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Abstract: 
 
This dissertation aimed to explore the impacts of digital marketing and sponsorship on the football 
industry as a business and their implications on fan engagement. The study examined three primary 
objectives concerning sports marketing and management: fans’ social media engagement with football 
teams, sponsorship recognition and corporate reputation, and athlete-generated content and fan 
experience. The objectives were achieved by collecting data from fans and management of football clubs in 
the English Premier League and Indian Super League, analyzing the data using statistical methods, and 
reviewing relevant literature on digital marketing, sponsorship, and fan engagement.  

 
The findings highlighted the criticality of social media platforms for football teams to engage with their 
fanbase and promote their brand equity. The importance of consistent and high-quality content creation 
and sharing for achieving optimal fan engagement and maintaining an active presence on social media was 
highlighted by both the fan perspective and the club management perspective. Additionally, the study 
provided valuable insights into the factors that influenced fan engagement with social media content 
related to their favourite football teams and the factors affecting their purchasing decisions related to 
sponsors of their favourite teams. The study's results also emphasized the role of athlete-generated 
content in enhancing the fan experience. 

 
Overall, this research contributes significantly to the existing literature on sports marketing and 
management by providing new insights into the preferences and attitudes of football fans towards social 
media engagement with their favourite teams and the impact of sponsorship and corporate reputation on 
fan engagement and purchasing decisions. The study's findings have practical implications for sports 
organizations, sponsors, athletes, and fans, emphasizing the importance of considering the preferences 
and attitudes of fans in developing effective sports marketing and management strategies. Future research 
should focus on exploring the potential of new data sources and technologies, such as artificial intelligence 
and machine learning, to provide more comprehensive insights into fan behaviour and preferences. 
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1.0 Introduction 
 
The football industry underwent a paradigm shift in recent years, with digital marketing and 
sponsorship emerging as critical elements for the growth and success of football clubs. The evolution of 
digital marketing has revolutionized the way football clubs interact with their fans, creating 
opportunities for personalized marketing and fostering engagement. Additionally, sponsorship became 
a significant revenue stream for football clubs, with sponsors looking to associate themselves with the 
brand image of successful football clubs. Previous research by Kip & Rodrigues (2018) and Chadwick & 
Arthur (2018) showed that successful clubs had a positive impact on sponsor recognition, consumer 
behaviour, and brand reputation, leading to increased sales and profitability for sponsors. 
 
The digital marketing and sponsorship strategies adopted by football clubs have significant implications 
for fan engagement. It was essential to assess the effectiveness of these strategies and their impact on 
the football industry as a business. This dissertation aimed to assess the impacts of digital marketing 
and sponsorship on the football industry as a business and their implications for fan engagement. 

 
1.1 Background of the study 

 
Football is not just one of the most popular sports globally, but also a lucrative business that involves 
significant investments in marketing and sponsorships. Over the years, football has evolved into a 
multi-billion dollar industry with significant economic, social, and cultural impacts. As football has 
grown, so has the need for football clubs to adopt effective marketing strategies that connect with fans 
and drive revenue. In the digital age, social media has become an essential tool for football clubs to 
promote their brands and engage with fans worldwide.  
 
According to Kim and Kim (2020), social media platforms such as Instagram and Twitter have become 
essential tools for football clubs to promote their brand and engage with their fans. Through social 
media, football clubs can share their latest news, matches, player updates, and behind-the-scenes 
footage, thereby creating a sense of community among supporters. This can enhance fan engagement 
and build brand equity, leading to increased revenue and fan loyalty. The use of social media marketing 
in football has been shown to have a significant impact on a team's brand equity by creating content 
that appeals to and engages football fans. For instance, research has indicated that social media 
marketing positively affects customer loyalty and purchase intentions in the context of football 
(Dobele, et al., 2014; Gómez-Díaz & Martínez-Ruiz, 2016). 
 
Sports sponsorship is another key aspect of football marketing that has gained attention in recent 
years. While there is some research on the factors affecting the success of sports sponsorship, there is 
still much to learn, especially in the context of different football leagues (Garg et al., 2020). Scholars 
have argued that digital marketing and sponsorship can significantly enhance a football club's brand 
equity and improve fan engagement (Filo, et al., 2015).  
 
In addition to social media and sports sponsorship, athletes' social media influence has also become a 
critical factor in building a fan experience around a particular brand. Athletes' social media presence 
and engagement can enhance the brand image of football clubs and sponsors, as well as increase fan 
engagement and loyalty. According to Kang, et al., (2021), athlete endorsements have been a common 
marketing strategy in sports for decades. Social media has transformed the way athletes interact with 
fans and the way brands leverage their influence. Athletes with a large social media following can 
significantly impact a team's brand equity by promoting the team's sponsors or engaging with fans 
through their social media accounts. Athletes like Cristiano Ronaldo have a massive social media 
following that can significantly impact a team's brand equity by promoting the team's sponsors or 
engaging with fans through their social media accounts. Ronaldo has over 300 million followers on 
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social media platforms, making him one of the most followed athletes in the world. He regularly shares 
posts promoting his sponsors, such as Nike, Herbalife, and Tag Heuer, and has also used his social 
media presence to promote his former teams, including Real Madrid and Manchester United. In 
addition to promoting his sponsors and teams, Ronaldo has also engaged with fans through social 
media. For example, he often shares photos and videos of himself training, playing, or spending time 
with his family, giving fans an intimate look into his life. He also regularly interacts with fans by 
responding to their comments and messages, making them feel more connected to him and his team.  
 
Research has suggested that athletes' social media endorsements can positively affect brand attitude, 
purchase intentions, and perceived value (Popp, et al., 2018; Sanderson & Hambrick, 2015). For 
example, a study by Filo et al., (2019) found that Cristiano Ronaldo's social media presence had a 
positive impact on his personal brand equity and could also influence the brand equity of his sponsors. 
Previous studies have shown that sponsor recognition, team performance, and fan identification can 
significantly influence the success of sports sponsorship (Grohs et al., 2016; Kim et al., 2017). 

 
1.2 Significance of the Study 
 
The digital era has significantly changed the way businesses operate, and the sports industry is no 
exception. With the rise of social media and digital platforms, sports teams are now able to reach a 
global audience and engage with fans on a level that was previously impossible. However, despite the 
widespread adoption of digital marketing in the sports industry, there remains a lack of empirical 
research that explores the effects of digital marketing and sponsorship on brand equity and fan 
engagement. This study aimed to bridge this research gap by examining the link between digital 
marketing, sponsorship, and fan engagement.  
 
Furthermore, this research’s objectives of this study were crucial in understanding the factors that 
influenced the success of sports sponsorship. In particular, the study focused on the teams in English 
Premier League and the Indian Super League; the former is the most popular football league in the 
world, while the latter is a budding league that is starting to make its mark globally. This study provided 
insights into the effectiveness of sports sponsorship and its impact on the success of a football team. 
Additionally, the study also examined the role of athletes in building fan experience around a particular 
brand. The study explored the relationship between an athlete’s social media influence and a football 
team’s brand equity and fan engagement. 

 
Overall, this study provided valuable insights into the effectiveness of digital marketing and 
sponsorship in the sports industry and their implications on brand equity and fan engagement. By 
addressing the research gaps in this area, this study contributed to the development of a more 
comprehensive understanding of the sports marketing landscape. The study has been drawn from 
scholarly articles and references to provide robust and valid findings that can be useful for 
practitioners, academics, and researchers in the field of sports marketing. 
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2.0 Research Purposes and Research Questions 
 

The purpose of this research was to assess the impacts of digital marketing and sponsorship on the 
football industry as a business and their implications on fan engagement. The objectives of this study 
were: 
1. To understand the impact of social media marketing on a football team's brand equity by creating 

content that appeals to and engages football fans.  
2. To evaluate links between factors affecting the success of sports sponsorship (sponsor recognition, 

corporate reputation, propensity to make future purchases) in the English Premier League and 
Indian Super League. 

3. To understand an athlete's social media influence in building a fan experience around a particular 
brand. 

The research objectives of this study were achieved by collecting data from football clubs in the English 
Premier League and Indian Super League, analyzing the data using statistical methods, and reviewing 
relevant literature on digital marketing, sponsorship, and fan engagement. 

 
This dissertation aimed to explore the impact of social media marketing on football team brand equity 
and evaluate the factors affecting the success of sports sponsorship in the English Premier League and 
Indian Super League. Additionally, the dissertation investigated how football clubs could leverage an 
athlete's social media influence in building a fan experience around a particular brand. By 
understanding these aspects of digital marketing and sponsorship in football, this research aimed to 
provide insights for football clubs and sponsors to develop effective marketing strategies and enhance 
fan engagement and loyalty. The research findings will contribute to the academic literature on sports 
management, marketing, and fan engagement and will provide practical implications for football clubs 
in their digital marketing and sponsorship strategies. Overall, this research will provide valuable insights 
into the football industry's changing landscape and help stakeholders make informed decisions that 
enhance fan engagement and the industry's business prospects. 
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3.0 Literature review: 
 
The Evolution of Digital Marketing: 

 
Initially, digital marketing in football-focused mainly on promoting tickets and merchandise sales. 
However, the evolution of digital marketing in football has been driven by the need to adapt to 
changing consumer behaviour and technological advancements. As technology continues to progress, 
the future of digital marketing in football will entail more innovative and individualized methods for 
engaging with fans. 
 
