers from @sportingclubedeportugal are encouraged to share
on Instagram ( photo or video format) how they express their love and
passion for Sporting CP in their hometown ;

Participants are €eligible to win as long as they live outside Portugal and use
the contest hashtag: #LionsAllOver ;

Every month until the end of the Portuguese League the club’s community
managers will select a winning photo or video;

Winners will have the possibly to attend a Sporting home match in VIP seats
in the company of a selected guest with all expenses paid during the
weekend.
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r How to increase the levels of interaction with foreign users ?
. | Publish videos descriptions both in
SOIUhon N l : Portuguese and English

Use subtitles in all its videos

SOIUhon N 2 : descriptions both in Portuguese
and English

Q&A videos where foreign fans can
. Use Sporting’s TV Channel ' submit their questions to the players
SOIU'l'I on N 3 . resources o upload several
videos specifically aimed at & 1-minute clips of Sporting CP
foreign fans historical moments with English

audio for foreign fans to get to
know more of the club
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2.8. Key Learning Points/ Conclusions

In October 2014, “Jornal Sporting” published an article stating that Sporting Clube de
Portugal had the highest Facebook engagement rate among European football clubs and
the third best in the world. Based on this news, this case study tried to figure out the real
reasons for the recent success of the club on social networks that led it to be considered

as anational and international benchmark in the football clubs’ sector.

The Internet and socia networks are nowadays a major hobby and tool for most people
around the globe. Portugal is no exception with the Portuguese spending more and more
time online in a wider range of devices, especialy mobile. To address this behaviorad
changes, Sporting CP’s board decided to implement a fan-centric marketing strategy with
a strong online component settled in new technologies that could be able to connect with
fans and bring them closer to the club after its worst football season in the history back
in 2013.

Hiring Diogo Bernardo and Christopher Halder to the club’s social networks proved to
be avery wise decision. Their first task was to understand what was being done until then
and start developing a social media strategy. If on the one hand they decided to abandon
Google + due to lack of active users in this social network, on the other hand they
reactivated the club’s Twitter and opened a new account for English speaking audiences
as well as they started to publish content to Sporting” Instagram on a regular basis.

Something that wasn’t happening until that moment.

The purpose of this case study also was also to revea how, in ayear and half period, the
two community managers were able to bring improvements in terms of content,
coherence, strategy, presence, interaction and design mostly to the club’s Facebook,
Twitter and Instagram accounts. Not only fans started accessing more frequently to
Sporting’s social platforms because they knew they would come across different and
relevant information every day but at the same time, they started to interact much more
with the pages as a result of the informal tone of voice directed towards them. Another
key aspect of this transformation was the ability to adapt the communication to each of
the targets. An obvious example was the use of English in certain posts to interact with a

foreign audience.
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After ayear and ahalf devoted essentially to show presence and interaction in the various
socia networks, without any euro invested in ads, much remainsto bedone. It isexpected,
in a near future, significant improvements in the club’s YouTube channel, higher amount
of exclusive content on each platform as well as the interaction with new targets by

joining Snapchat or Periscope.

The portrayal of Sporting CP social networks’ reality through the development of this
case study may also figure as an example to be followed by other clubsin Portugal and
in the World. When joining new social media platforms, it isimportant for marketers to
devise aclear strategy and havein mind thereal purpose of being present and what target
they wish to address.

Another issue to keep in mind is the fact that a significant number of football clubs still
pay too much attention to the number of followers relegating to a secondary plane the
interaction of the fans with their pages. Something quite recurrent among the clubs of the
Portuguese League. In an analogy to a football match for example, it is clearly more
beneficial to the team an audience of 10,000 people interacting with their players,

supporting and singing than 20,000 people simply watching the game.

In a country where football is mainly centred around 3 clubs (Sporting CP, SL Benfica
and FC Porto), itisvery important that the smaller ones be able to interact more with their
followers on the existing social media platforms before moving to new ones. In fact, if
they could provide better and more relevant content on each account, not only they would
have better interaction from the fans but also a higher number of supporters in the
stadium. Finaly, by using Sporting Clube de Portugal as a reference, it would be
beneficial for the Portuguese football that ahigher interaction and informality could occur
between other clubs, fans and players in the various social networks, contributing for a

stronger and more visible Portuguese L eague.
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