3.1 Digital Technologies and Fan Engagement in Football Marketing: Leveraging Social Media, Mobile 
Apps, and Email Marketing 
 
Digital technologies have brought significant changes to football marketing, particularly in fan 
engagement. Fan engagement refers to the level of interaction and emotional connection that fans 
have with a particular sports team, league, or athlete. It encompasses a range of activities and 
experiences that go beyond simply attending games, such as following the team on social media, 
participating in fan communities, purchasing team merchandise, and engaging with athlete-generated 
content. Effective fan engagement strategies can help sports organizations to build loyal fan bases, 
increase revenue, and enhance the overall fan experience. Social media, mobile apps, and email 
marketing are among the key digital tools used by football clubs to engage with their fans. Several 
articles have explored the impact of these technologies on fan engagement, as well as how clubs can 
leverage these tools to enhance their marketing efforts. One study by Kim and Ko (2012) examined the 
role of social media in football marketing, finding that social media platforms provide a means for clubs 
to interact with fans on a more personal level, building stronger relationships and enhancing brand 
loyalty. Similarly, research by (Zheng, et al., 2016) demonstrated that mobile apps can be used to 
provide fans with a more immersive and interactive experience, leading to increased engagement and 
revenue. 
Another area of interest is email marketing, which has long been used by football clubs to promote 
tickets and merchandise. However, with the advent of data analytics, clubs are increasingly using email 
marketing to create more targeted and personalized campaigns. A study by Fillis and Wagner (2019) 
explored the effectiveness of email marketing in football, finding that personalized emails can lead to 
higher engagement and revenue. Overall, the literature suggests that digital technologies play a 
significant role in football marketing and fan engagement. Social media, mobile apps, and email 
marketing offer clubs new ways to reach and interact with fans, creating a more personalized and 
engaging experience. As such, understanding the impact of these technologies on fan engagement is 
essential for football clubs looking to remain competitive in an increasingly digital world. This literature 
review has explored the impact of digital technologies on football marketing by understanding the 
effectiveness of social media, mobile apps, and email marketing in enhancing fan engagement. 

 
3.1.1 Effectiveness of Social Media in Football Marketing: 
Social media has become a crucial tool for football clubs to connect with their fans, and numerous 
studies have shown that it is highly effective in generating engagement, building brand awareness, and 
increasing loyalty among fans. Football clubs leverage social media platforms such as Facebook, 
Instagram, and Twitter to share news, updates, and behind-the-scenes content. They also use social 
media to run contests and promotions, which further strengthens fan engagement. Besides, social 
media provides a platform for fans to interact with each other and the club, promoting a sense of 
community and belonging. 
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3.1.2 Effectiveness of Mobile Apps in Football Marketing: 
Mobile apps can enhance the fan experience by providing features such as live scores, news, match 
highlights, team line-ups, and options to purchase merchandise. The convenience of mobile apps 
makes them a valuable tool for football clubs to reach their fans and enhance their engagement. 
Additionally, mobile apps allow for personalized content, which can result in higher engagement and 
revenue. For example, personalized push notifications and alerts can increase engagement, and 
targeted marketing campaigns can lead to increased sales. Mobile apps also provide clubs with 
valuable data on fan behaviour and engagement, enabling them to create more targeted and effective 
marketing campaigns. Several football clubs have successfully implemented mobile apps as part of 
their marketing strategy. FC Barcelona's app provides fans with exclusive content, such as live 
broadcasts of training sessions and behind-the-scenes footage (FC Barcelona, 2023). Similarly, 
Manchester United's app offers features such as live match updates, exclusive interviews, and match 
highlights (Manchester United, 2023). 
 
3.1.3 Effectiveness of Email Marketing in Football Marketing: 
Email marketing campaigns are a widely used tool in football marketing, providing clubs with a direct 
and personalized way to communicate with fans. Personalization is an effective marketing strategy that 
involves tailoring marketing messages to the individual needs and interests of customers. In the 
context of email marketing for football clubs, personalization can be used to create more targeted and 
relevant emails for each fan of the club, which can lead to higher engagement and potentially 
increased revenue.  
One way to personalize emails for football fans is to segment the email list based on different criteria 
such as age, gender, location, and past purchasing behaviour. For example, a football club can segment 
its email list to target fans who have attended a certain number of matches or purchased certain 
merchandise items. Then, the club can send targeted emails to these segments with personalized 
content that is relevant to their interests. Another way to personalize emails is to use dynamic content 
that changes based on the recipient's past behaviour or preferences. For instance, a football club can 
use dynamic content to show different merchandise items to fans based on their favourite player. By 
doing so, the club can increase the likelihood that the fan will make a purchase. Studies have shown 
that personalization can have a significant impact on email marketing effectiveness. According to a 
study by Grewal, et al., (2009), personalized emails had a higher open rate of 29% compared to emails 
that were not personalized had an open rate of 18.3%. As technology continues to evolve, digital 
technologies will play an even more significant role in football marketing, providing clubs with new and 
innovative ways to connect with their fans. 
 
3.2 The Influence of Sponsorship on Fan Behaviour: A Consumer Behaviour Perspective  

 
Sponsorship is one of the most effective marketing tools for football clubs as it offers a direct 
opportunity for brands to connect with fans and promote their products or services. A sponsorship deal 
can bring financial gains to a football club, enhance brand visibility, and contribute to the growth of the 
sport. Sponsorship can be classified into several types, including shirt sponsorship, stadium naming 
rights, and event sponsorship. Each type of sponsorship offers unique benefits to both the football club 
and the sponsor, depending on the objectives and target audience of the sponsor. Sponsorship is a 
crucial aspect of the business of football, and it can influence the behaviour of fans. 
Shirt sponsorship is one of the most common types of sponsorship in football, where a brand’s logo is 
prominently displayed on the team's shirts during matches. Shirt sponsorship has been found to have a 
significant impact on both the sponsor and the football club, with studies indicating that shirt 
sponsorships can enhance brand image and awareness (Desbordes & Richelieu, 2013) and increase the 
revenue of the football club (Chadwick & Thwaites, 2005). Stadium naming rights is another form of 
sponsorship that involves the branding of a stadium with a sponsor's name. The naming rights sponsor 
benefits from brand exposure and recognition, while the football club generates revenue from the 
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sponsorship deal. Stadium naming rights can also contribute to the financial stability of the football 
club by providing a long-term source of revenue (Girginov & Hills, 2012). Event sponsorship involves 
sponsoring a specific football event or competition, such as a cup competition or a friendly match. 
Event sponsorship provides the sponsor with the opportunity to target a specific audience and engage 
with fans on a deeper level. Studies have shown that event sponsorships can have a positive impact on 
brand awareness and recall (Cleophas & Smit, 2012) and lead to increased revenue for the sponsor 
(Boyle & Ali, 2016). 
A specific social media strategy can be used to enhance the effectiveness of football marketing 
sponsorship. One specific social media strategy that can enhance the effectiveness of sponsorships in 
football marketing is leveraging social media influencers to promote sponsored content. Social media 
influencers are individuals who have a large following on social media platforms and can impact the 
behaviour and attitudes of their followers. By partnering with relevant influencers, football clubs can 
tap into their engaged audiences and drive brand awareness and engagement. 
Another strategy involves creating engaging and interactive content that aligns with the values and 
interests of the target audience. This can be achieved by leveraging user-generated content, 
gamification, and interactive features such as polls and quizzes. Moreover, targeting the right audience 
is crucial for the success of any social media strategy. Social media analytics tools can be used by 
football clubs to identify and segment their target audience based on demographics, interests, and 
behaviour. Social media can be used to increase the reach and engagement of sponsorships by creating 
and sharing relevant and engaging content, such as behind-the-scenes footage, player interviews, and 
fan interactions.  

 
3.2.1 Sponsorship Effectiveness: 
Sponsorship can have a direct and indirect impact on fan behaviour, and the effectiveness of 
sponsorship depends on several factors. Sponsorship fit and congruity are key factors that can 
influence the effectiveness of sponsorship in football marketing. Sponsorship fit refers to the degree of 
compatibility between the sponsor and the sponsored entity, while sponsorship congruity refers to the 
similarity in values and image between the sponsor and the sponsored entity. For example, a 
sportswear brand sponsoring a football club would have a higher fit and congruity than a fast food 
chain, as the former is more closely aligned with the values and interests of football fans. Studies have 
found that sponsorship fit and congruity can positively impact brand attitude and purchase intention 
(Grohs et al., 2016; Cornwell & Maignan, 1998). Moreover, the credibility of the sponsor and the 
sponsored entity, as well as the level of fan engagement with the sponsored content, can also influence 
the effectiveness of sponsorship and ultimately impact fan behaviour. 
 
3.2.2 Fan Identification: 
Fan identification is a crucial factor that influences the impact of sponsorship on fan behaviour. Fans 
who identify strongly with a football club are more likely to hold a positive attitude towards sponsors 
and their products. Fan identification has also been found to positively impact the likelihood of 
purchasing a sponsor's product. Conversely, fans who do not identify with a football club may not be 
affected by sponsorship (Funk & James, 2001). 

 
3.2.3 Attitude Toward the Sponsor: 
Attitude toward the sponsor is a key factor that predicts fan behaviour in response to sponsorship. A 
positive attitude toward the sponsor is likely to result in increased purchase intention and positive 
word-of-mouth communication (Cornwell et al., 2005). Several factors influence the attitude toward 
the sponsor, including the fit between the sponsor and the sponsored entity, the activation of the 
sponsorship, and the sponsor's reputation. The effectiveness of sponsorship depends on several 
factors, including sponsorship fit, congruity, and fan identification. Celebrity endorsement can enhance 
the impact of sponsorship, while ambush marketing can dilute its effectiveness. Fan identification is 
particularly important, as fans who strongly identify with a football club are more likely to have a 
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positive attitude toward sponsors and their products. On the other hand, fans who do not identify with 
a football club may not be influenced by sponsorship (Funk & James, 2001). To maximize the impact of 
sponsorship on fan behaviour, it is crucial for football clubs to carefully select sponsors that align with 
the values and image of the club and its fans. 
 
3.3 The Use of Search Engine Marketing in Football 

 
The use of search engine marketing (SEM) has become increasingly popular in the sports industry, 
particularly in football. SEM involves paid advertising to increase the visibility of a website on search 
engine results pages. This method of marketing has proven to be effective in increasing brand 
awareness and generating revenue for football clubs. The foundation of any successful SEM campaign 
is thorough keyword research. Football clubs need to identify the keywords and phrases that their fans 
are searching for and include those keywords in their content and advertisements. 
A study by Balduck, et al., (2016) found that football clubs should focus on keywords related to match 
schedules, ticket sales, and player information to increase website traffic. Another important practice 
in SEM is ad copy. The ad copy used in SEM campaigns should be engaging, persuasive, and include 
relevant keywords, as well as a strong call to action. According to a study by Liu and Li (2016), using 
emotional appeals in ad copy can increase click-through rates and conversions. SEM campaigns require 
continuous monitoring and optimization to ensure their effectiveness. Football clubs should regularly 
monitor their campaigns and adjust them based on performance metrics, such as click-through rates 
and conversion rates. 
A study by Gonçalves & Brás, (2017) found that regularly adjusting SEM campaigns based on 
performance metrics can significantly improve their effectiveness. Case studies of Manchester United 
and Real Madrid have demonstrated the effectiveness of SEM campaigns in increasing website traffic, 
ticket sales, and fan engagement. A case study by Hanlon and Williams (2017) found that Manchester 
United used targeted SEM campaigns to increase ticket sales and merchandise revenue, resulting in a 
300% increase in website traffic and a 200% increase in ticket sales. Moreover, a case study by Kwon, 
et al., (2019) on Manchester United showed that the SEM campaign was successful in increasing clicks 
and return on ad spend. 
Another study by Wang et al. (2017) found that Real Madrid used SEM to increase global brand 
awareness and attract fans from around the world, resulting in a 500% increase in website traffic and a 
400% increase in social media engagement. Another case study by Zhang et al. (2018) on Real Madrid 
showed that the SEM campaign was successful in increasing website visits and conversions and found 
that SEM positively influenced consumer behaviour and purchase intentions for sports merchandise. 
SEM is a cost-effective way for teams to reach new fans and promote their brand, and it has become an 
integral part of football marketing strategies. 
SEM has proven to be an effective marketing strategy for football teams, resulting in increased visibility 
and ticket sales. According to a study by Harris and Rae (2018), SEM was the second most effective 
digital marketing channel for football teams, behind only social media marketing. Additionally, SEM is a 
cost-effective way for teams to reach new fans and promote their brand (Leppäniemi & Karjaluoto, 
2017). SEM has become an integral part of football marketing strategies. Best practices such as 
keyword research, ad copy, landing pages, and monitoring and optimization are crucial for the success 
of SEM campaigns. Case studies of Manchester United and Real Madrid have shown that SEM can 
significantly increase website traffic, ticket sales, and fan engagement. 
 
3.4 Data Analytics 
 
Introduction: 
Football has become one of the most popular sports in the world with an estimated 4 billion fans 
globally and its popularity has led to an increased focus on the business side of the sport. For instance, 
basketball has an estimated 450 million fans worldwide, which pales in comparison to football. 
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However, sports such as cricket and rugby have a significant following in some countries, but their 
popularity is not as widespread as football. To remain competitive and generate revenue, football clubs 
have started using data analytics to improve their marketing and sponsorship strategies. Data analytics 
has emerged as a valuable tool in football marketing and sponsorship, allowing clubs and brands to 
better understand their fans and target them with more customized and effective marketing 
campaigns. In the context of football, data analytics can help clubs better understand their fans, 
identify new market opportunities, and maximize their return on investment from sponsorship deals. 
Football marketing and sponsorship have experienced significant growth in recent years, with clubs and 
brands alike investing heavily in marketing strategies to increase their revenue streams.  
 
3.4.1 Fan Behaviour and Preferences: 
Data analytics has become a crucial tool for understanding fan behaviour and preferences in football. 
By analyzing data such as ticket sales, social media engagement, and website traffic, football clubs and 
sponsors can gain insights into their target audience and tailor their marketing strategies accordingly. A 
study by Baker et al. (2018) found that data analytics can be used to segment football fans based on 
their level of engagement, interests, and demographics, enabling more targeted and personalized 
marketing campaigns. Moreover, data analytics can help clubs to optimize social media marketing 
strategies and improve fan engagement across various digital platforms (Zhang, Zhou, & Luo, 2021). 
Additionally, by analyzing fan data, clubs can identify the most popular social media channels among 
their fans and create content that resonates with them. 

 
3.4.2 Sponsorship Analytics: 
Sponsorship is a major source of revenue for football clubs, and data analytics can help clubs identify 
and evaluate potential sponsorship opportunities, as well as measure the impact of their existing 
sponsorship deals. Sponsorship analytics involves analyzing data from various sources, including social 
media, ticket sales, and merchandise sales, to evaluate the effectiveness of a sponsorship deal. By 
analyzing data on factors such as sponsor recognition, corporate reputation, and propensity to make 
future purchases, clubs and brands can determine the ROI (Return On Investment) of their sponsorship 
investments. For example, a study by Sandvik et al. (2020) found that sponsorship recognition has a 
significant impact on fans’ attitudes towards the sponsoring brand, which in turn can impact their 
purchase intentions. Similarly, a study by Bühler et al. (2019) found that sponsorship effectiveness can 
be improved by aligning sponsorships with fans’ values and interests. For instance, Tottenham Hotspur 
used sponsorship analytics to identify AIA as a potential sponsor, and signed a deal with them in 2013, 
which has since become one of the most successful sponsorship deals in the Premier League (Dobson, 
2019). 
 
3.4.3 Effectiveness of Marketing Campaigns: 
Data analytics is essential for measuring the effectiveness of football marketing campaigns. By tracking 
metrics such as social media engagement, website traffic, and ticket sales, football clubs can evaluate 
the success of their marketing efforts and make necessary adjustments. A study by Rowley et al. (2016) 
found that data analytics can be used to optimize digital marketing campaigns by identifying the most 
effective channels for reaching and engaging target audiences. 

 
3.4.4 Ticket Sales: 
Data analytics can optimize ticket sales strategies in football by analyzing fan data. This helps clubs to 
identify trends in ticket sales and adjust pricing strategies accordingly (Maher & Richards, 2019). 
Additionally, analyzing fan data allows clubs to identify the most popular match days and times and 
create targeted promotional campaigns that increase ticket sales (Maher & Richards, 2019). Moreover, 
data analytics helps clubs to identify the most effective channels for promoting ticket sales, such as 
email marketing or social media advertising (Liu, Li, & Wang, 2019) 
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3.4.5 Social Media Analytics: 
Social media has become an important marketing channel for football clubs, as it provides a direct line 
of communication with fans. Social media analytics involves analyzing data from social media platforms 
to gain insights into fan behaviour and preferences. Clubs can use social media analytics to track their 
social media performance, identify trending topics among their fans, and create content that resonates 
with their interests and values. For instance, Manchester United used social media analytics to identify 
that their fans were interested in content related to the team's history and created a social media 
campaign around the team's 140th anniversary, leading to increased engagement and fan loyalty 
(Duffy, 2020). 
 
3.4.6 Current State and Future Potential: 
While data analytics has become increasingly important in football marketing and sponsorship, there is 
still potential for further growth and development. Many clubs still rely on traditional methods of data 
collection and analysis, such as surveys and focus groups, which may not provide comprehensive 
insights into fan behaviour and preferences (Maher & Richards, 2019). However, with the growth of 
technology and the availability of new data sources, such as social media and mobile apps, the 
potential for data analytics in football marketing and sponsorship is significant.  
In summary, data analytics has emerged as a key tool in football marketing and sponsorship, with its 
applications ranging from fan engagement to player recruitment. By leveraging data analytics, clubs 
and brands can gain a deeper understanding of their fans and target them with more customized and 
effective marketing campaigns. Additionally, data analytics can be used to evaluate the effectiveness of 
sponsorship deals and make more informed decisions when recruiting players. As data analytics 
evolves, its role in football marketing and sponsorship will likely continue to grow.  
 
3.5 Global Sponsorship in Football: 

 
Football has become a global sport with a massive following, making it an attractive platform for 
brands to increase their global visibility and enhance their brand equity. Football sponsorship has 
grown rapidly over the past few decades, with brands investing large sums of money in sponsorships to 
reach new audiences and increase their brand awareness. With the globalization of football, the scope 
for global sponsorship has become more significant, providing brands with opportunities to reach 
audiences worldwide. However, global sponsorship in football also poses significant challenges that 
require careful consideration to maximize the benefits while minimizing the risks. 

 
3.5.1 Benefits of Global Sponsorship in Football: 
 
Sponsorship provides an opportunity for brands to increase their brand awareness among a diverse 
range of audiences worldwide. According to Choi and Lee (2018), football sponsorships are highly 
effective in raising brand awareness, as they offer a platform to promote a brand globally. Sponsorship 
can improve a brand's equity by creating a positive association with the sponsored football team. 
According to Kazeminia, et al., (2015), sponsorship of a football team can positively impact brand 
equity by enhancing the brand's image and reputation, leading to increased customer loyalty. Football 
has a massive global following, with millions of people watching the game and engaging with the sport 
through various media channels. Sponsorship provides brands with access to a global audience, 
enabling them to reach new customers and markets. According to Cornwell & Maignan, (1998), 
sponsorship provides an effective means of reaching a diverse and global audience. 
 
3.5.2 Challenges of Global Sponsorship in Football: 
 
One of the key challenges of global sponsorship in football is the difficulty in identifying the appropriate 
target audience. With a global fan base, sponsors must understand the demographics and 
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psychographics of football fans to create targeted marketing campaigns. Research indicates that social 
media platforms can be used to target specific groups of fans based on their interests, behaviours, and 
locations (Haverman, et al., 2019). However, it is crucial to note that this requires careful consideration 
of cultural and linguistic differences across different regions and countries. Another challenge of global 
sponsorship in football is the risk of negative publicity. Football is a highly emotional sport, and fans 
can be quick to criticize sponsors who do not align with their beliefs or values. This risk can be 
mitigated by carefully selecting partners who share similar ethics and values with the club and its fans. 
Research suggests that the alignment of the sponsor's values and the club's values positively affects fan 
attitudes and purchase intentions (Park and Kim, 2018). Moreover, global sponsorship in football faces 
challenges regarding measuring effectiveness and Return On Investment. Sponsors often struggle to 
determine whether their investment in football sponsorship is worth it. This challenge can be 
addressed through marketing metrics such as brand awareness, brand preference, and purchase 
intention (Cleophas et al., 2021). The effectiveness of sponsorship can also be measured by assessing 
the impact on fan engagement, social media followership, and website traffic. 
Overall, the challenges of global sponsorship in football must be addressed to enhance the 
effectiveness of sponsorship in football marketing. The literature review highlights the need for 
carefully identifying the appropriate target audience, mitigating the risk of negative publicity, and 
accurately measuring the effectiveness of sponsorship. These align with the research objectives of this 
dissertation, which seek to assess the impacts of digital marketing and sponsorship on the football 
industry as a business and their implications on fan engagement. 

 
3.6 The Future of Digital Marketing in Football: Emerging Technologies and Innovations 
 
The digital revolution has transformed the way football is marketed and consumed, leading to rapid 
growth in the use of digital marketing in football. The emergence of new technologies and innovations 
has further enhanced the potential of digital marketing in football. 
 
3.6.1 Emerging Technologies in Digital Marketing for Football: 
 
Artificial Intelligence (AI) has already made significant contributions to the football industry, such as 
player performance analysis, match analysis, and injury prevention. In terms of marketing, AI can be 
used for personalized marketing, chatbots for customer service, and prediction models to understand 
fan behaviour and preferences (Katz, 2018). Another emerging technology in digital marketing is the 
use of Virtual Reality (VR) and Augmented Reality (AR). VR and AR can enhance the fan experience by 
creating immersive environments for fans to interact with their favourite players and teams. It can also 
be used for product placement and brand activation (Cullen, 2019). Another emerging technology is 
the Internet of Things (IoT). IoT can be used for tracking fan behaviour and preferences and collecting 
data on stadium traffic, merchandise sales, and other metrics. This data can then be used to improve 
the fan experience and marketing efforts (Samaras & Vuuren, 2019). Blockchain technology is one 
more emerging technology that is used widely. Blockchain technology can be used to create secure and 
transparent ticketing systems, prevent counterfeit merchandise, and even provide rewards for fan 
engagement (Kreutzer, et al., 2020). 
 
3.6.2 Innovations in Digital Marketing for Football: 
 
Social media influencers have become a major force in digital marketing, and football clubs and brands 
are using them to reach a wider audience and build brand awareness (Gladden & Milne, 2019). Another 
innovation in technology which can be used in digital marketing is Esports. Esports has emerged as a 
rapidly growing industry, and football clubs are investing in esports teams and tournaments as a way to 
reach younger audiences and expand their brand (Hamari et al., 2017). As more people use mobile 
phones, football clubs are developing mobile apps to enhance fan engagement and provide a more 
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personalized fan experience. Football clubs are developing mobile apps to enhance fan engagement 
and provide a more personalized fan experience. These apps can be used for ticketing, merchandise 
sales, and even personalized content based on fan preferences (Westcott, 2019). The future of digital 
marketing in football is exciting, with the potential for new technologies and innovations to enhance 
the fan experience and provide new opportunities for marketing and branding. However, it is 
important for football clubs and brands to stay up to date with these emerging technologies and 
innovations, and to use them in a way that is authentic and resonates with their target audience. 
 
3.7 The Future of Football Sponsorship: Opportunities 

 
Football sponsorship has become an integral part of the sport, providing significant revenue streams 
for football clubs, and allowing sponsors to reach millions of fans globally. As football continues to 
grow in popularity, the future of football sponsorship looks bright, with many new opportunities 
emerging. One of the major opportunities in football sponsorship is the growth of the women's game. 
As the popularity of women's football continues to rise, there is a significant opportunity for sponsors 
to invest in the sport and reach a new, diverse audience (Kang, 2020). Esports has become increasingly 
popular in recent years, and football clubs are starting to enter the field. This provides an opportunity 
for brands to reach a new audience and connect with younger fans. Another opportunity is the use of 
social media to enhance the fan experience and increase engagement with sponsors. Football clubs can 
use social media platforms to create interactive content that allows fans to engage with sponsors in 
real time (Harris & Carrigan, 2020). This can include live streams, interactive games, and fan polls. 
Additionally, blockchain technology is emerging as a potential game-changer in football sponsorship, 
allowing for secure, transparent transactions between clubs, sponsors, and fans (Gorse et al., 2019). 
Football clubs need to remain proactive in their approach to sponsorship acquisition and management 
to stay ahead of the curve. Those that embrace these trends and opportunities are likely to reap the 
benefits of a more engaged fan base and increased revenue from sponsorship deals. 

  
3.8 Literature Gap 
 
The existing literature on assessing the impacts of digital marketing and sponsorship on the football 
industry as a business and its implications for fan engagement is extensive, but there are still gaps that 
need to be addressed. Specifically, there is a lack of research that explores the effects of social media 
marketing on a football team's brand equity and how this content can be tailored to appeal to and 
engage football fans. Furthermore, while research has been conducted on the factors affecting the 
success of sports sponsorship, further examination of these factors is needed in the context of teams in 
the English Premier League and Indian Super League specifically. Additionally, more research is needed 
into how athletes' social media presence can be utilized to build a fan experience around a particular 
brand. One of the gaps in the literature is the lack of research on the impact of social media marketing 
on football team brand equity. While studies have been conducted on the use of social media in sports 
marketing, they tend to focus on the use of social media as a promotional tool rather than its impact on 
brand equity. This gap can be addressed by conducting a study on how social media marketing can be 
used to create content that appeals to and engages football fans, and how this engagement can be 
leveraged to build a stronger brand image. 
 
Although studies on sports sponsorship, in general, have been conducted, such as the study by Filo, et 
al., (2015) on social media as an effective tool for engaging fans and building brand awareness, there is 
a need for more research in the context of these two leagues. A study in this area could explore the 
factors affecting the recognition of sponsors, the corporate reputation of sponsors, and the propensity 
of fans to make future purchases from sponsors. Finally, a gap in the literature is how athletes' social 
media presence can be used to build a fan experience around a particular brand. While research has 
been conducted on the influence of athletes on social media, there is a need for more research on how 
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this influence can be harnessed to create a unique fan experience that aligns with a particular brand. A 
study in this area could explore the impact of athlete-generated content on fan engagement and the 
potential for athlete-generated content to create a stronger connection between fans and brands. 
Overall, these gaps in the literature indicate a need for further research on the impacts of digital 
marketing and sponsorship on the football industry as a business and its implications for fan 
engagement. By addressing these gaps, the study's findings can help football teams and brands create 
more effective marketing strategies that engage fans and build stronger brand equity 
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4.0 Methodology: 
 
4.1 Research Approach: As a researcher, it is important to choose an appropriate research approach that 
can best address the research questions or objectives.  The research approach employed in this study was 
a quantitative research method. Quantitative data was gathered through a survey questionnaire 
administered to participants selected through a purposive sampling technique The primary objective of 
using a quantitative research approach was to provide empirical evidence of the relationships between 
the variables and to draw conclusions based on the analysis of numerical data. The findings of this study 
are intended to contribute to the existing literature on sports marketing and management and inform 
future research, practice, and policy in the field. 

 
4.2 Research Design: The research design for this research involved the collection of data through 
Google form surveys from fans and club management. The survey was conducted to gather 
quantitative data on the impact of digital marketing and sponsorship on fan engagement in the football 
industry from a fan perspective as well as a club perspective. The surveys designed for the club 
management were conducted to gain a deeper understanding of the impact of these marketing 
strategies on the business side of the football.  

 
4.3 Sampling Technique: In this study, a purposive sampling technique was employed to select 
participants who met specific criteria. The sampling criteria for participant selection for the first survey 
were that they should be following either the English Premier League or Indian Super League and 
reside in India or the UK or Ireland. 106 participants took part in the study. A sample size of 106 was 
considered adequate, as similar studies like the ones by Olubusola (2021), Jones (2018) and Brown 
(2015) had a similar sample size for their research. Additionally, using a purposive sampling technique 
enhanced the representativeness and generalizability of the sample. The second survey meant for club 
management had a smaller sample size of 11 because the population of club management officials was 
smaller compared to the fan population. The proportion of 10:1 fans to management is often 
considered appropriate in research studies because fans are typically the primary stakeholders in 
sports organizations and their opinions and behaviours have a significant impact on the success of the 
organization (Krejcie & Morgan, 1970). The purposive sampling technique was chosen because it 
allowed for the selection of participants who met specific criteria related to the research questions. 
This technique ensured that the participants selected had a genuine interest in football and were 
actively engaged with the sport through social media. By selecting participants who followed either the 
English Premier League or Indian Super League and resided in India or the UK, it was possible to gain 
insights into the impact of digital marketing and sponsorship on the football industry in these two 
leagues. The use of the purposive sampling technique was supported by previous studies such as 
Babbie (2016) and Neuman (2014), who have noted that this sampling technique is appropriate when 
the research aims to gain insights into specific populations that meet certain criteria. Furthermore, 
previous studies on football fan engagement such as Beech & Chadwick (2007) have also used 
purposive sampling techniques to select participants with specific interests and engagement levels in 
football. 

 
4.4 Data Collection Instruments and Procedures:  
The study used two survey questionnaires to collect data from football fans and football club officials 
from both the English Premier League and Indian Super League. The survey questionnaires were 
designed to collect data on the impact of social media marketing on a football team's brand equity, 
links between factors affecting the success of sports sponsorship, and athletes' social media influence 
in building a fan experience around a particular brand. The questionnaires were sent via google forms 
and the data was stored securely on a password-protected Google sheet. For this study, data was 
collected via two separate Google Forms, an online survey platform. Each question was chosen 
carefully to answer specific aspects of the objectives. Both surveys consisted of 30-34 questions, with 4 
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sub-sections in them. Each sub-section was dedicated to understanding the demographics, social media 
engagement (fan perspective and club perspective), understanding the factors affecting the success of 
sports sponsorship and understanding an athlete's social media influence in building a fan experience 
around a particular brand (from a fan as well as club perspective). The first survey was conducted to 
understand the fan perspective on the topic. The survey was distributed through Instagram, Facebook, 
and WhatsApp, targeting individuals who follow either English Premier League or Indian Super League 
and reside in India or the UK. The second survey was conducted to understand the club’s 
(management) perspective on this topic. The individuals in this survey were people in the club’s 
management. Participation was voluntary in the survey. The survey was available for a period of four 
weeks, and participants were asked to complete it within that time frame. Overall, a total of 106 
responses were received for the first survey and 11 responses were received for the second survey. All 
117 responses were considered for analysis in this study. 

 
4.5 Data Analysis Techniques: For the quantitative analysis, the data collected through the Google Form 
survey were analysed using descriptive statistics, such as mean, standard deviation, and frequency 
distribution. These analyses were conducted to identify patterns and trends in the data. Additionally, 
inferential statistics, such as correlation analysis and regression analysis, were used to identify 
relationships between the variables. 
 
4.6 Quality Criteria: To ensure the quality and reliability of the research, several criteria were used for 
participant selection and data collection. Firstly, the sampling criteria required that participants follow 
either the English Premier League or Indian Super League and reside in India or the UK. This ensured 
that the data collected was relevant to the research questions and provided insights into the impact of 
digital marketing and sponsorship on the football industry in these specific regions. Secondly, the data 
collection methods employed were designed to ensure that the data collected was accurate and 
reliable. Online surveys were used to collect data from participants, and the surveys were carefully 
designed to ensure that the questions were clear, unambiguous, and relevant to the research 
questions. The surveys were also pre-tested to ensure that they were easy to understand and 
complete.  

 
4.7 Ethical Considerations: This study has adhered to the ethical guidelines the research ethics 
committee set out. All participants were told about the study's purpose, their rights, and their 
confidentiality. While conducting surveys for the dissertation several ethical considerations were 
considered to ensure the protection of participants and their data. Firstly, the study adhered to the 
ethical guidelines set out by the Irish Research Council, which require researchers to obtain informed 
consent from all participants in research studies (IRC, 2018). Informed consent was obtained from all 
participants in the study, and participants were informed about the purpose and nature of the 
research, the methods used, and their rights as participants, including the right to withdraw from the 
study at any time. Second, data protection measures were taken to ensure the confidentiality and 
anonymity of participants and their data. The researcher ensured that all personal data collected was 
stored securely and that participants were informed about how their data would be used, who would 
have access to it, and how it would be destroyed after the study. Third, the researcher ensured that 
participants were not physically or emotionally harmed during the study. The researcher was mindful 
of any cultural or social factors that may impact participants and took steps to minimize any discomfort 
that may arise during the study. The researcher took care to avoid questions that could be perceived as 
discriminatory or stigmatizing and ensured that the language used was clear and understandable. 

 
4.8 Limitations and Assumptions: The methodology used in this study has some limitations. Firstly, the 
sample size for the fan survey was relatively small (106), and although similar studies have used similar 
sample sizes, it may not be representative of the entire population of football fans in the UK and India. 
Secondly, the sample size for the club management survey was even smaller (11), which may limit the 
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generalizability of the findings. Additionally, the use of a purposive sampling technique may introduce 
bias, as only participants who meet specific criteria were selected for the study. Finally, the use of self-
reported survey data may be subject to response bias, as participants may not always provide accurate 
or truthful responses. Furthermore, the study did not consider the impact of cultural and social factors 
on fan engagement, which could have affected the findings. Despite these limitations, the study aimed 
to contribute to the existing literature on sports marketing and management and inform future 
research, practice, and policy in the field. 
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5.0 Findings and Analysis 
  

5.1 Primary Data Collection- Survey for Fans 
 

In this study, 106 participants (fans) provided their valuable insights and opinions on the subject via a 
survey. The sample consisted of 63 male and 43 female participants, reflecting a balanced distribution 
of gender representation. The geographic distribution of the sample was primarily composed of 60.4% 
of participants from India, with the remaining 39.6% hailing from the United Kingdom or the Republic 
of Ireland. The age range of the participants was diverse, with the majority (68.9%) falling within the 
18-36 age bracket. Additionally, 26.4% of participants belonged to the 36-55 age group, while a smaller 
fraction (4.7%) belonged to the 56-year and above age group. The majority of participants (70.8%) were 
employed, with 13.2% being self-employed and 10.4% being students. This diverse demographic 
composition allowed for a comprehensive and nuanced analysis of the research questions posed in this 
study. The following are the findings from the first survey for which the participants were fans. 

 
Section 1: Social Media Engagement with Football Teams 

 
Among the 106 participants who took part in the study, 45.3% indicated following the English Premier 
League, while 34% reported following the Indian Super League. Notably, a minority proportion of the 
participants (20.8%) expressed following both the English Premier League and the Indian Super League 
simultaneously. These findings provide an initial glimpse into the preferences and interests of football 
enthusiasts and suggest that a significant number of individuals have a vested interest in more than 
one football league.  

 
 

 
 
The survey questions were aimed to explore the frequency of engagement with social media, which 
social media they engage on the most and how likely are they to interact 
(share/retweet/like/comment) to the content, posted by participants' favourite football team. 
Furthermore, they aimed to understand the fan’s perceptions of the team's brand and the impact of 
social media on their relationship with the team. The results suggest that a significant proportion of 
respondents (67%) engage with social media content multiple times a day, indicating an elevated level 
of interest and involvement with the content. A smaller but still significant proportion of participants 
(17.9%) indicated engaging with such content once a day, while 7.5% reported doing so a few times a 
week. Notably, 5.7% of respondents reported never engaging with the content, while only 1.9% of 
participants reported doing so once a week.  
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The results also indicated that Instagram and Twitter were the most popular platforms for engagement 
among the participants, with 37 respondents selecting Instagram and Twitter. The next most popular 
platform was Instagram and YouTube, with 16 respondents. Other platforms that received responses 
include Instagram and Facebook (7 respondents), Instagram, Twitter, Facebook, TikTok, and YouTube (3 
respondents), and Instagram, TikTok, and YouTube (1 respondent), among others. Moreover, three 
respondents selected Twitter as their primary social media platform, while three respondents selected 
YouTube. These findings were obtained through descriptive statistics, which involved tabulating the 
frequency of each response and presenting it in a clear and concise manner. 
 
The study findings suggest that the responses of participants regarding the likelihood of sharing 
content posted by their favourite football team on social media were widely dispersed. The distribution 
of responses across the Likert scale ranged from "very unlikely" to "highly likely." The majority of 
participants (45.3%) responded neutrally on the matter, while only a small proportion of respondents 
(17.9%) indicated a likelihood to share content. Furthermore, a mere 10.4% of participants expressed a 
strong tendency to share such content. The mean response was relatively neutral, indicating a lack of 
clear consensus among the participants. Overall, the results indicate a broad spectrum of attitudes and 
behaviours towards sharing football team content on social media among the participants. The results 
of the survey revealed that participants' responses to engaging with posts on social media were 
overwhelmingly positive. A majority of participants (59.4%) responded as "very likely" to engage with 
posts, and 20.8% responded as "likely." The distribution of responses indicated a positive skew, with a 
relatively small proportion of participants expressing lower levels of inclination to engage with posts. 
The mean response on the Likert scale for engagement with posts was high (4.20 out of 5), with a 
relatively low standard deviation (0.95), indicating a high level of agreement among participants in 
their inclination to engage with posts. The responses suggest a high level of interest and engagement 
with social media content related to their favourite football team. 
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Figure 3: The graph depicts the results of the question of whether it was important for their team to have an active social media presence. 
67.9% voted as important, 21.7% voted as very important, 4.7% voted as neutral, 3.8% voted as not important and 1.9% voted as not at all 

important. 
 

According to the findings derived from the survey, when asked to rate the quality of content posted by 
their favourite football team on social media, a significant proportion of participants (46.2%) rated it as 
good. Conversely, 43.4% of the participants rated it as average and a minor proportion (8.5%) rated it 
as very good. Additionally, the study revealed that a majority of the participants (67.9%) considered it 
important for their favourite football team to have an active presence on social media, while 21.7% of 
the participants considered it very important. Based on the findings in Appendix 1, we can conclude 
that participants who followed EPL were more likely to rate the quality of content posted by their 
favourite football team on social media as good and were more inclined to engage with the content. 
They also preferred Instagram and Twitter as their primary social media platforms. However, 
participants who followed ISL were less likely to rate the quality of content as good and were less 
inclined to engage with the content. It is also important to note that there were fewer participants who 
followed ISL, which may have influenced the results These findings highlight the importance of social 
media platforms for football teams to engage with their fanbase and promote their brand and suggest 
that frequent and consistent content creation and sharing may be key to achieving optimal fan 
engagement and brand equity. 

  
Section 2: Factors Affecting the Success of Sports Sponsorship in the English Premier League and Indian 
Super League: An Evaluation of Sponsor Recognition, Corporate Reputation, and Propensity to Make 
Future Purchases. 
 
The second objective of the study was to examine and scrutinize the varied factors that impact the 
effectiveness of sports sponsorship and corporate reputation and propensity to make future purchases 
in the English Premier League and the Indian Super League. Several survey questions were specifically 
aimed to assess the importance of three crucial variables, namely sponsor recognition, corporate 
reputation, and fans' willingness to make future purchases. The ensuing table provides an in-depth 
understanding of the participant's (fans) responses to the aforementioned survey questions. 
 

Question Response 

1. Sponsor identification frequency 
67.9% frequently, 17.9% very frequently, 5.7% don't 
know, 5.7% sometimes, 2.8% never 

2. Team's corporate reputation 
69.8% good, 13.2% excellent, 11.3% neutral, 4.7% bad, 
0.9% very bad 

3. Likelihood of purchasing 
sponsor's product 

67.9% likely, 8.5% very likely, 16% neutral, 5.7% unlikely, 
1.9% very unlikely 

4. Likelihood of unfollowing team's 
social media if sponsor-related 
content dominates 

19.8% highly unlikely, 49.1% unlikely, 9.4% neutral, 14.2% 
likely, 7.2% highly likely 

5. Likelihood of unfollowing team's 
social media due to sponsorship-
related content 

19.8% highly unlikely, 49.1% unlikely, 9.4% neutral, 14.2% 
likely, 7.2% highly likely 

6. Feelings towards new sponsor 
67.9% neutral, 9.4% not excited at all, 3.8% not excited, 
12.3% excited, 6.6% very excited 

7. Effect of sponsor's corporate 
reputation on product/service 
support 

53.8% somewhat, 10.4% a lot, 20.8% neutral, 8.5% not 
much, 6.6% not at all 
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Question Response 
8. Likelihood of switching to 
competitor's product due to 
sponsor's negative reputation 

7.5% very unlikely, 35.8% unlikely, 16% neutral, 33% 
likely, 7.5% highly likely 

9. Factors influencing purchase 
decision 

Discount/offers, Quality of product/service, Brand 
reputation of sponsor, Personal connection with the 
team/player 

 
 
Of the participants, 67.9% reported being able to frequently identify the sponsors of their preferred 
football team, while 17.9% reported being able to very frequently identify them. The majority of 
respondents (69.8%) rated their favourite team's corporate reputation as good or excellent. When 
asked about their likelihood of purchasing a product from a sponsor of their favourite football team in 
the future, 76.4% of respondents indicated that they were likely or very likely to do so. Regarding social 
media, 68.9% of respondents were neutral in their feelings about their favourite football team's new 
sponsor, while 12.3% were excited or very excited. On the other hand, 26.3% of respondents were 
either likely or highly likely to unfollow their favourite football team's social media accounts if they 
predominantly prioritize sponsor-related content over sports-related content.  
 

 
 
Moreover, the results showed that discounts and offers were the most commonly selected factor 
influencing fans' purchasing decisions regarding sponsors, with 64 participants choosing this option. 
Quality of product or service was also an important factor, selected by 47 participants, as was a 
personal connection with the team or player, selected by 44 participants (as seen in Graph 4). Overall, 
these insights suggest that football fans generally have a positive attitude towards sponsors but are 
also discerning consumers who prioritize factors such as discounts and quality when making purchasing 
decisions. As such, sponsorship can be an effective tool for businesses looking to reach a large and 
engaged audience but must also offer tangible value to fans to be successful.  
 
Section 3: To understand an athlete's social media influence in building a fan experience around a 
particular brand. 
 
The third objective of this research was to examine the influence of athletes' social media activity in 
creating a compelling fan experience for a brand. A series of survey questions were designed to assess 
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the impact of athlete-generated content on social media marketing. The following table presents a 
summary of the participant's responses to these inquiries: 
 

 
This table summarized the results of a survey conducted to explore the impact of athlete-generated 
content on social media marketing. A total of 106 respondents participated in the survey, of which 
94.3% followed their favourite athlete(s) on social media. Most respondents rated the quality of 
athlete-generated content on social media as good (72.6%). The most preferred types of content were 
training and workout videos, personal life updates, and interviews (chosen by 59 respondents), 
followed by a combination of training and workout videos, personal life updates, game highlights, 
interviews, and sponsorship posts (11 respondents). 

 
 
Regarding the influence of athlete endorsements, 72.6% of respondents were likely to purchase a 
product from a brand endorsed by an athlete they follow on social media. However, 47.2% were likely 
to switch brands if their favourite athlete endorsed a brand they don't use. In terms of fan 
engagement, 77.4% of respondents indicated that when athletes engage with fans through content 
such as live streams or Q&A sessions, it increased their loyalty to the athlete. Moreover, 60.4% of 
respondents were unlikely to unfollow an athlete on social media, even if they consistently post 
content that is irrelevant or uninteresting to them. Finally, 80.2% of respondents believe that athlete-
generated content is very important to the overall marketing strategy of a sports team or league, and 
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17% rated it as somewhat important. Overall, these findings suggested that athlete-generated content 
on social media had a significant impact on fan engagement, brand loyalty, and marketing strategies for 
sports teams and leagues. Therefore, it is important for athletes and sports organizations to focus on 
creating high-quality, relevant, and engaging content that resonates with their fans. 
 
5.2 Primary Data Collection- Survey for Management/People Working for Football Clubs  
 
The following are the findings from the second survey for which the participants were people in the 
management or people working in any capacity engaging in social media, marketing, sponsorship or 
similar fields at a football club. The survey data collected showed that 27.3% of participants were in 
executive or management positions, while 54.5% worked in marketing and communications and 18.2% 
in social media management. Additionally, 63.6% of respondents worked in India, and 36.4% in the UK 
and the Republic of Ireland. These findings provide important contextual information for interpreting 
the study's results and establishing its relevance to these specific regions. 
 
Section 1: Social Media Engagement with Football Teams 
 
The first objective of the study was to examine several football teams’ social media engagement tactics 
and plans for the fans. Several survey questions were specifically aimed to assess the importance of 
three crucial variables, namely sponsor recognition, corporate reputation, and fans' willingness to 
make future purchases for the clubs. The ensuing table provides an in-depth understanding of the 
participant's responses to the aforementioned survey questions 
 

 
The survey results revealed that the football club employs a multi-platform social media strategy to 
engage with its fans, with 8 out of 11 respondents indicating the use of Facebook, Twitter, Instagram, 
TikTok, and YouTube. Most respondents (81.8%) reported that the club posts content several times a 
day, and the success of its social media engagement is measured using a range of metrics, including 
followers, likes, shares, retweets, comments, and interactions. The data also showed that the football 
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club primarily determined which content to post on its social media platforms through market research 
and analysis (63.6%), indicating the importance of data-driven decision-making. Collaborating with 
players and coaches was another key strategy for ensuring relevant and engaging social media content. 
The club's focus on athlete-generated content was evident, with 63.6% of respondents reporting that 
the club provides guidelines and suggestions to players to create such content. The survey results also 
highlighted the significant importance of social media engagement for the football club, with all 
respondents indicating it to be extremely important. The club's satisfaction with its current level of 
social media engagement with fans is generally high, with 72.7% of respondents indicating they are 
very satisfied. However, the club should continue to monitor and analyze its social media metrics to 
ensure it is achieving its goals and making improvements where necessary. In summary, the survey 
results suggested that the football club recognizes the value of social media as a critical channel for 
connecting with fans, promoting its brand, and driving revenue through sponsorship and marketing 
activities. The club's strategies for determining which content to post and ensuring its relevance and 
engagement highlighted the importance of data-driven decision-making and collaboration with players 
and coaches. The results also emphasized the need for ongoing analysis and evaluation of social media 
metrics to ensure the club is maximizing the value and impact of its social media activities. 
 
Section 2: Sponsorship Recognition and Corporate Reputation 

 
The second objective of the study was to examine and scrutinize the varied factors that impact the 
effectiveness of sports sponsorship in the English Premier League and the Indian Super League and the 
club's views on it. Several survey questions were specifically aimed to assess the importance of three 
crucial variables, namely sponsor recognition, corporate reputation, and fans' willingness to make 
future purchases. The ensuing table provides an in-depth understanding of the participant's responses 
to the aforementioned survey questions. 
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The above table is a summary of survey responses collected from 11 participants who work for a 
football club in either the English Premier League or the Indian Super League on their strategies for 
improving sponsor recognition, corporate reputation, and fan engagement. The survey covered a range 
of topics, including the importance of sponsor recognition and corporate reputation to fans, the 
methods used to increase sponsor recognition and corporate reputation, the effectiveness of those 
strategies, and plans for future improvements. In terms of the importance of sponsor recognition and 
corporate reputation to fans, the survey found that 63.6% of respondents believed sponsor recognition 
was extremely important, while 18.2% believed it was important. Similarly, 72.7% of respondents 
believed corporate reputation was extremely important, with only 9.1% stating it was not important. 
These results suggest that clubs should prioritize sponsor recognition and corporate reputation in their 
fan engagement strategies. The survey also asked respondents about the methods they use to increase 
sponsor recognition and corporate reputation among fans. The majority of respondents (9 out of 11) 
reported using social media campaigns and sponsorship of events or organizations. Social media 
campaigns were mentioned by two respondents as their sole method, while the remaining nine 
mentioned social media campaigns and sponsorship of events or organizations. This suggested that 
social media is an important tool for increasing sponsor recognition and corporate reputation among 
fans. To measure the effectiveness of their sponsor recognition and corporate reputation strategies, all 
11 respondents reported using social media metrics such as likes, shares, and comments, as well as 
sales figures. This highlighted the importance of tracking and analyzing these metrics to understand the 
impact of fan engagement strategies. When asked about plans for improving sponsor recognition, 
respondents suggested a range of strategies, including improving the quality of sponsor-related posts, 
increasing the frequency of sponsor-related posts, and partnering with sponsors to create engaging 
content. For improving corporate reputation, the majority of respondents (7 out of 11) suggested 
enhancing community engagement initiatives and communicating social responsibility efforts to fans.  
 

 
 
In terms of measuring fan propensity to make future purchases, five respondents reported using sales 
data and social media engagement, while four reported using a combination of sales data, surveys and 
feedback from fans, and social media engagement. This suggested that a range of data sources are 
used to understand fan behaviour and improve engagement strategies. Finally, when asked about plans 
for increasing the propensity of fans to make future purchases, the majority of respondents (5 out of 
11) suggested offering exclusive discounts and promotions, while four suggested combining this with 
improving the fan experience at matches and events. One respondent suggested a more 
comprehensive approach, including all of the above strategies, as well as creating membership 
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packages offering exclusive member benefits. These results suggested that clubs should focus on 
incentivizing purchases through exclusive promotions and improving the overall fan experience. 
 
Section 3: Athlete-generated Content and Fan Experience  

 
The third objective of this research was to understand how a club makes strategies and plans to use the 
influence of athletes' social media activity in creating a compelling fan experience for a brand. A series 
of survey questions were designed to assess the impact of athlete-generated content on social media 
marketing. The following table presents a summary of the participant's responses to these inquiries: 
 

 
 

The table presents the survey results on the importance and impact of athlete-generated content in 
sports marketing, as well as how clubs handle negative or controversial content. The survey was 
completed by 11 respondents, and all of them indicated that athlete-generated content is extremely 
important for engaging fans on social media platforms, and for the overall marketing strategy of the 
club. When asked about how frequently the club posts athlete-generated content on social media, 
100% of the respondents said they post several times a week, with nobody selecting daily, once a 
week, or a few times a month. The most popular types of athlete-generated content that resonated the 
most with fans were behind-the-scenes videos, collaborations with other athletes/celebrities, training 
footage, Q&A sessions, and interviews. These were selected by various respondents, with behind-the-
scenes videos being the most popular type. The impact of athlete-generated content on the fan 
experience was assessed by the respondents. All respondents agreed that it helps fans connect with 
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athletes on a personal level, which can increase engagement with the club. Additionally, 10 out of 11 
respondents believed that athlete-generated content improves the overall fan experience. 
 
In terms of measuring the impact of athlete-generated content, 36% of respondents believe that 
measuring an increase in all three metrics is the best way, while 45% believe that measuring an 
increase in fan engagement and merchandise sales is sufficient. 18% of respondents believe that an 
increase in fan engagement alone is a good indicator of impact. Social media analytics were identified 
as the main method for measuring impact by the majority of respondents. 

 
 
 Regarding the club's leverage of athlete-generated content, respondents identified various ways, 
including increasing sponsor recognition, enhancing the club's corporate reputation, promoting 
upcoming games and events, and generating revenue through merchandise sales and partnerships. In 
the future, the respondents plan to increase the frequency of athlete-generated content and use it to 
drive specific campaigns or promotions. Partnering with athletes to create sponsored content was also 
identified as a potential strategy. Finally, in terms of handling negative or controversial athlete-
generated content on social media, most respondents (7 out of 11) said they contact the athlete to 
discuss the issue and request removal. Four respondents said they address the issue publicly and 
transparently and contact the athlete to discuss the issue and request removal. Overall, the survey 
results suggested that athlete-generated content was an essential component of sports marketing and 
significantly impacted the fan experience. Clubs should prioritize the creation and dissemination of 
such content and leverage it in various ways to achieve their marketing objectives. 
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6.0 Discussion 
 
Section 1: Social Media Engagement with football teams 

 
One of this dissertation’s objectives was to understand social media engagement with football teams 
by analyzing and comparing the fan perspective versus the club management perspective. The findings 
related to the fan perspective indicated that a significant proportion of football fans engaged with 
social media content multiple times a day, with Instagram and Twitter being the most popular 
platforms for engagement. Moreover, a majority of participants considered it very important for their 
favourite football team to have an active presence on social media. This was consistent with previous 
research which suggested that fan engagement on social media could positively impact brand equity 
(Filo et al., 2015). However, the responses regarding the likelihood of sharing content posted by their 
favourite football team on social media were widely dispersed, indicating a lack of clear consensus 
among the participants. This was evident from previous research that suggested the reasons for 
sharing content on social media were complex and multifaceted (Berger & Milkman, 2012). The 
findings derived from this survey suggested that football teams consistently created and shared 
content on social media that appealed to a wide range of fan attitudes and behaviours to achieve 
optimal fan engagement and brand equity. On the other hand, the findings related to the club 
management perspective revealed that football teams used various tactics to engage with their 
fanbase, including content creation, engagement with influencers, and strategic partnerships with 
sponsors. The study also revealed that football teams used social media platforms to enhance their 
brand equity and revenue streams. These results indicated that football teams perceived social media 
as a valuable tool to engage with their fanbase and promote their brand. The club management 
perspective highlights the importance of social media platforms for football teams to enhance their 
brand image and connect with their fanbase.  
 
Comparing the findings of the two perspectives, it was evident that while fans used social media to 
interact with their favourite football teams, football teams used social media platforms to promote 
their brand and revenue streams. These results also suggested that football teams should focus on 
creating and sharing high-quality content consistently which would enhance their brand image and 
maintain an active presence on social media. These findings contributed to the existing literature on 
the role of social media in sports marketing and fan engagement. Previous research has established the 
importance of social media in fan engagement and brand equity for sports teams (Hwang & Kim, 2020; 
Kipnis, et al., 2020). However, this study provided new insights into the preferences and attitudes of 
football fans towards social media engagement with their favourite football team. The study's findings 
also expanded upon the current theoretical frameworks of sports marketing and fan engagement by 
demonstrating the importance of consistent and frequent content creation and sharing on social media 
platforms. In conclusion, the results of this study suggested that social media platforms are an essential 
tool for football teams to engage with their fanbase and promote their brand equity. The results also 
highlighted the importance of consistent content creation and sharing to achieve optimal fan 
engagement and maintain an active presence on social media. The study underscores the need for 
football teams to focus on fan engagement to promote their brand and revenue streams in the ever-
evolving world of social media. 
 
Section 2: Sponsorship Recognition and Corporate Reputation 
 
The second objective of this research was to analyze and compare the fan perspective and the club 
management perspective to understand the impact of sports sponsorship and corporate reputation on 
the English Premier League and the Indian Super League and the propensity of the fans to make future 
purchases. The study aimed to examine the importance of sponsor recognition, corporate reputation, 
and fan engagement for the success of sports sponsorship in the two leagues. The study aimed to 
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examine the importance of sponsor recognition, corporate reputation, and fan engagement for the 
success of sports sponsorship in the two leagues. The findings indicate that football fans generally have 
a positive attitude towards sponsors but are also discerning consumers who prioritize factors such as 
discounts and quality when making purchasing decisions. Specifically, most fans (67.9%) reported being 
able to frequently identify the sponsors of their preferred football team, and almost 70% rated their 
team's corporate reputation as good or excellent. Furthermore, over three-quarters of fans (76.4%) 
indicated that they were likely to purchase a product from a sponsor of their favourite football team in 
the future. However, fans also expressed a desire for a balance between sponsor-related content and 
sports-related content on social media, with 26.3% indicating that they were likely to unfollow their 
team's social media accounts if sponsor-related content was prioritized over sports-related content. 

 
On the other hand, the club management perspective was collected through a survey that explored the 
strategies used by football clubs to improve sponsor recognition, corporate reputation, and fan 
engagement. The survey results revealed that clubs prioritize sponsor recognition and corporate 
reputation in their fan engagement strategies. Social media campaigns and sponsorship of events or 
organizations were the most common method used for increasing sponsor recognition and corporate 
reputation. The effectiveness of the strategies was measured through social media metrics such as 
likes, shares, and comments, as well as sales figures. The findings suggested that fan engagement was 
critical to the success of sports sponsorship. Fans perceived the quality of social media content 
positively, indicating that clubs need to invest in creating high-quality content to engage fans 
effectively. Additionally, fans value discounts and promotions, indicating that clubs should partner with 
sponsors to offer incentives to fans. The findings also showed that the corporate reputation of a 
sponsor had a significant impact on the decision of a majority of participants to support their products 
or services. Most participants reported that the corporate reputation of a sponsor affected their 
decision to support their products or services. This indicated that sponsors must pay close attention to 
their corporate reputation as it may have a significant influence on the consumer's decision-making 
process. Additionally, the small proportion of participants who reported that the corporate reputation 
of a sponsor does not affect their decision at all suggested that certain consumers prioritized other 
factors, such as product quality or price, over the sponsor's reputation. This showed that a sponsor's 
bad reputation was not always enough to make people switch to another product or service. Overall, 
most people seemed to stick with their favourite football team, even if their sponsor has a bad 
reputation 

 
The club management perspective highlighted the importance of sponsor recognition and corporate 
reputation in fan engagement strategies. Social media campaigns and sponsorship of events or 
organizations were the most common methods used for increasing sponsor recognition and corporate 
reputation. The use of social media metrics to measure the effectiveness of fan engagement strategies 
suggested that tracking and analyzing these metrics was crucial to understand the impact of fan 
engagement strategies. The findings of this research are consistent with previous studies that have 
emphasized the importance of fan engagement and sponsor recognition in sports sponsorship. For 
example, a study by Chadwick & Arthur, (2018) found that fan engagement is critical to the success of 
sports sponsorship, and clubs should invest in fan engagement strategies to create positive associations 
between sponsors and fans. However, some of the findings of this study differed from previous 
research in terms of the factors that influence fans' purchasing decisions related to sponsors of their 
favourite teams. For instance, a study by Lee et al. (2019) found that fans' perceived fit between a 
sponsor and a team significantly influenced their attitude towards the sponsor and their purchasing 
intentions. In contrast, this study found that price promotions and discounts are important factors in 
fans' purchasing decisions related to sponsors of their favourite teams. The study also highlighted the 
importance of social media in fan engagement and suggested that clubs should invest in creating high-
quality social media content to engage fans effectively. Additionally, the study emphasized the 
importance of discounts and promotions in fans' purchasing decisions and suggested that clubs should 
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partner with sponsors to offer incentives to fans. The use of social media metrics to measure the 
effectiveness of fan engagement strategies suggested that tracking and analyzing these metrics was 
crucial to understanding the impact of fan engagement strategies. 
 
The study had several limitations that may impact the findings related to the objective. First, the 
sample size of the fan perspective data was small, which might have limited the generalizability of the 
findings. Second, the study only focused on two football leagues, which may have limited the 
applicability of the findings to other sports and leagues. Third, the study collected data from only 
English-speaking participants, which may have limited the cultural diversity of the sample. In 
conclusion, the findings of this research suggested that fan engagement and sponsor recognition are 
critical factors in the success of sports sponsorship. The study highlighted the importance of social 
media in fan engagement and suggested that clubs should invest in creating high-quality social media 
content to engage fans effectively. Additionally, the study emphasized the importance of discounts and 
promotions in fans' purchasing decisions and suggested that clubs should partner with sponsors to 
offer incentives to fans.  
 
Section 3: Athlete-generated Content and Fan Experience 
 
The third objective of this research was to examine the influence of athletes' social media activity in 
creating a compelling fan experience for a brand, by comparing the fan perspective versus the club 
management perspective. The research findings suggested that athlete-generated content on social 
media significantly impacted fan engagement, brand loyalty, and marketing strategies for sports teams 
and leagues. In terms of the fan perspective, most respondents rated the quality of athlete-generated 
content on social media as good, and the most preferred types were training and workout videos, 
personal life updates, and interviews. The influence of athlete endorsements on fans was mixed, with 
72.6% of respondents likely to purchase a product from a brand endorsed by an athlete they follow, 
but 47.2% were likely to switch brands if their favourite athlete endorsed a brand they did not use. Fan 
engagement was positively impacted by athletes engaging with fans through content such as live 
streams or Q&A sessions. Additionally, fans were unlikely to unfollow an athlete on social media, even 
if they consistently posted content that was irrelevant or uninteresting to them. Athlete-generated 
content was also considered very important to the overall marketing strategy of a sports team or 
league. 
 
In contrast, from the club management perspective, all respondents indicated that athlete-generated 
content was extremely important for engaging fans on social media platforms and for the overall 
marketing strategy of the club. The most popular types of athlete-generated content that resonated 
the most with fans were behind-the-scenes videos, collaborations with other athletes or celebrities, 
training footage, Q&A sessions, and interviews. Respondents identified various ways to leverage 
athlete-generated content, including increasing sponsor recognition, enhancing the club's corporate 
reputation, promoting upcoming games and events, and generating revenue through merchandise 
sales and partnerships. The club management respondents planned to increase the frequency of 
athlete-generated content and use it to drive specific campaigns or promotions. The fan perspective 
and the club management perspective both recognized the significance of athlete-generated content in 
engaging fans and promoting brands. Most fans rated the quality of athlete-generated content as good, 
and they preferred training and workout videos, personal life updates, and interviews. However, fans' 
responses to athlete endorsements varied, with some fans likely to purchase a product from a brand 
endorsed by an athlete they followed, but some switched brands if their favourite athlete endorsed a 
brand they did not use. Fans valued athlete engagement on social media and believed it increased their 
loyalty to the athlete. Athlete-generated content was considered crucial to the overall marketing 
strategy of a sports team or league. 
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From the club management perspective, all respondents believed that athlete-generated content was 
essential for engaging fans and promoting the club. The club management identified various ways to 
leverage athlete-generated content, including increasing sponsor recognition, enhancing the club's 
corporate reputation, promoting upcoming games and events, and generating revenue through 
merchandise sales and partnerships. The club management respondents planned to increase the 
frequency of athlete-generated content and use it to drive specific campaigns or promotions. 
 
The findings of this research were also consistent with previous research that found athlete-generated 
content to be important in engaging fans and promoting brands. For example, Fuentes & Vásquez, 
(2018) found that athlete-generated content on social media was an essential tool for athletes to 
connect with their fans and increase their influence. Similarly, Wang, et al., (2020) found that athlete-
generated content positively impacted brand loyalty, purchase intention, and word-of-mouth 
communication. However, the findings of this research added to the existing literature by comparing 
the fan perspective versus the club management perspective. 
Overall, this research highlighted the importance of athletes and sports organizations creating 
compelling and engaging content on social media platforms to improve fan engagement and loyalty, as 
well as drive revenue. Additionally, the findings suggested that athletes and sports organizations could 
work collaboratively to develop marketing strategies that leveraged athlete-generated content in a way 
that is beneficial for both the fans and the clubs. Future research could explore the impact of athlete-
generated content on different sports and demographics, as well as the effectiveness of specific types 
of content for different marketing objectives. 
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7.0 Conclusion 
 
This dissertation aimed to examine the role of social media engagement, sponsorship recognition, and 
athlete-generated content in shaping fan experience and corporate reputation in football. The study 
investigated three primary objectives concerning sports marketing and management: social media 
engagement with football teams, sponsorship recognition, corporate reputation, and athlete-
generated content and fan experience, providing valuable insights into the perspectives of both fans 
and club management. The purpose of this research was to gain insights into the preferences and 
attitudes of football fans towards social media engagement with their favourite teams and the impact 
of sponsorship and corporate reputation on fan engagement and purchasing decisions. Furthermore, 
the study aimed to examine the role of athlete-generated content in enhancing the fan experience. 

 
The findings related to the first objective asserted the criticality of social media platforms for football 
teams to engage with their fanbase and promote their brand equity. Both the fan perspective and the 
club management perspective highlighted the importance of consistent and high-quality content 
creation and sharing for achieving optimal fan engagement and maintaining an active presence on 
social media. The results also highlighted the need for football teams to focus on fan engagement to 
promote their brand and revenue streams in the ever-evolving world of social media. These findings 
have significant implications for future research, practice, and policy in sports marketing and 
management. 

 
The second objective provided valuable insights into the factors that influenced fan engagement with 
social media content related to their favourite football teams and the factors affecting their purchasing 
decisions related to sponsors of their favourite teams. The findings emphasized the crucial role of social 
media as a platform for fan engagement, with fans perceiving the quality of social media content 
related to their favourite football teams positively. Additionally, the results highlighted the importance 
of discounts and promotions as significant factors in fans' purchasing decisions related to sponsors of 
their favourite teams. Furthermore, the corporate reputation of a sponsor was found to have a 
significant impact on the decision of the majority of participants to support their products/services. 
These findings have significant implications for sports sponsorship management as they can inform the 
development of effective sponsorship strategies that align with the preferences and attitudes of fans. 

 
The third and final objective examined the role of athlete-generated content in enhancing the fan 
experience. The results indicated that athlete-generated content could enhance the fan experience by 
providing an authentic and personal perspective of the athlete's life, interests, and personality. 
Furthermore, the findings highlighted the importance of social media platforms to disseminate athlete-
generated content and enhance fan engagement. These findings have important implications for sports 
organizations and athletes, as they can inform the development of effective content strategies that 
align with the preferences and attitudes of fans. 

 
In conclusion, this research has contributed significantly to the existing literature on sports marketing 
and management by providing new insights into the preferences and attitudes of football fans towards 
social media engagement with their favourite teams and the impact of sponsorship and corporate 
reputation on fan engagement and purchasing decisions. The study's findings also emphasized the role 
of athlete-generated content in enhancing the fan experience. The implications for future research, 
practice, and policy underscored the importance of considering the preferences and attitudes of fans in 
developing effective sports marketing and management strategies. Future research should focus on 
exploring the potential of new data sources and technologies, such as artificial intelligence and 
machine learning, to provide more comprehensive insights into fan behaviour and preferences. Future 
research could aim to conduct cross-cultural studies to examine the potential cultural differences in the 
relationships between the variables studied here. The current study was limited by a relatively 
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homogenous sample in terms of demographics. Future research could aim to recruit a more diverse 
sample to increase the generalizability of the findings. Overall, this research was worth conducting as it 
provided valuable insights into the evolving landscape of sports marketing and management and had 
practical implications for sports organizations, sponsors, athletes, and fans. 
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Appendix: 
 
Appendix 1: The table compares responses from fans of different leagues. 
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Appendix 2: Survey questions in the questionnaire sent to the club management 
Here is the link to the Google form: https://forms.gle/NdLAK7dBixoCaNch8 
 

 

https://forms.gle/NdLAK7dBixoCaNch8
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Appendix 3: The survey questions in the questionnaire sent to the fans 
Here is the link to the Google form: https://forms.gle/rj8hHhunhodQnbvdA 
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 51 

 
 
 
 
 


	Abstract:
	Submission of Thesis and Dissertation
	Acknowledgement:
	1.0 Introduction
	1.1 Background of the study
	1.2 Significance of the Study

	2.0 Research Purposes and Research Questions
	3.0 Literature review:
	3.1 Digital Technologies and Fan Engagement in Football Marketing: Leveraging Social Media, Mobile Apps, and Email Marketing
	3.1.1 Effectiveness of Social Media in Football Marketing:
	3.1.2 Effectiveness of Mobile Apps in Football Marketing:
	3.1.3 Effectiveness of Email Marketing in Football Marketing:

	3.2 The Influence of Sponsorship on Fan Behaviour: A Consumer Behaviour Perspective
	3.3 The Use of Search Engine Marketing in Football
	3.4 Data Analytics
	3.4.1 Fan Behaviour and Preferences:
	3.4.2 Sponsorship Analytics:
	3.4.3 Effectiveness of Marketing Campaigns:
	3.4.4 Ticket Sales:
	3.4.5 Social Media Analytics:
	3.4.6 Current State and Future Potential:

	3.5 Global Sponsorship in Football:
	3.5.1 Benefits of Global Sponsorship in Football:
	3.5.2 Challenges of Global Sponsorship in Football:

	3.6 The Future of Digital Marketing in Football: Emerging Technologies and Innovations
	3.6.1 Emerging Technologies in Digital Marketing for Football:
	3.6.2 Innovations in Digital Marketing for Football:

	3.7 The Future of Football Sponsorship: Opportunities
	3.8 Literature Gap

	4.0 Methodology:
	4.4 Data Collection Instruments and Procedures:

	5.0 Findings and Analysis
	5.1 Primary Data Collection- Survey for Fans
	Section 1: Social Media Engagement with Football Teams
	Section 2: Factors Affecting the Success of Sports Sponsorship in the English Premier League and Indian Super League: An Evaluation of Sponsor Recognition, Corporate Reputation, and Propensity to Make Future Purchases.
	Section 3: To understand an athlete's social media influence in building a fan experience around a particular brand.

	5.2 Primary Data Collection- Survey for Management/People Working for Football Clubs
	Section 1: Social Media Engagement with Football Teams
	Section 2: Sponsorship Recognition and Corporate Reputation
	Section 3: Athlete-generated Content and Fan Experience


	6.0 Discussion
	Section 1: Social Media Engagement with football teams
	Section 2: Sponsorship Recognition and Corporate Reputation
	Section 3: Athlete-generated Content and Fan Experience

	7.0 Conclusion
	Bibliography
	Appendix:
	Appendix 1: The table compares responses from fans of different leagues.
	Appendix 2: Survey questions in the questionnaire sent to the club management
	Appendix 3: The survey questions in the questionnaire sent to the fans


